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The set objective of this product-based thesis was the creation of an external employer
branding guide for small to medium-sized enterprises that have little to no experience in

the topic globally.

There were four project tasks chosen to tackle the main objective. These tasks were:
1. Preparing the theoretical framework, 2. Investigating prior international and external
topic studies, practices, and competition, 3. Creating the end product, and 4. Evaluating

project management and outcomes.

The literature review of this thesis was reached with the help of theoretical books and pro-
fessionals surrounding employer branding throughout time. The empirical part was realized
through a desktop study that included investigation and analysis of prior research and re-
views, trends, and recent best employers. The investigation of top exemplary employers,
which were based on ranking awards, was accomplished through a digital examination of

activities on social media platforms and company websites in the years 2020 and 2021.

The end product became a detailed and instructive guide in the form of a presentation.
Through the creation of the guide, the most effort was put into strengthening the reader’'s
comprehension of employer branding. Additionally, the guide has been filled with current
and ongoing relevant practices and suggestions based on this paper’s research results.
The distinctive process presented in the guide came to be by the combination of a tradi-

tional and modern frameworks. This was deemed the most practicable in global activities.

This paper achieved the set objective through the compression of the literature review and
empirical part, as well as the decisions to make the guide a step-by-step instructive
presentation that includes this paper as a supporting element providing in-depth infor-

mation to the reader when implementing the guide.
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Employer branding, external employer branding, employee value preposition, human re-

source management, human resources, HR.
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1 Introduction

This is a bachelor’s product type thesis for the Degree Programme in International Busi-
ness taught at Haaga-Helia University of Applied Sciences. This thesis is specifically for

the major in Human Resource Management.

This chapter begins the thesis by introducing the background of this project, the objective
and its related tasks. The project background will be first presented. After that comes the
main project objective, in which the project tasks are also defined. In the middle of the in-
troduction, the project’s scope and the thesis structure are presented. These are ex-
plained conveniently to make the understanding process of the reader easier. In the latter
part of this chapter, the international aspect and this project’s benefits are presented.

Lastly, the key concepts and abbreviations are defined.

11 Topic Background

For a growing small to mid-sized business, captivating and hiring the most talented people
is crucial in securing future success. Building a credible employer reputation and show-
casing how great of a place the business is to work at is essential for small to mid-sized
businesses in the current competitive employment market. (Sullivan 2004.) The human
factor is as important as capital, equipment, and plants when creating a competitive ad-
vantage in businesses. This is why the effect of employer branding is a key to advancing
the business through the human factor. (Backhaus & Tikoo 2004, 502). Employer brand-
ing operates with the intention to grow the business through proper human assets. Addi-
tionally, employer branding is a big part of enhancing the performance of a business

through human asset development and investment. (Backhaus & Tikoo 2004, 503.)

Harvard Business Review has reported that employers globally experienced talent short-
ages, which made over three-quarters of CEOs around the world concerned about talent
availability (Hall 2014). It is common knowledge that employers always require expertise.
Sullivan (2004) claims that this need is growing more with time because of technological

advancements.

In another notion, the continuous increase in job mobility has made filling out positions
and retention challenging with each new generation because high performers tend to
leave their employers more and more frequently in today’s environment. (Mosley 2015.)
Mosley (2015) speculates that the new generation’s ideology of avoiding workplaces that
push employees to live pay-check to pay-check is the reason this generation’s challenges.

The belief is that the new generation employees look past the financial lens of



employment (Mosley 2015). Mosley (2015) claims that the old way of only searching for
the highest paying employer has been changed into the need to find an employer that pro-
vides a fitting working culture proposition, as well as experience and development oppor-

tunities.

So, how can employers attract talent effectively in the current environment? According to
experts, the strongest answer is an investment into employer brand because it has be-
come a winning factor for businesses. It is also a key element in business practices and
strategic plans if done properly. (Mosley 2015.) The concept of employer branding is be-
coming more commonly known in businesses since its early concept introduction by Am-

bler and Barrow a couple of decades ago (1996, 186).

1.2 Project Objectives and Project Tasks

The reason behind this product type thesis is to provide applicable knowledge relating to
employer branding in a simplified, compact, and efficient manner to businesses interna-
tionally. There is a large pool of information relating to the topic that lacks simplification.
Many of the topic sources are unattractive to businesses because of their lengths, even if
they are looking for business development opportunities. Throughout my studies and
working life, | have yet to see an all-in-one paper or presentation that can provide em-
ployer branding knowledge and help a business integrate the concept into the business

strategy in an efficient manner.

The main objective of this thesis is to create an external employer branding guide for
global small to medium-sized enterprises. The guide includes general instructions on how
to create an external employer branding process. The reason behind generalisation of the
guide is the large target group of the guide. Thus, to make the guide more suitable for
companies globally that have little to no experience in the topic of employer branding
around the world. There are four project tasks that are introduced in an orderly manner

below. These are then followed by a visualization of everything presented (Table 1).

PROJECT TASK 1: Preparing the theoretical framework
The first task provides a base theoretical knowledge on employer branding through deep
explanations of the theme’s terminology to the reader. Additionally, this task will be the

supporting backbone in understanding the end product of this project.



PROJECT TASK 2: Investigating prior international and external topic studies, prac-

tices, and competition

The second task will include external employer brand studies and exemplary enterprise

practices. This task happens through a desktop study, in which an investigation, research,

and analytical tools are taken advantage of. The outcome of this task is finding out the

current implemented processes and norms of employer branding in today’s business envi-

ronment around the USA and Europe. The result of this task will support the end guide

with applicable examples and provides the reader with a realistic and applicable under-

standing of the theme’s trends and methodology.

PROJECT TASK 3: Creating the end product

The third task will be a combination of the first and second tasks. The outcome of this task

is the creation of the guide, which is based on the compiled knowledge and information

from prior tasks. In this step, a special step-by-step process for companies is created for

the end product and presented visually.

PROJECT TASK 4: Evaluating project management and outcomes

The last task provides the summary and evaluation of the project. Here, a reflection on

learning will be discussed. As the last part, a recapitulation of the whole thesis will be pre-

sented. The last task and whole of the project end with the presentation of challenges and

further study suggestions.

Table 1. Overlay Matrix

theoretical framework for the
project

books and articles
on the theme

desktop studies

Project Task Knowledge Base Project management | Task
methods outcomes
Project Task 1: Preparing the Theories from Literature review and Knowledge

and reasoning

Project Task 2: Investigating
prior international and external

Studies, exemplary
enterprises, and

Qualitative research,
observing and measur-

Information on
the current

end product (external em-
ployer branding guide for
global SMEs)

project task 1+2

presentation format
and Presentation GO
for creating figures and
structure.

topic studies, practices, and specialist re- ing: state of the
competition search/reviews - SWOT topic and

- TOWS its norms

- attribute and charac-

teristics analysis
Project Task 3: Creating the Task outcomes of PowerPoint as the External EB

development
guide

Project Task 4: Evaluating pro-
ject management and out-
comes

The project
task outcomes

Project management
evaluation and review

Thesis sum-
mary




1.3 Project Scope and Thesis Structure

Providing a guide on how to externally attract talent is the project scope of this paper. This
means that internal employer branding practices, such as recruitment, engagement, and
retention of employees will not be included in the final guide. However, this thesis will in-
clude the definition and limitation of internal employer branding. The project considers the
end product suitable for small to medium-sized enterprises that have little to no prior expe-
rience on the topic. However, the guide is also relevant for businesses that are looking to

develop their practices.

European Commission’s definition of small and medium-sized enterprises (SMEs) is used
as the basis. In the EU’s (2021) definition: The staff headcount and either turnover or bal-
ance sheet total factors determine whether an enterprise is an SME. Small businesses

have less than 50 employees and medium-sized ones have less than 250 (EU 2021). This

is further showcased in Table 2 below.

Table 2. European Commission’s SME defining table (EU 2021).

Company category Staff headcount Turnover Balance sheet total
Medium-sized <250 <€50m or (€43 m

Small <50 <€10m <€10m

Micro <10 <€2m <€2m

This is a human resource management thesis, which is why the main focus will therefore
be on HR topics. Specifically, this thesis revolves around the external part of employer
branding. Additionally, some of the marketing basic concepts included in this paper are in-
troduced briefly and broadly in the theoretical framework, to support similarities with the
main topic. This is most prevalent in content creation and the social media environment
activity. The thesis focuses on the U.S.A and European business environments. Thus, the
steps of the employer branding process in the guide cannot specifically fit every business.
However, this is managed through the notion of specific research suggestions companies
need to make further in their environment. Another reason for the guide being general and
broad, which can be hard to fit with every business, is the variety of elements every com-
pany has and the different future circumstances each implementing company has. How-
ever, the paper and end-product offer applicable recommendations and broad well-proven

working suggestions that are proven to work and suitable for the majority of businesses.

The thesis is split up into four parts, which come in the following order: employer branding,
best practices in employer branding, and the development of the employer branding
guide. The central content is covered in the following three chapters. Chapter two intro-
duces the prior definitions, models, components, and everything important revolving

around the topic of employer branding. Chapter three presents the current environments



why, what, and how revolving the employer branding topic. This happens through re-
search of trends and exemplary companies. The end product is presented in chapter four,
which is the result of combining the prior two chapters’ attained information compactly.
Each phase of the process is divided into a specific sub-section in the chapter and is pre-
sented similarly to the product as a step-by-step presentation of the process. The tradi-
tional manual method of presenting in the guide and the fourth chapter is indented to sup-
port the reader’s understanding and referencing. The sections are titled by the phase and
include definitions, reasoning, and advantages, as well as application and fulfilment meth-
ods in a more in-depth manner to support the end product. The end of the chapter of this
paper captures and evaluates the whole project in a reflecting manner. This is further con-
tinued by a discussion on suggestions and a statement on why further studies and re-

search are needed. The final product is in attachment 1.

