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ABSTRACT Attracting and retaining talented workers is recognized as a critical success factor by organization. Em-
ployer Branding is also very prominent in Human Resource Management point of view and acts as one of the 

communication magic tools for acquiring and retaining the talent in this fast changing technological era. Employment branding 
reflects the image of the company in the eyes of existing and prospective employees about working for the company. Building employ-
ment brand is one of the few long term solutions to the shortage of talent problem. The best way to retain the talented people in the 
organization for a long can be done by building loyalty through employer branding. There is an urgent need for creating this positiv-
ism in the minds of the prospective and current employees for attraction and retention of talents.
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INTRODUCTION
In the state of economic environment attracting high qual-
ity applicants is critical to organizational performance (Bar-
ber 1998; Rynes 1991). Competition for talent is heating up 
in many industries and will probably intensify, since demo-
graphic trends make it increasingly difficult for companies to 
replace valued employees when they retire. More and more 
companies are addressing this issue and hence, the competi-
tion for talent is increasing day by day. It constitutes an im-
portant concept in today’s knowledge base contexts where 
attracting employees with superior skills and knowledge is 
considered as the primary source of competitive advantage. 
Attracting and retaining valuable staff members is becoming 
increasingly difficult in today’s competitive environment. The 
application of concepts of employer branding used for at-
tracting and retaining the talent pool. Employer branding is 
an innovative concept that links Marketing (brand manage-
ment) to Human Resource Management. Employer branding 
can be used as a tool to manage the scarce resources called 
talent. Employer branding develops the company brand and 
helps employees to create an appealing image of the organi-
zation for the skilled candidates. Employer brand shows that 
a strong employer should provide an identity to an employee, 
a personal reputation or image. However, employer brand 
should be consistent in a sense that what is communicated to 
future employees must be the true story about what is actu-
ally happening inside the company. It is essential the employ-
ees at all levels are aware of the culture, norms and values of 
the organization. In order to attract and retain the best talent 
anywhere in the world, an organization must have a strong 
and positive employer brand. According to Glen (2006), or-
ganizations with a solid strategy for developing an employer 
brand will be an attractive force for both external and internal 
top talents.

In this study the researchers reviewed various research stud-
ies on building brand loyalty for recruiting and retaining tal-
ented employees. The outcome of the research work done by 
various researchers over a period of time is presented in the 
paper which emphasize the importance of employer branding.

LITERATURE REVIEW
In today’s knowledge economy, every organization dreams of 
being the first person to grab the right talent. This urge has 
led them to adopt various strategies which give them a com-
petitive advantage over their competitors in attracting the 
best talent. One such strategy is “employer branding”, which 
takes an effort to market the opportunities that the organiza-
tion offer to its employees, so that they have the right talent 
in right place  in the organization.

Employer branding is the application of the long-term strat-
egy of branding to the human resource tasks of recruiting 
and retention. Subsequently, this employer value proposition 
is communicated to potential employees who intend to gain 
a clear picture of what benefits arise for them when work-
ing for a specific organization (Ambler and Barrow, 1996). 
A major determinant of an organization’s ability to recruit 
new talent is organizational reputation. Perception of a firm’s 
reputation is important because it provides vital information 
to a firm’s stakeholders including consumers, investors and 
potential applicants (Fombrum, 1996). As a result companies 
are being forced to examine the image that they portray as 
an employer and apply branding strategies that they use for 
their products to their organizations, a relatively new concept 
known as employer branding. The perceived reputation of a 
firm can influence its ability to recruit top talent (Gatewood 
et.al.1993; Rynes 1991)

Ambler and Barrow (1996) have defined employer branding 
as the development and communication of an organization’s 
culture in the market place. It is the package of functional, 
economic and psychological benefits provided by employment 
and identified with the employing company. Branding was 
originally used to differentiate tangible products, but over the 
years it has been applied to differentiate people, places and 
firms (Peters, 1999).

Human Resource Practitioner literature described employer 
branding as a three-step process. First, a firm develops the 
“value proposition” that is to be embodied in the brand. In-
tended to be a true representation of what the firm offer to its 
employer, the value proposition provides the central message 
that is conveyed by the brand (Eisenberg et.al. 2001).

We commonly think of plant, equipment and capital as re-
sources that create competitive advantage. Human capital has 
also been shown to operate as important resource creating 
competitive advantage. For example, a state –of-the-art facility 
and technology can create competitive advantage only when 
there is a highly competent workforce utilize them (Boxall, 
1999).

