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An employer brand is an important part of the employee value

proposition and is essentially, what the organization
communicates as its identity to both potential and current
employees. It encompasses an organization’s mission, values,
culture and personality. A positive employer brand
communicates that the organization is a good employer and a
great place to work. Employer brand affects recruitment of new
employees, retention and engagement of current employees,

and the overall perception of the organization in the market.

With increased global competition for the best talent, the
world’s leading employers are now making employer
branding a top-priority, which will show your employer
brand rating to the world.

A great employer brand has never been more important — it
also makes absolute financial sense. According to LinkedIn,
companies with a strong employer brand experience a “43%
decrease in the cost per hire” and a “20% increase in the rate
of hire”. LinkedIn also found that a bad reputation could cost
an organization with 1,000 employees $7.6m in additional
wages.

When McKinsey wrote their groundbreaking paper on “The
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War for Talent,” they identified five elements for a successful
talent formula that would lead to improved financial
performance. One of the most important elements was to
create a winning “Employee Value Proposition” or Employee
Brand.
All great companies agree on one thing — that the
recruitment and retention of the right employees is probably
one of the biggest challenges they face. Potential hires now
have the technology to measure how great you are as an
employer — they are using sites to evaluate you before they
join you. If your employer brand is weak, you will naturally
lose great candidates to the competition.
To develop an employment branding strategy,
organizations may want to consider the following:
= Know the organization's business, vision, mission,
values and culture. Understand the organization’s
business objectives and what talent is needed to
accomplish those objectives. Define the organization’s
unique attributes.
Conduct internal researchto understand how the
organization is perceived by its current employees, as well
as by its target candidate group, and what these employees
or potential employees want from the organization.
Identify top talent, and ask what those employees like
about working for the organization. Determine the
attributes of these star employees that the organization
would want to attract.
Conduct external research to learn how the organization
is positioned in relation to the competition. Research may
be conducted through applicant surveys, as well as via
Internet searches, social media or firms that conduct
reputation monitoring.
Define an employee value propositionthat clearly
communicates the value of the brand the organization is
developing. The employee brand should truly reflect what
is special about the organization and must be aligned with

its customer brand.

Develop an employee marketing strategy. The strategy
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should have a two-pronged approach. First, the recruitment  (p )l opabgal] ezl cabsll dad oyc
strategy should focus on reaching the targeted applicant = 8;slall Gl ilalid puseiwl .0 ST, aly o Lolazd
base. Attention should be directed to the career page, Al ZoMladl ST enalagll e
recruiting sites, social media and other external recruitment  &Mall as Joall cobal &ledl @dlall 313kxa
sources. The second prong centers on consistently legazxe ao Joall 5 Aelaiall Aboladl a,l=dl
communicating the employee value proposition to current ~ &dall sl z¢ glal olead c¥Las¥ly Gigudl
employees to retain and engage them. Use employee Ayl
testimonials to affirm the brand. Al @eus Ayla¥) clulally 5,881 o1 e ST
Align the employer brand with the overall organization  aluiwl (o debicll Jeadl Cobal 2;leall
brand. Work with the marketing and communications  &alaill 5,591 cilugylally (asgailly dezsilly coyaall
groups to ensure a holistic branding approach. Al Akl @end 4, 4l 516l
Ensure that the people and management practices AMall qeus 2yla¥l Sluylelly 3181 o (e uSTl
support the organization’s employer brand. Training, aludiwl (Ser bl Jeadl cobal 2;leall
coaching, compensation and other HR-related practices can ~ &alazill 381 Sluylally (assailly dezgilly eyl
be used to support the brand. ALl 2dkal et Ay 4adl 506l
Develop and use metrics to assess and track the success of ~ &Mall 7= audiy euds) (unlall alasiuly pokas
the employer brand. Metrics may include quality of hire, 839> (wulall Jedd w8 (Jeadl cobial Ayl
brand awareness, employee satisfaction, employee referrals i cnalsgll Loy of 2leall 2eMally £ol) o calsgall
or other metrics. Gy punlie of cnalsgll e¥Ls)

ZERVIMIRANRTS |

= Recognize organization objectives. Aakiiell Jeall Gilual oladiulg o~

* Talent acquisition. Slelasdlg calgd) yuzs =
Developing positioning. Al ygeall jaghas =
Reputation management. Akl | Aaaw 8yls) =
Business acumen. Jlee¥l didad =
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* To know How to Leverage Employer Branding for Aalaiall 3 leddl Aadadl (e Bolanudl 24a S

the Orgnization. elad] @ slited cldaiadd adle WUl by =
* To build organization’s financial case to invest into Aalaicll 898 4ylees A

creating a strong employer brand. Lylaely oldall @uad Azsliu] jughas =

* To develop a strategy to present organization’s as a el Tasly GISL"
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“great place to work"

* To communicate the values, experiences, goals and
"personality” of your originations in an authentic

way, so you do not lose talent to others who are

doing it better.

* To measure the ROl of a great employee brand -

measuring brand metrics into quality of hire, time to

hire, cost per hire.
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= Employer Branding Definition, Scope and
Targets.

» Define Employer Value Proposition and
Create a Communication Plan.

= Five Steps to Your Employer Branding
Strategy.

* Avoid These Three Employer Branding
Mistakes.

= Practical Employer Branding Initiatives and

More Employer Branding Examples.
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