1.4 International Aspect

The thesis topic fulfils the Bachelor’'s Degree thesis topic requirement in International
Business because the project theme revolves around international companies. The
knowledge source and research specifically revolve around European and Northern Amer-
ica. Additionally, the end product is specifically made for international audiences that oper-

ate from Western countries.

1.5 Benefits to Stakeholders

The completed guideline provides the holder necessary information and tools to create
and develop employer branding in a business. The end product and knowledge can sup-
port business growth through reputation growth and fortifying their business strategy. Ad-
ditionally, the guide lessens the excessive number of resources spent in employer brand
implementation if used for the development of current practices in new and early staged
enterprises. The proper implementation of the guide can also result in an increased attrac-
tion of the right candidates and quality applications for the open positions companies re-
quire filling. Utilizing the end product properly can also result in higher brand awareness
as a good and professional employer, because prospective employees will be given in-
sight into the company’s working culture, offered benefits, and employer’s principles

through the process.

This thesis benefits the author in terms of specializing and attaining further proof of
knowledge in the human resources field. With the help of this thesis as proof of knowledge
and representation of the required skillset fulfiiment, career development opportunities will
be more open in the field of HR and project management. The guidebook can also be uti-

lized in future positions that are acquired after graduation.



1.6 Key Concepts and Abbreviations

Sullivan (2004) defines employer branding as a long-term strategy of managing current
and potential future employees’ perceptions and awareness. This paper uses the abbrevi-

ation “EB”, instead of repeating employer branding in writing.

According to Mosley and Schmidt (2017, 15), the employee value proposition (EVP) is
the concession or privilege that employers offer to their employees in employment. The
most common offering traditionally are benefits such as money, recognition, advancement
opportunities, and certifications in return for the employees’ valuable knowledge, skills, ca-
pabilities, and creativity (Mosley & Schmidt 2017, 15).

Content marketing is a strategic approach focused on the creation and distribution of
consistent valuable content to attract and retain a target audience or their attention
through values, which can result in rising profits. This form of marketing is centred on the
creation, publication, and distribution of content that is largely presented online currently.
(Pulizzi & Barrett 2009, 98-100.)

Abbreviations:

- Ad = Advertisement

- EB = Employer Branding

- EVP = Employee Value Proposition

- HR = Human Resources

- HRD = Human Resources Development
- HRM = Human Resources Management
- PR =Public Relation

- R&D = Research and Development

- SME = Small to Medium-sized Enterprise
- SM = Social Media



2 Employer Branding

This chapter focuses on project task 1 and explains the definitions of EB across from prior
literature and research. This theoretical framework includes an in-depth concentration on
the external aspects of the topic, with supporting information on the internal aspects when

needed.

The subchapters are divided conventionally to help the reader get an insight into the fun-
damental knowledge of EB. This chapter also explains and simplifies important terminol-
ogy commonly used in HR and the topic area, to help the reader understand the end prod-
uct of this project: External Employer Branding Guide for SMEs.

The variety of definitions throughout time from various professionals are first presented.
This is then followed by the presentation of a model and description of its components. At
the middle of this chapter, important factors of the topic are described to further fortify the
knowledge of the reader. Lastly, the methodology of EB and two important definitions
needed to understand the topic are presented. The whole theoretical framework of this

chapter is illustrated below (Figure 1).

Definitions of
EB

An EB Model &
Components

Employer

Branding

EB Process & Employer’s
Communication Brand Strength

Employee
Value
Proposition

Employee
Experience

Figure 1. The theoretical framework



21 Definitions of Employer Branding

Many definitions have been given to employer branding in the past two decades. The first
definition was offered by Ambler and Barrow (1996, 187) in the Journal of Brand Manage-
ment. This definition goes as follows: A packaged benefit that identifies the employing
company and is provided in employment.” This package includes economic, psychologi-
cal, and functional benefits. (Ambler & Barrow 1996, 187.)

Backhaus and Tikoo (2004, 504) in turn defined EB as the foundation of an employer
identity. This concept revolves around the policies, actions, and values of businesses.
These all are factors in seizing, engaging, and maintaining talented employees. The same
professionals also more elaborated definition of EB, in which the process is explained as
building an identifiable and unique employer identity. This is furthered by the notion that
every business has distinct characteristics to differentiate businesses from competitors,
such as discipline and dependability or responsibility of an employer to their employees.
(Backhaus & Tikoo 2004, 504-505.)

Mosley and Schmidt (2017, 8) define EB in two phases. The first phase is internal brand-
ing and is described as building a desirable place to work. Great Place to Work (2021) de-
fine a desirable workplace as a place where there is mutual trust between an employer
and employee. Additionally, in this workplace employees enjoy the environment and are
prideful of their work and employer (GPW 2021). Through this first phase, a company-spe-
cific culture is built alongside the tangible components, such as ideas and symbols and
material objects or artifacts. On the other hand, phase two is described as external brand-
ing, in which the organization promotes the culture to the desired potential talented em-
ployees, who can contribute to the organization’s goals. The primary goal of EB, in this
definition, is stated to be the attraction of employees who have the talent a business
needs to meet the set goals and objectives. (Mosley & Schmidt 2017, 8 & 63-64.)

The definition also furthers into the external EB, in which it is stated that there are different
actions taken to persuade the targeted people to work for the employer and retain their
employment. These actions revolve mainly around marketing and content strategies. They
also introduce talent acquisition, which refers to the process of obtaining skilled employ-
ees to meet the business’ needs through identifying, acquiring, assessing, and hiring can-
didates. The ideal strategy is to tie recruiting, marketing, and employer brand with the
business initiatives. By aligning talent acquisition to the mission of the company, the mar-
keting and HR branding can coexist and work together in achieving the needs of the busi-
ness. (Mosley & Schmidt 2017, 64-65.)



Doctor Sullivan (2004) introduces EB as a strategy to manage the awareness and percep-
tions of targeted employees, current or future, and related stakeholders on the company.
This long-term strategy aims to drive talent attraction, employee recruitment, retention,
and management productivity. This strategy works by consistently putting forth an attrac-
tive image of the company as an employer, accompanied by the company’s good busi-

ness practices. (Sullivan 2004.)

From these different definitions, it is notable that there are similarities in EB’s process of
promoting the employer’s image externally and internally. Other similarities can be found
in the need to communicate the employer’s values, rewards, and meaningfulness of the
work. (Winn 2013, 20.) Sullivan (2004) claims that the more EB awareness grows, the
more action-specific will the definitions become. Sullivan (2004) further asserts that EB re-
fers to a business strategy that is targeted and long-term. According to Sullivan (2004),
this strategy aims to increase and control the recognition of the company from the view-
point of current and future employees as well as stakeholders. This strategy thrives when

driving recruitment, retention, and productivity management (Sullivan 2004).

The most simplified definition of EB comes from Barrow and Mosley (2005). This definition
goes as follows: “Employer brand is the package of functional, economic, and psychologi-
cal benefits provided by employment and identified with the employing company” (Barrow
& Mosley 2005, 40). Ambler and Barrow (1996) also have noted that instrumental benefits
of salaries are connected to functional and economic benefits. They also define symbolic
employment benefits as the identification-related aspects of consumption, in which em-
ployees understand it from the appearance of the employer’s expression (Ambler and Bar-
row 1996). Lievens, Van Hoye and Anseel (2007, 48) affirm that company offerings of in-
strumental benefits have become competitive throughout the years. Specifically, the com-
petition of these instrumental benefits can be seen through the effort put into differentia-
tion and promotion of symbolic employment and instrumental benefits (Lievens, Van Hoye
& Anseel 2007, 48).

It is also notable that McLeod and Waldman (2011, 20) claim that even starting compa-
nies have an EB from the very beginning but are unaware of it. There are institutes also
that believe the same (CIPD 2020, 1-2). According to these claims, EB exists by itself and
is independent without it needing a creation stage. By this definition, companies can only
manage and strengthen their EB through perception and image influencing. (McLeod &
Waldman 2011, 20-21; CIPD 2020, 2-3.) The strengthening and influence happen through
enterprises communication of EB elements: culture, values, mission and purpose, benefits
& perks, work environment, learning & development, diversity and inclusion, advancement

and opportunities, management and organization, innovation, and technology. (McLeod &
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Waldman 2011, 20-21; CIPD 2020, 4.) All of these are better visualized below in figure 2.
These are communicated through content. Just like in marketing, the content helps em-
ployers build relationships with talented candidates just like marketers create relationships
between the brand and targeted customers. (McLeod & Waldman 2011, 20-21; CIPD 4-5.)

INNOVATION & MISSION &
TECHNOLOGY PURPOSE

MANAGEMENT & BENEFITS &
ORGANIZATION PERKS

ADVANCEMENT & WORK
OPPORTUNITIES ENVIRONMENT

DIVERSITY/I LEARNING &
NCLUSION DEVELOPMENT

Figure 2. EB communication attributes and characteristics (McLeod & Waldman 2011, 20-
21; CIPD 2020, 4.)

Throughout the theories, theorists agree on many functions and parts of EB, such as at-
tracting talent, retention, employee turnover, employee engagement, and profitability, cul-
ture. The stronger the link between these, the more successful delivery of EB is. (Barrow
& Mosley 2005, 54; Dyhre & Parment 2009, 13-14; Hubschmid 2012, 46 & 204; McLeod &
Waldman 2011, 6 & 15-16.)

Through my work experience in the HR field, | can certainly say that EB is one of the key
success factors for businesses seeking to grow further. Moreover, | agree with the notion
that every business has a form of EB from the moment a business is created. However, |
believe that the use of the word “creation” when introducing the topic to interested people
is a misleading simplification. This is noticeable in definitions, which use creation as a way
of presenting exemplary elements that can be taken advantage which in hand affect the
company’s EB.

| have also noticed a commonality around the world, in which businesses either choose to
neglect EB or are unaware of it altogether until the business grows into a middle-sized
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business. | can confidently say that the negligence can be partially reasoned by the “unat-
tractive” long-term investment that is needed to be done on all parts of EB (Figure 3). The
unattractiveness directly correlates with expenses, effort and amount of time needed to be
spent in the management of EB (Sullivan 2004). All of the parts of EB will be introduced,
and either touched upon or further explained in the following sub-chapters.

