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- TRACT In recent years employer branding has attained prominence in the midst of HR managers as a significant strategy

to build an organizations sustainable growth. Building a positive reputation and employer brand can be considered
as a vital strategy to create a distinctive and attractive identity with which current employees and potential job seekers can recognize them-
selves. In general, employer branding communicates the uniqueness of an organization to the public. It is ultimately, the practice of projecting
an image of being a “best employer to work” in the minds of prospective job seekers and present employees. Since every step of the organiza-
tion towards building its employer brand will shape the impression of potential employee either to accept or reject a job offer, the employer
brand is believed to be a crucial weapon in the battle to win and retain talent.

Introduction

Employer branding is not a symbol, letterhead or an intelligent
advertisement, nevertheless it is the communication of an or-
ganization’s individuality and unwritten assurance regarding
its culture to potential candidates. Organizations are bound to
develop competitive advantage over other organizations in the
context of global business environment. Consequently, in order
to battle in this situation, at present, organizations are position-
ing themselves as “brands”, not only to sell their products and
services but also to employ new talents and to retain the most
excellent employees with them. An effective employer brand al-
ways relies on consistency in its message and should formulate
right kind of employer brand strategies to ensure its employees
to be brand advocates.

According to Moroko and Uncles, Employer branding is “the
sum of organization’s efforts aimed at communicating to pre-
sent and future employees, that the company is a desirable work
place”

Strategies to Ensure Employer Branding and Talent Manage-
ment

Transnational Corporations across the globe adopt several strat-
egies to ensure employer branding and talent management. Fig-
ure-1 shows the business model developed to conceptualize the
strategies adopted by various companies in order to enhance the
employer brand image and to acquire and retain talented em-
ployees. Each of the strategy is concisely discussed in the ensu-
ing paragraphs.

1. Effective Recruitment Strategy

Every company should formulate an effective recruitment strat-
egy which consists of job standards and job applicant’s moti-
vation and behavioral assessments along with effective com-
munication of employer brand as it will leave the job applicant
with a real valuable career experience. This is true because even
though, the job applicant is not selected to work for the com-
pany, when the candidate is provided with his/her exclusive
assessment report, it will definitely serve as an self-governing
validated tool to understand what are the strengths and weak-
nesses of that particular candidate and will help to enhance the
organization’s brand image to a greater extent. Moreover, utmost
care should be taken to rightly position an organization as an
employer of choice as prospective job candidates are indirectly
considered as ‘external customers” who may spread information
by word of mouth about an organization.

2. Winning the Heart and Minds of Employees

Top Management should ensure that existing employees sup-
port employer brand very strongly and they should be strongest
brand advocates. In the era of access to modern technology to
every common man, job seekers and potential customers are
more and more becoming well-informed persons and they do
examine various offerings of the organization through the avail-
ability of variety of technology related communication channels.
Therefore, organizations should treat their present employees
who deliver excellent performance and are highly committed
and satisfied with the organization as internal customers by
providing them right kind of value added career enhancement
programmes at regular intervals so that in turn they will act as
‘goodwill ambassadors’ to the organization.

3. Employer Branding through Social Media

Unhappy employees tend to spread their discontent through
word of mouth than satisfied employees. Whether the manage-
ment likes it or not, pessimistic employees always try to con-
vey their opinions about dissatisfaction towards the company
through plethora of social media channels. The company abso-
lutely does not have any control over the employees discussing
their opinion in social media tools such as Facebook, WhatsApp,
Twitter, LinkedIn etc. Earlier, companies were focusing more on
television and print media to market their products and ser-
vices as well as to build their brand reputation. But today, with
the rise of social media, companies need to formulate careful
strategies to enhance employer brand perception not only in the
minds of public but also in the minds of existing and potential
employees as well. Therefore, appropriate steps should be taken
to diligently communicate various positive aspects of employee
value proposition.

4. Employer Brand and Customer Brand

Adequate steps to be taken to create an alignment between em-
ployer brand and brand strategies related to external customer.
Hence, both the brands need to project their distinct brand mes-
sages in sync with each other so that the same is reflected in the
minds of present and potential employees effectively in a con-
sistent manner. When the size of the organization is big, then al-
ready more number of people would have formulated an opinion
about it. Accordingly, top management should take utmost care
to ensure an alignment so that their functioning does not con-
flict each other. When employer brand highlights and strength-
ens the values communicated through external brand, then for
a prospective job seeker, it is ensured that both are communicat-
ing the same consistent message as what it is intended for.
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