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Employer Branding

What is Employer Branding?
Employer branding is the process of promoting a 
company, or an organisation as the employer of 
choice to a desired group; one from which a company 
needs and wants to recruit and retain. The process 
facilitates the company’s ability in attracting, recruiting 
and retaining ideal employees, and supports the 
organisation’s business plan. If employer branding 
is the process, the employer brand is the identity of 
a company as an employer of choice. For effective 
employer brand promotion, the company can only 
attract future employees and retain its staff if it has an 
identity that is true, credible, relevant, distinctive and 
aspirational. To achieve this, research needs to be 
conducted so as to ensure that the employer identity 
reflects not only management’s vision, but also the 
aspirations of valued employees.

A strong employer brand should connect an 
organisation’s values, people strategy and vision and 
be linked to the overall company brand.

In a nutshell, employer branding is the combination of 
market research, advisory services, communications 
and marketing in order to achieve both a credible and 
desirable brand position. Being a cyclical process, 
constantly measuring performance and adjusting 
strategies to continuously improve, it begins with 
understanding unique employer qualities and 
continues into sustaining the employer brand as a 
vibrant and attractive entity. Through talent acquisition 
and retention, the end goal of employer branding is to 
stimulate growth and achieve strategic business goals.

The benefits of a strong employer brand
A clear and defined employer brand can offer 
significant benefits to your organisation. It can improve 
application rates and put your company in the enviable 
position of having a wide pool of talent to choose from. 
In tight recruitment markets, where competition for 
the best talent is fierce, it can make your company 
stand out in a crowded market and provide compelling 
reasons to join your organisation.
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Hiring the right people with 
the best skills for your 
business needs to be the 
number one priority.



In companies where values, personality and desired 
behaviours have been deeply embedded across the 
organisation, employers are also likely to benefit from 
increased employee engagement. Greater employee 
engagement and motivation have been shown to 
result in increased productivity and higher retention 
rates, all of which contribute to retaining skills and 
knowledge, and ultimately improving your bottom line. 
Active engagement with the brand will also help build 
employee loyalty, reducing the risk of losing your best 
people and therefore avoiding the financial implications 
of recruiting and on-boarding their replacements.

Developing your employer brand 
When developing your employer brand it is 
important that you consider a number of questions 
from the outset:
• What are the most attractive and compelling 

attributes of the organisation to both current and 
potential employees?

• What roles within the company are most critical 
to your success and what do you need to do to 
attract and retain the best talent in these areas?

• What are the current perceptions of working 
within the organisation? How are they affecting 
your current ability to recruit top talent?

With a clear understanding of these areas you can then 
define where you are now, what you would like your 
employer brand to be and identify the steps required to 
get there. All of these factors will form the basis for your 
employer brand strategy.

Whilst your employer brand will focus on engagement 
with potential and existing employees, it’s important to 
remember that most relationships between employees 
and the brand can actually start even before you 
commence the recruitment process and that their 
relationship with the organisation will develop and 
change over time.

A compelling employer brand should consider all of the 
stages of the employee lifecycle.

Ownership
Typically, ‘ownership’ of employer brands often falls to 
HR departments, but the reality is that everyone in the 
organisation is responsible for your employer brand, 
particularly the senior management team. Employer 
brands cannot be forced onto employees; they have 
to be reflective of your organisation’s culture and 
how it treats its people. That means true employee 
engagement only happens if the brand is embedded 
into the culture of the organisation and underpinned by 
the leadership team. 
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Management Training
Management training can play a vital role in improving 
your employer brand. Having managers that are 
confident in their skills in recruiting and managing 
their teams and behaving in a way that promotes the 
company values is pivotal to how employees and 
candidates feel about your company.

As well as listening to feedback through the staff 
survey and exit interview channels, a robust personal 
development plan process can help you pinpoint 
what training and development your managers need. 
Whether it is in equality and diversity, recruitment 
or having quality conversations, an ongoing 
training and development action plan can make the 
world of difference! 
 
Attracting new talent
Attracting new talent is the first stage of any recruitment 
process and it is widely recognised that in order to 
attract applicants, organisations need to promote the 
strongest attributes of the organisation. Sadly, what 
many fail to recognise is that they may be fighting a 
losing battle if the pre-existing perceptions held by 
employees aren’t addressed.

It is highly likely a potential applicant will research your 
company, whether looking at the careers section of 
your website or tapping into the experiences of others 
on social networking sites, so it’s crucial the information 
you provide, or the experiences of others, support your 
core messages.