Employer Brand Employer Employer
Associations Image Attraction

Organization

Identity

Employer Employee
Brand Productivity

Organization
Culture

Figure 3. Employer branding framework (Backaus & Tickoo 2004.)

So, why do so many companies still implement EB into their business’s strategy?

An enterprise can attain the “enticing employer” label through EB. (Sullivan 2004). This
title means that the business can attract talented individuals easier and in larger quantities
which are specifically suitable to the set needs. This all happens through positive EB de-
velopment, which happens externally by managing reputation. (Sullivan 2004; Mosley &
Schmidt 2017, 8.) Management of reputation is further explained later in the chapter.

EB drives engagement by building a meaningful internal working environment and prideful
employee culture. Consequently, the higher the levels of engagement, the higher the lev-
els of productivity. (Backhaus & Tikoo 2004, 510.) Backhaus & Tikoo (2004, 511) claim
that businesses with the most investment on EB have noticeable engaged levels with
large amounts of talented employees. Engagement and talent then in hand loop back into
strengthening external EB. This means that the more people view the invested company
as a good place to work at, the further will the company’s business be fortified through
newly acquired talent and risen engagement levels. (Backhaus & Tikoo 2004, 510).

LinkedIn’s research (2021) on the benefits of EB reported that companies that implement
it to their business strategy have smaller attrition rates and over a quarter reduction in or-
ganization’s turnover from implementation. Additionally, the number of qualified applicants
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grows by 50% and the time to hire becomes one to two times faster. This research also
questions many recruiting leaders, from which the overwhelming majority agrees with the
notion that EB has a remarkable effect on hiring. (Linkedln 2021.) Another LinkedIn (2012)
research shows that most of the responding employers agree that a strong EB is crucial in
attracting passive candidates. Passive candidates tend to be more enticed by challenging
and impactful opportunities since they are not actively looking for work. Additionally, these
types of employees are not enticed by monetary incentives nor other similar benefits. In-
stead, these prime candidates value company culture and have a strong sense of loyalty

once employed. (Rashmi 2010.)

2.2 An Employer Branding Model and Components

An EB model is composed of a systematic course of actions and incorporates brand prop-
ositions through focused content. Propositions are mainly brand content, which include
visual design elements and messages. Closely similar to a marketing model, the EB
framework includes elements such as slogans, logos, colours and a company face to dif-
ferentiate the company brand from competition. Additionally, both the marketing and HR’s

models have consistency as the key to a strong brand. (Mosley & Schmidt 2017, 83.)

To implement an efficient and strong employer branding, the EB framework should align
with customer and corporate branding. To avoid misinterpretation between the customers
and employees, it is important to specify the relation between employer, corporate and
customer -brands. For this, communication is the key. The communication in EB will be
introduced and further explained in depth in the next chapter. (Mosley & Schmidt 2017,
12.)

Barrow and Mosley (2005, 150) have produced the employer brand mix, which is helpful
in assessing the EB of companies. The components of the employee lifecycle in the mix,
as showcased below in figure 4, are the following: recruitment and induction, team man-
agement, performance appraisal, reward and recognition, values and corporate social re-
sponsibility of the company, internal communication, and lastly the external reputation.
Employee expectations and experiences can be easily swayed by EB at every stage of
the employment lifecycle. These effects can be both negative and positive, from attraction
all the way to retention. Even long after the employment has run its course, the influence
and effect of EB can be seen for example through instances of willingness of past em-
ployee recommendations and sharing of experiences. (Hubschmid, 2012; Barrow & Mos-
ley 2005, 149-151.)
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RECRUITMENT
AND
INDUCTION

EXTERNAL
REPUPTATION

INTERNAL TEAM
~ COMMUNICATION MANAGEMENT
SENIOR LEADERSHIP EMPLOYER 'ui e
BRAND
LEARNING AND
XYL S PROPOS IO NS DEVELOPMENT
INTERNAL REWARDAND
— MEASUREMENT RECOGNITION
SYSTEMS  crovice
SUPPORT WORKING
ENVIRONMENT

Figure 4. Employer brand mix (Barrow & Mosley 2005, 150)

2.3 Employer’s Brand Strength

The reinforcing strength of an employer brand is directly affected by the employee value
proposition (EVP) and each stage or cycle of employee experience. (McLeod & Waldman
2011, 9). The EVP and employee experience concepts will be further elaborated in later
sub-chapters. Figure 5 visualizes the relation between these introduced terms. As indi-
cated a bit in the beginning, employer brand strength is the result of a constant unison of
EVP and employee experience. The expectation and external viewpoint of the company
as an employer is affected through an internal representation of employee experiences.
And the internal viewpoint is fortified through EVP. Though employee value proposition
and employee experiences are separate, the employee experience is affected by EVP.
Through the EB initiative involvement of employees, across different roles and levels in
the company, a genuine and authentic branding is made possible. (McLeod & Waldman
2011, 9 & 14.) These all will be further elaborated in depth in later subsections of this Sub-
chapter, starting by EVP.
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Figure 5. The combination of individual EVP and employer experiences corresponding to
employer’s brand strength (McLeod & Waldman 2011, 9).

2.3.1 Employee Value Proposition (EVP)

Hubschmid (2012) asserts that employee value proposition, otherwise known as EVP, is a
central concept of EB. A value proposition by its very definition is a form of a pledge, guar-
antee, or promise from the delivering party to a targeted party. This involves an exchange
of values linked to usage (Figure 6). In the case of the topic, when an employee invests all
of their time and effort for an employer, the employee does so with the expectation this
value-in-exchange results in value-in-use that is similar to the value-in-exchange. (Lusch,
Vargo & O’Brien 2007, 5-18.) People searching for a working place pay specific attention
to employer-offered values, similarly to customers and consumers in a shopping process,
because the EVP is the promise and employment experience is the delivery of the prom-
ise. (Hubschmid 2012, 52; Marriott 2001, 165.)

E WHAT
VV EMPLOYER

P  WANTS

Figure 6. The exchange of values in EVP based on Lusch, Vargo & O’Brien’s (2007, 5-18)
EVP elaboration.

EVP is the proposal of the key benefits employees will obtain from establishing a working
relationship with an employer. The EVP is a combination of advantages, opportunities, re-
sources, and benefits provided by the employer in employment. Such examples are
knowledge, skills, recognition, career advancement, capabilities, creativity, goals,
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healthcare, financial gains, working environment, and objectives. (Rosethorn 2016, 21;
Mosley & Schmidt 2017, 15.)

The EVP can be shaped by the employee positive experiences and received goods, such
as natural satisfaction of the work given, healthy or good environment and co-workers, as
well as compensation, management, and more during the employment relationship. Since
a compelling EVP can send a clear message to a company’s prospective employees, it
should be regarded as one of the most important aspects that the company possesses.
EVP disclosure and conveyance tend to be connected to current employees of an em-
ployer because of the personal encountered employment experience. (Hubschmid 2012,
52 & 122). These, and earlier mentioned set attributes of EVP that employees and the la-

bour market value in employment, are further visualized below (Figure 7).

ADVANCEMENT

— Prestige [— Leadership style |— Future Plans |— Location Monetary
Compensation
[— Market Position |— Pzl |— Career Growth |— Impact — 2iliee
Management P Rewarding
Social &
— Environmental |— Social dynamics |— Stability — Variety — Awards
Responsibility
|— Product/Service L— Culture — Training — Challenges — Supplements
Sl — Environment |— Purpose — Vacation
Awareness
Retirement

— Empowerment — Recognition — Benefits

Figure 7. Employee Value Proposition Model (Hubschmid 2012, 52 & 122; Rosethorn
2016, 21; Mosley & Schmidt 2017, 15; Ginter-Lyght 2018).

There is also a noteworthy definition for EVP provided by Barrow and Mosley (2005, 126).
According to them, EVP is an employer’s mission to obtain talented people and to nour-
ishes that talent. This definition concluded by implying that this “mission” can be viewed
as an opportunity for companies to attain new competencies and a sort of challenge to ad-

vance in their career or hone their abilities and skills. Barrow and Mosley (2005, 126).
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| think that the biggest challenge of EVP is that people mix it with EB. But, from my experi-
ence, when the same people are asked to define value proposition of marketing, they all

separate it easily from the brand.

2.3.2 Employee Experience

In the previous chapter, the term employment experience is mentioned. This is different
from employee experience. There are a variety of views and statements when it comes
employee employment and employee experience. The biggest differentiating factor be-
tween these two terms is that employment experience is the delivery of EVP’s promise. In
employee experience, the processes and work environment are planned and executed
with the employees in mind, whereas the employment experience is designed around the
company’s specific needs and requirements. (Hubschmid 2012, 123). Some theorists
state that employee experience is a closed or a singular cycle, and others view the experi-
ences in divided and different twelve parts. (Hubschmid 2012, 122; McLeod & Waldman
2011, 10; Barrow & Mosley 2005, 149.)

A well-known statement on employee experience comes from McLeod and Waldman
(2011, 10). According to them, the employee lifecycle is composed of five stages in the
following order: attraction, integration, performance, retaining, and transition (Figure 8). In
this model, the employment experience starts from the individual’s attraction to an enter-
prise, from brand awareness and the recruitment process. Then the integration followed
up immediately after accepting the position, which entails integration into the company
and its culture, team, tasks, and other similar elements of the workplace. Performance,
which tends to be the longest stage, occurs after the employee has fused properly into the
company and has acquired the ability to contribute. Exemplary elements included in this
stage are interaction, commitment, and learning through progress. Retaining takes place
once the proficiency is reached in the position, and the organization tries to maintain the
employee in the company through relationship development and benefits. The last stage
of transition occurs when an employee changes positions vertically or laterally inside the
enterprise or into another company. This usually starts a new but similar cycle from the
beginning, unless the transition is done inside the company, which makes the cycle starts
from the integration stage. (McLeod & Waldman 2011, 11-14.)