Michaels et al., (2001) considered the battle in future shall be 
for getting the right talent. They identified three fundamental 
forces behind the war for talent Viz. the irreversible shift from 
the industrial age to the information age, demand for high 
caliber talent, and growing propensity for people to switch 
from one job to another. He also proposed the explicit devel-
opment and communication of employee value proposition 
(EVP) to attract and retain talented employees. According to 
conference Board Report on employer branding (conference 
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Board, 2001) organizations have found that effective employ-
er branding leads to competitive advantage, helps employees 
internalize company values and assists in employee retention. 

Lloyd (2002) has defined employer branding as a process of 
placing an image of being a great place to work in the minds 
of the targeted future employees. Ewing et.al. (2002) empha-
sized the usefulness of employer branding in an increasingly 
knowledge-based economy where skilled employees are of-
ten in short supply. Finally, they presented an agenda for re-
searching and establishing employer branding as an effective 
practice for Human Resource Management. According to Rit-
son (2002), companies with employer brands can potentially 
reduce the cost of employee acquisition, improve employee 
relations, increase employee retention and even offer lower 
salaries for comparable staff to firms with weaker employer 
brands.

Employer branding program is becoming the key factor in 
talent acquisition and talent retention program in most or-
ganization. Most companies through their HR department do 
conduct their employer branding programs. Strong employer 
branding shapes their expectations about their employment 
(Lievens and Highhouse, 2003). The effective employer brand-
ing leads to competitive advantage, help employees internal-
ize company values and assists in employee retention. Accord-
ing to the American Marketing Association a brand is a name, 
term, sign, symbol, or design, or combination of them which 
is intended to identify the good and services of one seller or 
group of sellers and to differentiate them from those of com-
petitor. 

Due to increasing job mobility on the labour market, ap-
proaching, acquiring and retaining talented employees has be-
come a tricky challenge to the Human Resource Management. 
The concept of employer branding was adopted from prod-
ucts branding and corporate branding. Employer branding 
is the application of branding principles to Human Resource 
Management (Bachaus and Tikoo, 2004). A strong and effec-
tive employer branding not only enables to attract desired 
potential candidates to apply for jobs in the corporate but 
also enables to attract the existing talented workforce to excel 
their performance and career and retain them. The main pur-
pose of employer branding is to retain their existing talented 
workers as well as to attract new talent to join their organiza-
tion. 

Miles and Mangold (2004) defined employer branding as the 
process by which employees internalize the desired brand im-
age and are motivated to project the image to customers and 
other organizational constituents. Employer branding is de-
fined as a target long term strategy to manage the awareness 
and perceptions of potential employees and related stakehold-
ers with regards to a particular firm. The employer brand 
put forth an image showing the organization as a good place 
to work (Sullivan, 2004). Firms are using employer branding 
to attract, recruit and assure that current employees are en-
gaged in the culture and the strategy of the firm (Bachaus and 
Tikoo, 2004).

In an era where skills and knowledge of employees are 
amongst the main competitive enablers, organizations can-
not ignore the significance of attracting and retaining talented 
people (Hallen, 2007; Minchington, 2010; Mohaptra, 2005; 
prinsloo, 2008). Lievens et.al.(2007) stated that, employer 
branding is a specific form of managing corporate identities 
by creating both within and outside the firm an image of the 
firm as a distinct and desirable employer.

When a firm reaches a higher level of external recognition by 

development of an employer brand, it becomes much easier 
for it to attract new talent (Bouchikhi and Kimberly, 2008). It 
is an effective tool for effective recruitment, employee engage-
ment and retention. (Barrow and Mosley, 2005).

The power of the employer brand has been rightly summed 
up by Fernon (2008) as the ability to deliver organizational 
success by attracting and retaining the right people, providing 
an environment in which employee live the brand, improving 
organizational performance in key business areas of recruit-
ment, retention, engagement and the bottom line and differ-
entiating employers from each other, creating competitive ad-
vantage.

From the employees’ point of view, being a member of an 
organization having a strong employer brand enhances their 
self-esteem and strengthens their organizational identification 
(Lievens et al., 2007). Constant delivery of the brand promise 
leads to trust and loyalty ensuring a steady supply of appli-
cants (Holliday, 1997) and maintains high commitment and 
high performance among employees and high performance 
among employees leads to organizational effectiveness by 
promoting the organization’s credibility with employees (Bu-
rack et al., 1994). It attracts the right kind of candidates with 
the culture fit and at the same time gives the prospective em-
ployees an assurance of the work experience as expected by 
them (Bhatnagar and Srivastava, 2008).