To strengthen your employer proposition
• Promote a positive culture and outline rewards 

and benefits
• Show what success in the organisation looks like
• Introduce current employees to new and potential 

staff members and make them feel welcome
• Promote your commitment to career development 

and training.

Remember to treat all applicants with respect and 
courtesy. Whether they are right for the role or not, they 
have invested time and interest in your brand and are 
potential brand advocates and their opinions should 
not be disregarded.
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If key influencers do not 
believe in the brand values, 
even the very best internal 
communication campaigns 
won’t be able to instil a 
change in culture 
throughout the company
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Interviewing and on-boarding
The interview process is a prime opportunity to 
reinforce your employer brand so make sure your 
interviewers actively promote your brand values. An 
interviewer who is negative or ill-prepared will not only 
give the wrong impression of the organisation but could 
also determine whether the interviewee chooses to 
accept a job offer or not. 

Once you’ve found the right person and they’ve 
accepted a job offer, your attention should turn to the 
on-boarding process. Ignore this crucial part of the 
recruitment procedure and you could find yourself back 
at square one very quickly. You should reinforce your 
employer brand prior to the new employee’s start date 
and deliver a well planned induction process to ensure 
the reality of the organisation matches the brand 
they’ve bought into.

Retaining your best talent
A strong employer brand isn’t just for attracting new 
talent; it also provides a compelling reason for your 
current employees to stay with your organisation. With 
extensive knowledge and developed skill sets, existing 
employees are an invaluable asset to any organisation 
and it is therefore worth investing time in building 
stronger relationships with this key set of stakeholders. 

Integrating the brand values into key processes like 
the appraisal will ensure that employees are ‘living’ 
the values.

Your employer brand should be reinforced regularly; 
employees need to be reminded of the qualities 
that first attracted them to the organisation. More 
importantly though, you need to deliver on the brand 
promises you have made, whether through reward and 
recognition, training, development or a clearly defined 
career path. Brand reputation is built on perceptions 
that are matched by the actual experience of engaging 
with the brand.

Get your people on-board
Employee referral schemes can be a very effective 
way to motivate your team, reduce cost per hire and 
help you attract great talent. You can also encourage 
your people to play their part in raising your profile 
as an employer of choice by asking them to tell their 
stories.  Current employees can also give a warts-and-
all view of the company, and by virtue ensure the new 
recruit is a close cultural fit, meaning they can plug-in 
and contribute from day one and hopefully end up 
staying longer.



Leaving on a good note
There will always be a level of staff turnover within your 
organisation but just because you’re saying goodbye 
to a current employee doesn’t mean your relationship 
is over. With a strong connection to your brand, leavers 
can remain some of your best brand ambassadors if 
their exit is dealt with well. Employees often go on to 
be other stakeholders for your organisation, whether 
as a customer, competitor or an industry peer. They 
often become key influencers and will already have a 
great deal of insight into your employer brand. With this 
in mind it is important to ensure leavers feel supported 
until the end.

Exit interviews are often a good way to gain further 
insight into your employer brand and perceptions 
within the organisation; demonstrating to leavers that 
their views are valued while providing you with useful 
feedback on elements of the organisation that can be 
improved from an employee’s perspective. 

Monitoring 
An employer brand will continue to grow and develop 
over time and requires on-going attention. The best 
employer brands recognise the changing needs 
of their workforce and shifts in perceptions, and 
adapt accordingly. 

As well as exit interviews tools such as employee 
satisfaction surveys can provide invaluable insight.
There are a number of other different ways you can 
also monitor and measure the success and ROI of 
your employer brand through KPIs and qualitative and 
quantitative data. These can include:
• Feedback from new starters, recruiting managers 

and recruitment teams
• The number and calibre of applicants
• Job acceptance rates
• Speed and cost of recruitment
• Performance ratings
• Amount and quality of internal referrals
• Rates of absenteeism
• External perception surveys of brand 

attractiveness and association
• Spend on recruitment agencies and 

temporary staff.

Organisations that fail to recognise the importance of 
their employer brand and monitor it accordingly are 
likely to find themselves at a disadvantage over the 
long-term. Whilst increased spend on recruitment 
campaigns may aid short-term attraction of new 
employees, employers may well find themselves 
losing out on the best talent. Even if you are successful 
in attracting high calibre candidates, the reality of 
how your employer brand is reflected across the 
organisation will ultimately determine the ability of the 
organisation to retain this talent.
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How KSHRC can help:
• Employee Surveys
• Recruitment advice & support
• Management training
• Review of benefits
• Exit interview support
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