Figure 8. Employee experience stages (McLeod & Waldman 2011, 10).
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There is also a much more detailed and feature-rich employee experience model, which
has twelve dimensions on organizational and local factors. This model does not have cat-
egorizations on the dimensions and in a lifecycle manner. Instead, this model views all di-
mensions equal in their ability to affect EB. This particular model of employee experience
notes that the employee encounters the following elements of recruitment and initiation,
management, performance assessment, rewarding and acknowledgment, company princi-
ples and corporate social responsibility (CSR), communication, and other similar elements
in the cycle. (Barrow & Mosley 2005, 162.)

Employee experience models are different depending on the theorists, but the conveyed
message stays the same. Although models of employee experience are not identical, the
elements they encompass have similarities, such as positive environment, culture, tech-
nology, opportunities, leadership, meaningful work. (Barrow & Mosley 2005, 162; McLeod
& Waldman 2011, 11-14.) These are all visualized below in figure 9.

POSITIVE
SPACE

MEANINGFUL
WORK

LEADERSHIP

OPPORTUNITY

Figure 9. Elements of employee experience (Barrow & Mosley 2005, 162; McLeod &
Waldman 2011, 11-14).

2.4 Employer Brand Process and Communication

From the guide published by Chartered Institute of Personnel and Development (Lepekih
2020, 56), it is notable that companies who have EB implemented in their business strat-
egy are able to enhance and defend their brands. What if the EB has not been communi-
cated? According to Lepekih (2020, 22-25) guidelines, a brand represents a promise
made by the company. This promise can be also known as an “employer brand contract”.
It consists of employee expectations that are formed by the company’s culture, behaviour,
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marketing, reputation, media presence and much more. What makes this contract tricky to
manage is its drastic effect on expectations happens far before employment. Which is why

here: communication is key. (Lepekih 2020, 54-57).

Mosley and Schmidt (2017, 83-84.) are the most prominent voices when it comes reluc-
tantly informing businesses that corporate brand identity should be reflected in all of the
branches of brand communications. The whole company brand, meaning and core of cor-
porate-, employer- and customer brand must be aligned and then communicated to
achieve an effective unified brand communications and experiences. (Mosley & Schmidt
2017, 84.)

Potential candidates use many different sources in their employer research before apply-
ing for a job. This is confirmed by corporate websites being considered to be one of the

most important sources of recruitment (Pawar 2016, 35-44.)

The job descriptions have a big impact on EBs because of their first impression factor
and, in most cases, creates the first employee contact on the earlier mentioned EB con-
tract or brand promise in case companies. In cases when it is not the first impression, in-
terested readers get to further their understanding and image of the company as an em-
ployer. (Kununu 2018.) The job description must avoid boring, commonly used, and long
job descriptions for achieving a positive impression. Differentiating is the key here. Effec-
tive and positive job listing elements are unique wording and descriptions, third party view-
points, visualization of how it is to work in the company. (Mosley & Schmidt 2017, 30; Sul-
livan 2004.)

Corporate core values, mission, and culture are of great importance to people looking for
work and these should always be included in the communication of EVP. Companies with
proper communication of their EVP in career pages, throughout different social media
platforms and acknowledged company review sites have the tendency to be more suc-
cessful and have a more secure future business wise and talent supply wise. (Mosley &
Schmidt 2017, 14, 32.) Discouraging or even forbidding employees to recognize or en-
courages employment branding through sharing the company’s practices externally only
leaves firms behind in the competitive landscape through obscurity. Thus, the most im-
portant element is the company culture, in which the management team has constant en-
couraging, measures, and rewards or benefits for the development and sharing of best

practices. (Sullivan 2004.)
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2.5 Employer Image and Reputation

Employer image is a newly developed topic that resolves around EB. There still is no solid
definition devised for employer image. Although, it is notable that the most commonly
mentioned description is “the perception of a company as an employer” (Hubschmid 2012,
53). It is also notable that there are new papers, in which the interpretation of EB and em-
ployer image are mixed depending on which theorist’s definition the EB term is based.
(Cable & Turban 2001, 127) McLeod and Waldman (2011, 4) are the example. Where
they describe EB with a large similarity to employer image in the following manner: “The
perception of an organization as a great place to work in the eye of the current employ-

ees, prospective employees and people external to the organization.”

According to Cable and Turban (2001, 118), there are three employer image categories
are important to job seekers. These categories are the employer, job, and people infor-
mation. (Cable & Turban 2001, 11118-119.) The category of employer information is the
objective side of a firm incorporating factual and historical characteristics, such as corpo-
rate social responsibility (CSR), culture, and values. Other included in this category are
information about company procedures and policies. (Cable & Turban 2001, 122-125.)
The job information category contains position details, job description, earning figures,
and information about opportunities or development direction. (Cable & Turban 2001, 126-
128.) The people's information category comprises of individuals and workers that make
up the enterprise. (Cable & Turban 2001, 1130-132.)

Susanna Rantanen (2019) describes employer image as the views of a wider audience on
the company, which are based on anything they have experienced, heard from or heard
about the company. She furthers this by implying that managing only employer image is

not enough to attract the ideal talent audiences. (Rantanen 2019.)

Cable and Turban (2001, 127) assert that many mix employer image with employer repu-
tation, more than what they do with EB. Thus, | have created a figure based on similarities
from different authors’ definitions on employer perception and employer image, which can
be found below (Figure 10). Employer reputation is most commonly defined as the beliefs
of the job seekers about the public’'s assessment of the organization. (Cable & Turban
2001, 117-118.) Thus, the statement furthers that employer image is a person’s own be-
liefs about the enterprise, while employer reputation is a person’s belief of how others
evaluate the enterprise. Therefore, Cable and Turban (2001, 117) use the term employer
knowledge instead of employer image. Cable and Turban (2001, 132) define employer
knowledge as the individual’s belief on the potential employers, through memories and as-

sociations of the company that relate to employer image.
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Figure 10. Differences of employer image and employer reputation (Cable & Turban 2001,
127; Hubschmid 2012, 53; Rantanen 2019).

Corporate Responsibility magazine’s research, publicized in Staffing Industry Analysts site
(2012), has found that over three quarters of unemployed candidates are not willing to
work for an employer with a bad reputation. In contradiction, only a small amount of the
candidates in the research claim that they would not support a company with poor reputa-
tion. Almost all of the same candidates do not care about a businesses’ bad public image
when it comes to employment. There is also a noteworthy result from the magazine’s re-
search, in which only a tenth of the people would not consider another job opportunity
from an excellent reputation as an employer. (SIA 2012.) Similarly, Burgess (2016) raises
these research results and fortifies the claim that employees value employer reputation

more than employer image in a Harvard Business Review.

As Barrow and Mosley (2005, 149-151) have stated that: “There is often a close relation-
ship between the employer brand image of a company and the reputation of its goods and
services.” This closeness is further showcased in the dynamic relationships of EB compo-
nents and business components themselves revolving around image and reputation (Fig-

ure 11).
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Figure 11. The dynamic relationships of factors and components themselves that affect an
employee’s perception of the company’s employer image and employer reputation (Am-
bler & Barrow 1996,191).
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3 Modern Practices

This chapter focuses on project task 2, which is the investigation of prior international and
external employer branding studies, practices, competitive competencies, and trends of
current branding topics. The purpose of this chapter is to showcase the necessity of a
simple and international employer branding guide through business cases and attain con-
crete material to put into the product of this paper. Additionally, this chapter further intro-
duces the topic to the reader through exemplary cases of common and efficient EB strate-

gies.

The research design and methods of this project with its sources are presented at first.
Additionally, a clarification is given to the structure, data collection approach and the pro-
cess. After these, the results of the research are presented in key points with in-depth in-
formation through subsections. These categorized subsections are based on the collected
data’s collective theme. The collected data and data analysis results are presented at the
end of the chapter.

3.1 Research Structure

The research has three phases, as well as a set desktop study and observation in this
empirical part (Figure 12). The data focus areas are business appearances, alignment of
EB with customer and corporate brand, employer branding and communication platforms,
EB content and other material, as well as engagement levels in the employee market.

RESEARCH PHASE

DATA COLLECTION
METHOD

DESKTOP STUDY / OBSERVATION
CHAPTER @ MID::‘)..!’:E & m

DATA ANALYSIS THEMATIC STATISTICAL
METHOD ANALYSIS ANALYSIS
COMMON EB
ATTRIBUTES &
CHARACHTERISTICS

e

TRENDS (ONLINE

& CONTENT) TOWS MATRIX

RESULT
EB STRATEGIES

TOP EMPLOYERS

N )

Figure 12. The research framework
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The specific division and focus of the research results are based on employer branding’s
prosperity opportunities in today’s digital world, analysed exemplary management meth-

ods and branding content opportunities.

3.2 Research Method

The necessary information collected through the desktop research comes from recent
studies, publicized research, prior reviews, as well as analysing exemplary enterprises
based on the collected data. The largest portion of the data collection happens in publi-
cized review paper analysis, from sources such as Harvard Business Review, Business
LinkedIn, and Lyft. Other studies referenced in this papers data collection are Womply,

CareerArc, and Marketing Charts.

The publicized research papers used in this research data collection come from employer
ranking and reviewing companies. The chosen ranking companies are Universum, Great
Place to Work and Glassdoor. These companies, which are well-respected by the em-
ployer market, specialize in researching different employers and award them based on
their research results publicly. The employer reviewing companies used in this research
are Radstad, Comparably, Kununu and Glassdoor. These companies are well known and

respected in the international employee market.