CONCLUSION
Employer branding is relatively new approach towards re-
cruiting and retaining the best possible human talent within 
an employment environment that is becoming increasingly 
competitive. Managers can use employer branding as an um-
brella under which they can channel different employee re-
cruitment and retention activities into a coordinated human 
resource strategy. More relevant and measurable questions 
might include: do firms using employer branding experi-
ence improved recruitment outcomes; is employee retention 
improved? Is employee productivity improved? Is employee 
satisfaction improved? Researchers might conduct longitu-
dinal studies to track changes in recruitment, retention and 
satisfaction outcomes before and after implementing em-
ployer branding. Employer brand is relevant in the context of 
employee recruitment, engagement and retention. Empirical 
study should be carried out to measure the strength of the 
employer brand for attraction and retention of employees.



204 IJSR - INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH

Volume : 3 | Issue : 8 | Aug 2014 • ISSN No 2277 - 8179 Research Paper

REFERENCE
Ambler, T and Barrow, S. (1996), The employer brand, Journal of Brand Management, 4, 185-206. | Backhaus, K and Tikoo, S (2004) Con-
ceptualizing and researching employer branding, Career Development International, 9(5), 501 – 517 | Barber, A. E. (1998). Recruiting em-

ployees, Thousand Oaks, CA: Sage Publications. | Barrow S., Mosley R (2005), The Employer Brand, Wiley, London. | Bhatnagar J and Srivastava P. (2008), Strategy for Staffing: 
Employer Branding and Person-organisation Fit, Indian Journal of Industrial Relations, 44(3), 35–48. | Bouchikhi, H and Kimberly J. R., (2008), The Soul of the Corpora-
tion- How to Manage the Identity of Your Company, Pearson Education Inc, New Delhi. | Boxall, P. (1999), Achieving competitive advantage through human resource strategy: 
towards a theory of industry dynamics, Human Resource Management Review 8(3), 265-88. | Burack et al., (1994), New Paradigm Approaches in Strategic Human Resource 
Management,Group and Organization Management, 19(2), 141–59. | Fernon D. (2008), Maximizing the Power of the Employer Brand, Admap, 43, 49–53. | Fombrun C. J 
(1996) Reputation: Realizing Value from the Corporate Image, Harvard Business School Press, Boston. | Gatewood et al., (1993). Corporate Image Recruitment Image, and Ini-
tial Job Choice Decisions, Academy of Management Journal, 36(2), 414-427. | Hallén, H. (2007). Finding the right kind of talent. Wealth Management: Second Quarter, 11–15. 
| Holliday K. (1997), Putting Brands to the Test, U.S. Banker, 107.12, 58–60. | Lievens et al., (2007). Organizational Identity and Employer Image: Towards a Unifying Frame-
work, British Journal of Management, 18 (supplement s1), 45-59. | Lloyd, S (2002), Branding from the inside out, Business Review Weekly, 24(10), 64-66. | Michaels et al., 
(2001). The War for Talent. Boston, MA: Harvard Business Review Press. | Miles, S. J., and Mangold, G. (2004). A conceptualization of the employee branding process, Journal 
of relationship marketing 3 (2/3) 65-87 | Minchington, B. (2010). The employer brand manager’s handbook: Torrensville: Collective Learning. | Mohaptra, D. (2005). Kicking 
retention strategies into high gear. Retention Strategy, Journal Tata Group, 29, 1–6. | Peters, T. (1999).The Brand You 50: Fifty Ways to Transform Yourself from an Employee 
intoa Brand that Shouts Distinct ion, Knopf Publishers, New York, NY. | Prinsloo, K. (2008). Managing people for Competitive Advantage. Master’s Curriculum in Leadership, 
Performance and Change, Johannesburg: University of Jk | Ritson, M. (2002), Marketing and HE Collaborate to Harness Employer Brand Power, Marketing, 24, October: 24 | 
Rynes, S. L. {1991). Recruitment, job choice and post-hire consequences. In M. D. Dunnette (Ed.), Handbook of industrial and organizational psychology (2nd. ed.): 399–444. 
Palo Alto, CA: Consulting Psychologists Press | Sullivan, J. (2004). Eight elements of a successful employment brand, ER Daily, 23 February, available at: www.erexchange.com/ 
articles/db/52CB45FDADFAA4CD2BBC 366659 E26892A.asp, accessed April 14, 2004. | 