The method of analysing exemplary companies is managed through a remix SWOT analy-
sis measurement tool. The SWOT framework measurement tool was developed by Albert
Humphrey in Stanford Research Institute between the 1960s and 1970s (Flaherty 2020).
SWOT analysis is used as a tool to analyse strengths, weaknesses, opportunities, and
threats. With the help of this tool the well-done factors can be highlighted, deficiencies can
be addressed, risks become clearer, and the success factors or advantages are more uti-
lized. The remix in this paper's SWOT analysis can be seen in the targeted concentration,

that is organizations’ employer branding. (Flaherty 2020.)

Afterwards, TOWS matrix is used to present efficient EB strategies based on the SWOT
analyses collected data. Heinz Weihrich (1982, 2) developed the TOWS analysis method
as an extension of SWOT. This method utilizes the results of the SWOT matrix, by com-
bining the strengths with opportunities and threats with weaknesses, to solve problems

and formulate an efficient strategy (Weihrich 1982, 2-3.).

At the end of this chapter, an EB attribute and characteristics communication analysis will
be done on exemplary employers. This happens through a presentation of common attrib-

utes and characteristics taken from the theoretical chapter of this paper. The intention of
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this analysis is to reveal how many exemplary companies communicate effective EB at-
tributes and characteristics as a favoured employer in the employee market on company
websites and social media.

3.3 Results

The research results are divided into three key categories based on theme similarities.
These named categories are online trends, content trends, and exemplary employers.
This theme-by-theme basis subsection division comes based on the thematical analysis
result’s trend similarities and based on data sources. (Figure 13.)

ONLINE EB TRENDS

Social Media
* Company Website
*  Reviews
*  Mesuring
» Brand Development

DESKTOP STUDY

EB CONTENT TRENDS
« Content Mix
* Interactive Content
« Employee Generated
content
» Connecting EB & Makreting

EXAMPLARY EMPLOYERS

OBSERVATION
METHOD

* CHARACHTERISTICS
+ ATTRIBUTES
+ STRATEGIES

Figure 13. Overview of the results

3.3.1 Online Trends

Social Media

Social media (SM) is an excellent starting point for any business’s employer branding.
(Willow 2020.) According to LinkedIn’s (2014) social media recruitment stats: majority un-
employed people research open positions through other online platforms and social media
channels over company websites. This further fortifies the common belief that social me-
dia is important in every part of the business communication strategy. The most common
trends of EB revolve around SM mainly for exposure and attracting talent. (Zojceska 2018;
Muiller 2020.)

There are different social media networks that can be used for Employer Branding. Relia-
ble international ones are Instagram, Twitter, LinkedIn, and Facebook. It is important to
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note that there are also other country specific platforms that can have more attraction in a
border specific employee market. (Muller 2020.) Even with so many platforms, businesses
do not need to utilize all platforms in EB. Nor is it practical to implement a company’s EB
communication too wide because of the financial and managemental challenges it brings
forth. (Zojceska 2018; Willow 2020.) The choice of platform is based on the candidate per-
sona, which is a detailed ideal candidate’s profile. Businesses need to invest on platforms

that the target audiences prefer and choose to use. (Reiners 2021.)

The keys to implementing SM efficiently into the EB strategy are utilizing EVP and having
a close relationship with the marketing strategy. This relationship happens easier for
smaller companies because branding from HR and marketing are closer, which makes
combination easier. (Willow 2020.) The result of combining these two in a business strat-
egy results into more direct and fluent communication and targeting online. The reasons
behind the result are the similarities between obtaining targeted customers and candi-
dates, the communication method and connection with the targeted audience. (Reiners
2021.) This all is why, in both combined and closely connected HR and marketing, SM
has a key role in presenting the business brand as attractive from the viewpoint of the

product or service and as an employer. (Muller 2020; Willow 2020.)

According to Kununu (2018), more than half of candidates learn about employers through
social media at least once a month, which showcases the growing importance of company
social media in the employer brand topic and proves that social media platforms can be
utilized in a more diverse matter than just marketing. Thus, assimilation of the company’s
internal culture into that outward social media activity is a great competitive advantage in
the attention of potential candidates and talent attraction. (Kununu 2018; Sullivan 2004.)
Industry, regional, social awards, and achievements also help in the creation of a positive

employer image, which in hand strengthens the employer brand (Stroller 2020).

The most common key points of effective utilization of SM in EB is as follows (Lyft 2018;
Muiller 2020.):

- Creating a communication style

- Consistent and captivating content
- Responsiveness and engagement
- Choosing the right platforms

To effectively communicate with the targeted talent audience and employees, establishing
consistency and a tone to the EB is a must. Most companies find out their candidates’ per-
sona first, and then match their communication way specifically towards the target’s per-

sona. (Reiners 2021; Zojceska 2018.) The most common method of SM communication is

content that varies throughout genuineness, approachability, differentiation, and
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consistency. (Willow 2020.) Content also has the additional advantage of making EB per-

sonal and easier to envision for people through SM and online. (Muller 2020)

Many companies forget responding and engagement elements in their EB communication.
Even though responding has been made easier than ever before in this digital era, it still is
a challenge for companies because of the time-consuming factor in it. (Zojceska 2018.)
Engaged dialogue creation can happen through conversation starters, questions, and es-
tablishing time for liking and commenting on people’s reaction to showcase appreciation,

creating personalization and encouragement. (Willow 2020; Muller 2020.)

Company Website

Similarly, to the importance of social media actives in EB, the company website is a top
recruitment and EB avenue. Alongside the earlier mentioned candidate investigation of
SM, the same people tend to also investigate company websites and the EB of the com-
pany presented there. (Business LinkedIn2014.) The most common place on company
websites, where EB is communicated, is a page that is named “careers”. Employers tend
to post vacancies and host job application on this careers page, as well as redirect their
open positions in other online platforms to this page. (Muller 2020.) In this careers page,
top employers include information and EB content that makes the choosing process self-
sufficient for candidates and sets up the recruitment of talents to become higher. (Lievens
& al. 2007).

The strengthening of online EB happens successfully in their website if the company pro-
vides accessible and effective information. (Willow 2020). Additionally, integrating busi-
ness social media platforms into the company website supports the growth and reach of
these outlets and makes it easier to share content or activities between all communication
platforms. (Zojceska 2018.) It is also important to take proper advantage of the natural at-
tention connected platforms through constant updates in the form of content and reaching
out to target groups, friendly user usability on the website, coherent candidate experience,
and properly communicated EB. (Kununu 2018; Mosley & Schmidt 2017, 23-30; Costa
2019.)

Measuring

Many companies that implement EB in their strategies tend to forget about measure-
ments. Measuring and tracking engagement is important and can become a competitive
advantage depending on the management method. Common measurements are analyses
of review percentages, content effectiveness and awareness fluctuation. Common meas-
urement tools are total number of reaches, annual basis exposure numbers comparison,

overall sharing rates, retention of content, and the correlation of these. (Willow 2020.) The
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most used tool are surveys, that are both internal and external. (Willow 2020; Leppla
2015.) External reviewing and analysis are also becoming a growing method, which spe-
cifically happens on employer review sites such as Kununu, LinkedIn, Glassdoor. (Lyft
2018).

A good and common indicator of an efficient EB, if measurements are not integrated into
the strategy yet, is the shift of application quality. Better applications indicate proper em-
ployer branding communication and effective strategy that makes candidates self-select.
(Burgess 2016.)

It is important to investigate activities and the impact of implemented strategies (Willow
2020). Measurement can happen on a variety of sources. Such examples are contents of
different SM platforms, company websites, employee and employer centric platforms, and
other similar online platforms. Exemplary factors that need to be analysed and measured
are follower growth, impressions count, engagement of content, and click-through rate.
(Zojceska 2018; Muiller 2020.)

Reviews

One of the biggest EB trends currently is the management of online reviews. Reviews
have a high effect on how candidates rank employers. To the point that people, who are
looking for work, abandon application because of negative employer and company re-
views online. (Womply 2020; CareerArc 2017.) Majority of candidates and talents seek a
4-star of higher rating employers and look at reviews of the employers online. The same
group also highly considers the engagement employers provide in reviews and the quality
of interactions. There are cases where skilled candidates consider lower rated employer if

the business responds and interacts with reviews (Stroller 2020.)

The target group of businesses have a high possibility of changing perceptions on their
brand just by replies and interactions done on review. Furthermore, businesses that man-
age their communication efficiently are more at advantage when compared to competitors,
even by just answering in a short manner. (LinkedIn 2021.) Considering all the efforts in
negative reviews only is not the right solution, because negative reviews are only few
when in comparison to all of the reviews, and this would discourage positive feedback and
reputation building through opportunities. Candidates and employees are more invested
when EB communication is loud and clear but are alarmed of employers that have little to

no negative reviews. (Donaker, Kim, & Luca 2019; Marketing Charts 2013.)

Current EB topics mainly are about digitalization and online opportunities. These specifi-
cality revolve around reviews. (LinkedIn 2021; Burgess 2016; Kununu 2018; Donaker & al.

2019.) Reviews tend to be self-generating, the more a company and the employee
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amount grows. But there are common options such as encouragement of past and current
employees to express themselves freely on social media and sharing their experiences.
(Burgess 2016.) Another commonly known method is surveys. Surveys have become eas-
ier to execute than ever before, and through the effortless filling out of forms, people are
more willing to answer short surveys through phones and computers. This, in hand, has
brought up self-generating content for employer branding in the digital era. consumers
have left a review for a local business after being asked to do so. (LinkedIn 2021.) The re-
views, in comments and ratings, are showcased in every other company webpage from
the customer and employee point of view. This kind of method of generating transparent
content also grows the brand reputation and strengthens the trust in the company as an
employer, because of the peer created reviews. (Donaker & al. 2019; Kununu 2018.) Be-
cause companies are afraid of creating irrelevant or negatively affecting content, em-
ployee experiences are the safest bet when it comes to branding content (Burgess 2016;
Donaker & al. 2019).

LinkedIn’s past and latest research showcases that the biggest barrier candidates en-
counter still is lacking information or misinformation on what it is like working in the open
position’s environment in a specific business. This part of the research also concludes by
noting that candidates trust current and past employees provided information more than
the employees own communication. (Linkedln 2021; Leppla 2015; Gultekin 2011; LinkedIn
2012.) But even so, over three quarters of the surveyed job seekers say that they consider
employer’s brand before even applying for a job. Half of the surveyed candidates that look
at the reviews and reputation of an employer also seek out information through the com-
pany's sites and social media. (LinkedIn 2021.) Here, a well implemented external EB ac-

complishes to tear down these barriers (Leppla 2015).

Brand Development

Values, responsibility, and reputation are key factors in online branding. The positive
brand development, with the aforementioned factors as a driving force, is a major theme
in employer brand topics currently. Businesses have the tendency to develop, test and ex-
ecute EB mainly on social media and company websites. (Burgess 2016.) This notion is
further fortified in a LinkedIn report where Small and mid-size businesses utilize social
media and professional networks in their employer brand efficiently but focus mainly on

company websites when it comes to positive development of their brand (Leppla 2015).
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3.3.2 Content Trends

Content Mix

Some of the most effective contents come in forms of photos and videos. These visual
must include the brand distinctive elements such as brand colours and logo. The effective-
ness of visual content depends on how many things are showed in them in a captivating
manner. Candidates and job seekers tend to be interested in content related to company
employees, workspace, events, projects, awards and recognition, additional benefits. (Lyft
2018; Leppla 2015; Burgess 2016.)

LinkedIn’s (2014) study results showcase the most effective content mix on captivating tal-
ented candidates’ attention. This content mix includes the following: leadership and indus-
try news (40%), talent brand (25%), company news (20%), event promotions (10%), and
positive, fun, and joyful content (5%). (LinkedIn 2014). This mix is showcased in figure 14.
It is also common to plan a content calendar that helps the organization of EB content and
frequency of posts. With this method, an employer can plan content sharing ahead by cre-
ating a systematic status update schedule for different platforms with different occasions
and themes that support the EB of the business. This makes executing and sharing con-
tent much easier long term, because everything is planned out in phases and steps. An-
other way to counter the lack of content is reposting the same content from one outlet to

every outlet and platform. (Sundberg 2021a; Business LinkedIn 2014.)

= 5%
= 10% = LEADERSHIP AND
INDUSTRY NEWS
= TALENT BRAND
= 40 %
COMPANY NEWS

20%

= EVENT PROMOTIONS

= POSITIVE, FUN AND
JOYFUL CONTENT

" 25%

Figure 14. EB effective content mix (Business LinkedIn 2014.)

Interactive Content

A strong EVP and employee participation are important when it comes to developing of
content that relates to the recruitment strategy. The main intention of the content is to en-
tice talented people. For this, businesses must research current trends and interest be-

cause information is key in creating effective content. Such exemplary information is the



30

targeted candidate’s priorities to fuel the hiring initiatives. For this to be achieved, the con-
tent must engage and build excitement in an easily accessible manner so that the target
audience provides the necessary information. Additionally, the same content should have

an internal and external effect. (Hall 2014.)

The intention of interactive content is simply put to effect employees and candidates emo-
tionally and change their perceptions whilst providing some information to the employer.
These emotions can vary from pridefulness to excitement. Examples of interactive content
are ones that teach new things about the employer through questionaries, showcasing
employee experiences authentically, informing about advantages of the business and

competitive benefits that the employer offers through a trivia. (Hall 2014.)

When creating content that catches attention, it is notable to remember the marketing key
methods of keeping the text concise, utilizing eye catching colours and including intriguing
figures. The second step is to make the content consumable, which can vary between vid-
eos, pictures, or writing. Depending on the platform where the content is shared, there are

also new ways such as live podcasts, blogging, stories, and vlogs. (Hall 2014.)

Employee Generated Content

In the self-generated employee review method, employers can leverage their employees
to generate content also. Here, encouragement of employees to share ideas and partici-
pate is key. Another way, depending on the size of the company and trust, is giving ac-
cess to different platform’s accounts to employees, so that they can share content. These
methods create realistic content, which is more enticing to the current digital era. Other
additional hidden benefits are the empowerment of employees and growing engagement.
(Hall 2014.)

Connecting EB with Marketing

One notable issue HR department has with EB content is the lack of sharing and interac-
tion on social media. Common reasons for this are the lack of content and time investment
needed to content creation. The answer to this is that the content does not have to be ex-
travagant nor need to sell anything. The core of the content must add value to the tar-
geted candidates and employees. This can happen in simple subtle shares of employee
or trendy topics, information about events, and short positive content, that blends on the
chosen platform’s daily streams, such a picture or a short clip of employees working on a
project or of the uplifting work environment. Small and little invested content that includes
some part of the culture is always better than an off-brand content which takes a lot of re-

sources and has no effect at all. (Sundberg 2021a.)
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3.3.3 Exemplary Companies

According to Universum (2020), the most attractive international employer brands to stu-
dents are Google, Microsoft and Apple. Universum is an Employer Branding Research in-
stitution (Universum 2021). The Great Place to Work® study (2020), also known as GPW,
ranks the best employers based on employees, students and unemployed people as re-
spondents. The top three employers of Europe are Salesforce, Cisco, and Hilton (GWP
2020). The best SMEs to work at in the United States are Life.Church, Crew Carwash,
and Ike (Glassdoor 2021a). Glassdoor is an employer review website in the international
employee market. (Glassdoor 2021b). The top-ranking companies are visualized below
(Table 3: Figure 15).

Table 3. Employer Branding Rankings (Universum 2020; GPW 2020; Glassdoor 2021a.)

EB Ranking | Universum (Global) GPW (Europe) Glassdoor (USA)
1st Google Salesforce Life.Church

2nd Apple Cisco Crew Carwash
3 Microsoft Hilton lke

GOOGLE
SALESFORCE
LIFE.CHURCH

MICROOFT
HILTON

Figure 15. Employer rating triangle based on Universum (2020), GPW (2020), and
Glassdoor’s (2021a) latest rankings.

SWOT ANALYSIS

The SWOT matrix on the will be used on all the first ranking companies’ their employer
branding are presented after every company specific analysis (Figure 16; Figure 17; Fig-
ure 18). This method of employer brand evaluation is conducted to attain the most effec-
tive employer attributes, methods and other factors from well executed EBs. The analysis
will be conducted on company websites, social media branding and studies made on
these companies. Even though Google doesn’t count as an SME, it has exemplary ele-
ments that can be used by companies looking to develop their EB. A SWOT matrix will be
visualized in the end of each company’s SWOT mix analysis presentation. After the



32

SWOT analysis, the obtained information will be filtered into a TOWS matrix, which then
will be used to create efficient strategies that can be suggested generally to every busi-

ness globally.

SWOT 1 - GOOGLE

Google implements an enormous amount of strengthening factors in their EB (Figure 16).
The user-friendly career page includes rich information that is communicated in slogans,
videos, pictures, diagrams, reviews and comments from employees. The communication
in the career page, as well as in other channels and social media, is descriptive and spe-
cific for everything: positions, needs, future, offering and proposition, news/updates, em-
ployee experiences, environment, and promotion of fulfilment. Google’s EB content is col-
ourful and always includes visuals. The job listing application has been made efficient
through calendars, emails, referral options and external online platform integration.
Google’s out of the norm large number of benefits offering are communicated in their web-
site, social media and in review sites of the company. Google is known as an employer
that has special interviews, which include behavioural and hypothetical assessment struc-
ture. Google also is proud of constant management practice development, periodical an-
nual research they do internally and measurement results, which they implement in their
EB content often. (Google 2021; Radstad 2020; Comparably 2021a.)

Even with the big profile, reputation appeal, strong culture, values and mission that
Google has, the “people first” image is not properly communicated through their EB con-
tents. The content showcased are far reaching and too general from the targeted candi-
date groups. Additionally, the company’s long application procedures are their biggest
weakness. This issue is the result of each application being reviewed by an employee
physically without the help of technology and with repetitive and partial personal interac-
tion. This is further lengthened by the noncentralized decision making in the HR depart-
ments of the company. (Google 2021; Radstad 2020; Comparably 2021a.)

For the moment, Google’s EB strategy’s opportunity is further investing and developing
current methods of branding instead of focusing on innovating the recruitment process,
which is efficient and one of the best already, and has a risk of becoming too complicated
without necessity. This could happen though implementing technology in the communica-
tion. The newest communication method is chat bots and artificial intelligence, by making
interaction with candidates that visit the career website. In the interaction, the chat bot and
Al informs and showcases content directly to the person in a personalized manner. An-
other opportunity can be found in greater competitive compensation. (Google 2021; Rad-
stad 2020; Comparably 2021a.)
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The threats of the company’s EB are low and easily improved. The further generalization,
personalization and unrealistic communication through content may lead to lessening in-
terest. Among these, the long and complex interview and assessment structures may dis-
courage candidates. The general investment on one too many communication platform
and methods, without full investment in one can also become challenging to change if it
continues further. Other general threats are negative news on the company’s work and
raising concerns of concentration only on competition. (Google 2021; Radstad 2020;
Comparably 2021a.)

BENEFITS OFFERING \
COLORFUL AND VISUAL BRAND CONTENT
SPECIAL INTERVIEWS

BIG PROFILE & REPUTATION APPEAL
ALWAYS DEVELOPING &

HONING MANAGEMENT PRACTICES
COMMUNICATION

CAREER PAGE INNOVATION

e FAR REACHING & GENERALIZED
CONTENT

e LONG APPLICATIONS

¢ LONG EMPLOYEMENT
PROCEDURES

e NONREALISTIC CONTENT

BENEFITS OFFERING

INVESTING AND DEVELOPING
CURRENT METHODS OPPORTUNITIES
EFFECTIVE USE OF TECHNOLOGY

UNPERSONALIZED CONTENT
CONTENT AND COMMUNICATION
INTERVIEW AND ASSESSMENT
STRUCTURE

TOO MANY COMMUNICATION
PLATFORM AND METHODS, WITH-
OUT PROPER INVESTMENT IN
ONE

BREACH OF PRIVACY NEWS AND
RAISING CONCERNS OF CON-

NONREALISTIC CONTENT
ALWAYS DEVELOPING AND HON-
ING MANAGEMENT PRACTICES )

COMMUNICATION
CAREER PAGE

N

Figure 16. Google’'s employer branding SWOT analysis (Google 2021; Radstad 2020; Comparably
2021a.)

SWOT 2 - SALESFORCE

Salesforce has a simple and effective EB strategy, with many effective EB elements (Fig-
ure 17). The company communicates in a clear and specific omnichannel method through
the largest SM platforms and their website. The company goal, EVP and culture are show-
cased in various content formats in all the currently biggest communication platforms. The
company has also invested a lot on their website and career site. This can be seen in the
company website and careers page, where EB elements are described and visualized a
lot. Salesforce’s executed EB personal and employee advocating content revolve around
recognition and rewarding, meaningful work, culture. (Salesforce 2021.) Salesforce is
mainly known for their passionate leadership team image and having culture as a com-
pany priority (Comparably 2021b). Another factor that the company is proud of in their EB
is their innovative measurements and being a trend setter as an employer. Such exam-
ples are candidate experience initiatives and people-created trend engagement.
(Salesforce 2021; Sunberg 2021b.)

Even though Salesforce has a strong EB strategy, the company still has issues with appli-
cations. The inflow of applications still too high in the company, which makes it harder for
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them to drive away the untargeted group’s applications. (Sunberg 2021b.) Because of
this, another weakness has been brought into the table as of late. This weakness is only
having two sources for applications: employee referrals and recruiter reaching out to pas-
sive talent. This compilates their business strategy, especially with their small number of
employees with defined positions and non-all-rounder skillsets in the HR departments.
(Salesforce 2021.) Lastly, Salesforce has implemented an ineffective referral bonus strat-
egy (Sunberg 2021b).

Salesforce can find opportunities in utilizing third-party platforms to communicate their EB
and share open positions once again if the open positions are described as well as they
are in the career page. Additionally, if the third-party platforms could refer to the career
page of the company and send applicant directly to the webpage of the company, candi-
dates would be more informed, and the targeted talent group would be filtered better. An-
other big opportunity is interacting with review sites by verifying these platforms and using
them in the company websites and EB communication. Similarly, utilizing the gained
awards in content to create loyalty and pridefulness in employees is an effective way for
the future strategies. (Salesforce 2021; Comparably 2021b.)

Salesforce has a small amount of EB threats. On the other hand, the company has com-
pany widespread and HR threats that could affect EB. Such threats are the rapid growth
the company is going through becoming hard to control and manage, continuous massive
inbound flow of “not right applicants”, and high risk from lack of authenticity because of
competitor similarities in employer branding. (Sunberg 2021b; Comparably 2021b.)

SHIP
e PRIORITY: CULTURE
e CLEAR, SPECIFIC, ONMICHANNEL & PER-
SONAL COMMUNICATION & GOALS
o EMPLOYEE ADVOCACY
e MULTIPLE VERY STRONG EVPS
 RECOGNITION AND REWARDING
e STRONG INVESTMENT ON CAREER SITF,

GAAGE: STRONG AND PASSIONATE LEADER-\

+ INFLOW OF APPLICATIONS
STILL TOO HIGH

+ ONLY TWO SOURCES FOR
APPLICATIONS

1. EMPLOYEE REFERRALS
2. RECRUITER REACHING OUT
TO PASSIVE TALENT

& VISUAL CONTENT (VIDEOS) + SMALL HR/EB TEAM

« INNOVATIVE MEASUREMENTS
o CANDIDATE EXPERIENCE INITIATIVE
QTARTER OF ENGAGEMENT TRENDS

RAPID GROWTH HARD TO

CONTROL

« UTILIZING THIRD-PARTY (CAHLA LI « DISPERSED MANAGEMENT OF EB
PLATFORMS TO COMMUNICATE « MASSIVE INBOUND FLOW OF

« INTERACTING ON REVIEW SITES “NON-RIGHT APPLICANTS”

e UTILIZING AWARDS IN CONTENT ¢ HIGH RISK RESEMBLING THE
COMPETITION

Figure 17. Salesforce’s employer branding SWOT analysis
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SWOT 3 - LIFE.CHURCH

Life.Church (2017) has by far the largest employee engagement when compared to the
other employers being analysed and the research resulted in engagement attributes
mainly. (Figure 18) Life.Church (2021) claims to have one of the proudest and invested
employees because the company provides personal and professional support. This
seems to be true based on the support they get from employees as a return to the com-
pany’s consistent investments and concentration on culture and EB/HR strategies such as
program, time, innovation, and competitive compensation. (Comprarably 2021c;
Glassdoor 2019.) With an uplifting employer image, the company communicates their
commitment to employee personal and professional growth and development daily
through storytelling. The company is invested in fostering great relationships with employ-
ees, candidates and people alike, whilst encouraging open and honest feedback.
(Glassdoor 2019; Comprarably 2021c.) Life.Church (2021) is descriptive about their sys-
tematic surveys and measurements, with results alike periodically. Though their reports, it
can be. Life.Church (2021) has a clear understanding of their EB and is conscious on it's
worth and value in the business. Their webpage communicates their EVP and EB strategy
as well as company values and a company mission for employees comprehensibly on
their website. (Life.Church 2021.) As an employer, Life.Church as a strong and distinctive
EVP strategy, in which is EVP is separate for every candidate and employee group.
(Glassdoor 2019; Comprarably 2021c; Life.Church 2021.)

The lacking part of EB in the company would sound really bad in a HR professionals’ ear,
but Life.Church seems to be doing fine even with their weaknesses and threats. Life.
Church (2021) has little to no EB communication and activity on their social media plat-
forms. Another big issue can be found in the company’s non-user-friendly career site,
where the site is filled mainly visuals with little descriptions and separated EB content be-
tween different locations in the company website and a hard-to-find employment applica-
tion. (Life.Church 2021).

Life.Church (2021) can find opportunities in elaborating the company’s competitive perk
packages in their separate EVP as well as communicating how the company improves
employees’ life physically, emotionally, spiritually, and financially. Additionally, instead of
only holding physical events and gatherings, carrying out these in an online environment
would bring more attention to the EB and the company overall. Another threat is the con-
tinuous lack of investment on other EB elements and only investing into EVP and culture.
This method could result into employing people mainly based on values and not skillsets,
as well as long EB strategy planning and execution processes. (Comprarably 2021c;
Life.Church 2021.)
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Figure 18. Life.Church’s employer branding SWOT analysis

TOWS

Many EB strategies can be found through the top-ranking company EB SWOTs. Through
General and efficient EB strategies, based on the combination of attained information of
every presented SWOT matrix and utilization of the TOWS analysis, can be found below.

(Table 4).

Table 4. TOWS matrix for EB strategies

TOWS EXTERNAL FACTORS
MATRIX OPPORTUNITIES THREATS
“Employees first” content | - Defining the EB / message
Multichannel (3-4) com- (EB Audit)
munication - Working around brand percep-
STRENGTHS Connecting employer, tion and image
corporate and customer - In depth communication
brands
Investment on culture - Building brand advocacy
INTERNAL and env_ironment - HRM_S connec_:tion automation
Embracing transparency | - Treating candidate and cus-
FACTORS and encouraging engage- tomers alike
ment - Creating an EB team
asking for/ acting on - Employers, leaders and em-
WEAKNESSES feedback ployees alike can advocate
Embracing technology: - Consistency
employment automation, | - Online Review and candidate
Al & ChatBots) experience management
Investing time on refining | - Measuring EB
the careers page and job
descriptions

The most common and working EB strategy is the creation of “employee first” content

through a multiple channel communication method. Similarly, top employers should con-
nect their employer, corporate and customer brands for a more efficient communication,

fortified image and perception.
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To avoid threats, these top employers have all properly defined EBs and their message is
clear. The same is suggested for any business, with additional in-depth information for fur-
ther strengthening communication. For this to happen, an employer brand audit is a must.
In the audit, competitors’ EB are investigated to identify gaps and opportunities, as well as
evaluate messages. Another strategy is working around current brand perception and im-

age, because changing these can take a lot of resources.

Every top employer has invested the most into their culture. As an addition, investing also
into the environments brings more benefits in employer branding. Similarly, transparency
and encouragement between employer and employees/candidates is one of key opportu-
nities to stow away weaknesses. This can happen through Asking for feedback and then
acting on the received information. Many strategies and EB phases, such as feedback,
can be simplified and made more efficient through taking advantage of technology. Exam-
ples of such are online communication, chatbot implementation on the company website,
Al implementation on candidate evaluations and content creation programs. Even
amongst the top employers, there were issues with job descriptions and careers pages,
which could be easily fixed through investment of refining time to make them clearer and
rich with information. Because lacking information negates the benefits of a user-friendly

and attractive page.

Through the weaknesses and threats obtained in the SWOT analyses, the most common
EB strategy was having a team for EB management. A team can concentrate in communi-
cation consistency and periodical measurements. Additionally, HRMS connection automa-
tion and building brand advocacy from top to bottom are useful strategies medium sized
companies. A big key strategy for every sized company is implementing online review
sites in the EB engagement strategy and managing candidate experiences in the online

environment also.

ATTRIBUTES AND CHARACHTARESTICS ANALYSIS

From the EB attribute and characteristics communication analysis (Figure 19), the most
common attributes shown in the first ranking employers are (Salesforce 2021; Life.Church
2021; Google 2021.):

- Culture

- Values

- Mission & purpose
- Benefits & perks

- Work environment

Learning and development, diversity and inclusion, advancement and opportunities, as

well as management and organization are communicated only in two out of the 3 case
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companies analysed. Innovation and technology were only communicated in one of the

employers’ EB. (Figure 19)

ATTRIBBUTES & CHARACHTERISTICS COMMUNICATED (0-3)
=1

.3 = CULTURE

"2
= VALUES

- = MISSION & PURPOSE
BENEFITS & PERKS

= WORK ENVIRONMENT

= LEARNING & DEVELOPMENT

= DIVERSITY/INCLUSION

=2 = ADVANCEMENT &

OPPORTUNITIES
= MANAGEMENT & ORGANIZATION

=3 3 = INNOVATION & TECHNOLOGY

Figure 19. Qualities and characteristics communicated by three top employers
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4 The External Employer Branding Guide

This chapter’s focus is project task 3, which is the creation of the external employer brand
guide for global SME. The full end product is at the end of this paper (Attachment 1). In
this chapter, the process and methods used to develop the guide, the product and the key

outcomes with a conclusion presented (Figure 20).

The decisions made to create the end product are presented first. This is then followed by
the presentation of the contents included in the guide, which are presented in subsections
and named as the title of each step of the process. These steps include in-depth support-
ing information to the compressed information presented in the end product. These sub-

sections include preface explanation and reasoning for the contents of the product. Lastly,

this chapter ends with the presentation of key outcomes.

THE PRODUCT

Process and
Methods Used to

Key Out
Develop the Guide ey Lutcomes

Figure 20. The structure of Chapter 4

4.1 Process and Methods Used to Develop the Guide

The end product’s outline is based on the results of project tasks 1 and 2. This external
EB guide will also include additional information from other literature and prior studies that
are not presented on Chapters 2 and 3. The reason behind this is to gather more relevant

information based on these task results.

The guide is intended to be as visual and easy to understand as possible, which is why
the design programs are PowerPoint and Presentation Go. The guide also takes into con-
sideration the fact that a company using it might start from the very beginning of the exter-

nal employer branding process. There is no assumption on the implementing company’s
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resources and goals when writing the guide because that would necessitate a larger scale
project. The guide and its content are neutral, as well as centred on development and

leading notions towards efficient strategy planning.

4.2 The Product

This project’s end product, which is a guideline, presents the main parts of Chapters 2 and
3 in a summarized manner. The guideline starts with the title page and table of contents.
The table of contents’ chapter numbering begins from the process steps onwards. This
means that the introduction does not include a number, an only the following chapters
which present the steps of the process do (Table 5). The reason behind this is the simplifi-
cation of the product. By numbering the steps of the process only, the digestion of infor-

mation provided becomes much clearer to the reader from the very beginning.

Table 5. The guidelines table of contents

Introduction 3
1 |Create a team 7
2 |Research and align 10
3 |Develop EVP 15
4 | Communicate 24
5 |Measure and manage 32

The guideline starts with an introduction, where the reasoning and value behind the guide
are presented. Then, EB and its benefits are presented in a compact manner, which is
then followed by the presentation of top employers and distinctive EB elements. The intro-
duction ends with the visualisation of the modified employer branding process targeted at
global SMEs (Figure 21). The process presented in the product is based on a combination
of a traditional and digital EB framework (Pawar 2016, 35; Cobuzz 2021).
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Measure & Manage Create a Team

Measure 3-5 Members
Analyse Convincing
Manage
Select Social Media Channels
How to Create Profiles Set Goals
Develop Company Website Collect Data

Create Careers Page 3 @ Analyse & Measure
Take Note of Employee Reviews Align With Corporate Brand / Customer
Create Content Brand

Schedule Communication

Determine Core Positioning
Compile & Select EVP Pillars
Define Brand Personality
Measure & Develop EVP

Figure 21. The external employer branding process presented in the guide

The guide’s steps include concepts, examples, and tools that need to be digested and
made into actions so that EB can be integrated into the business strategy. These steps
are presented in a leading manner with the notion that companies can pick and choose to
implement all or certain parts of each step into their own strategy depending on their cur-
rent needs and ability to manage their EB strategy. Unless the company has already an
EB strategy and is only looking development, the phases are suggested to be followed

from the beginning to the end.

4.21 Create a Team

It is important to acknowledge that employer branding is complex and hard to manage for
an individual. Which is why creating a team full of creative, intelligent, driven, and highly
qualified individuals, is one of the key factors to attain effective EB. (Sunberg 2021a). A
common EB team includes senior management, marketing and communication leaders,
HR, line management and the head of the company depending on the size of the com-
pany. It is common for HR to take the leading role in the EB process, but it is important to
integrate managers and supervisors from different sections into the EB team to ensure re-
sources for EB and efficiency. (Mosley & Schmidt 2017, 10.) It is important for every com-
pany’s leadership to be knowledgeable on EB, as well as know its relevance in sustaina-
ble success in a business. A well-formed team supports EB elements, especially internal
ones such as employee encouragement and collaboration, becomes easier. Additionally,
employee generated content and brand advocacy can be taken advantage of and can be

executed in an efficient manner. (Mosley & Schmidt 2017, 10-13; Sunberg 2021a.)
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The approval of all team members is key in planning and executing EB. The team creation
process may come across challenges such as uninterest and language barriers in termi-
nology or strategies. Resistance is common depending on the workload of the company.
The solution in both cases is communication. The efficiency of the team’s work comes by
finding common ground in the language and strategy barriers as well as excluding distrac-
tions. This happens through convincing and concentrating on the benefits that EB brings

to the team members, as well as the overall business. (Mosley & Schmidt 2017, 38-40.)

4.2.2 Research and Align

Before developing an EB strategy, it is recommended that companies with no prior
knowledge or experience set forth goals for EB. Common goals are talent attraction, pres-
ence creation, reducing cost and time of hiring, as well as more efficient branding across

the business. (Barrow and Mosley 2005.)

As it is common and important for every business strategy, especially long-term opera-
tions, information needs to be continuously collected and measured over time (Sullivan
2004). This applies to EB research. Thus, comprehensive research must be done in the
beginning of the EB strategy, and this happens by taking note of current characteristics
and behaviour of the company as an employer (Dyhre and Parment 2009, 63). Research,
separately from the first time it is done when creating the EB strategy, must be also done

periodically for further development. (Sunberg 2021a).

An employee market research helps companies to understand the current reputation, per-
ception and attractiveness as an employer, which then can help to create a company spe-
cific strategy based on their needs. EB research data can reveal indicators relating to
brand attitude, popularity, wage position, and many more elements of EB that need atten-
tion in strategy planning. (Dyhre and Parment 2009, 63.) Sullivan (2004) claims that the
most common lacking factors of EB are communication and content reach. Thus, these
are good to take note of in the research results (Sullivan 2004). The gathered data is usu-
ally the result of desktop studies and external surveys targeted at students and the em-
ployee market. The collection of data can also be done through a variety of outlets, such
from online platforms and sites, through a third-party research company, as well as

through insights of stakeholder views. (Dyhre and Parment 2009, 64.)

External data gives a broader view on where the company is positioned as an employer
and where to start from and helps in defining the target audience. Companies can also de-
termine the importance of EB in current business strategy through observing factors of the

company that drive employee commitment and engagement. Such drivers can be culture,
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consistency across divisional/geographical borders, differentiating elements as an em-
ployer and propositions to employees. (Barrow & Mosley 2005.) Additionally, another ad-
vantage of the collected data is that companies can develop the organizational and HR’s

purpose and values further (Sabel 2018).

According to EB experts, companies must find out the company’s current employer image,
attractiveness, perception, and distinctive attributes as an employer in their auditing (Mos-
ley & Schmidt 2017, 45). Though these, it is easier to understand preferences of the audi-
ence and make a comparison with the competition. In the comparison, it is important to
identify and include differentiators and opportunities. (Mosley & Schmidt 2017, 46). The
result of EB research can help companies see their potential and gaps as an employer.
Additionally, the candidacy and favourability in comparison to other employers in the em-

ployee market can be clarified. (Mosley & Schmidt 2017 47).

Alignment depends on the business strategy, which is why the senior management de-
cides upon this matter. It is suggested that employer brand is aligned with both corporate
and customer brands, or at least with one of these. When alignment is made with only
one, the choice must be based on the most relevant option towards business goals and
the overall strategy. If the company has a corporate brand with many customer brands,
then it must be taken into consideration that employer brand must be aligned with each
customer brand. Most commonly, the decision relies on the brand prospective employees

are familiar with.

4.2.3 Create an EB Statement

EB statement, which is better known as EVP is the foundation to a successful EB. This
happens through the development of EVP (Mosley & Schmidt 2017, 17, 71-73 & 77-78):

1. Determine core positioning
2. Compile and select pillars
3. Define brand personality
4. Measure and develop

Determine Core Positioning

This step’s intent is to make the reader take note that the company will have choose a sin-
gle characteristic that they want to be associate with the most as an employer. Core posi-
tioning underlines and highlights a characteristic that the company wants to be best
known as an employer in a comprehensive manner (Smarp 2020). Defining the core posi-
tion depends on the organizational context. A suitable core positioning can be explored by
shortlisting options and observing all the chosen pillars throughout the creation and devel-
opment of EVP. (Mosley & Schmidt 2017, 77-78.)
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Compile and Select Pillars

The first step is finding out key differentiating and supporting qualities as an employer
(Smarp 2020). These qualities are also known as “pillars”. Such qualities are ones that
stand out as key points that make the company’s work environment enticing and good op-
tion as an employer. Additionally, these pillars are commonly presented as competitive
advantages distinct to companies in the competitive employee market. It is important that
as many of these qualities are gather at first and made into expressions that signals the

benefits and advantages when working for an employer. (Mosley & Schmidt 2017, 71.)

An efficient method of presenting EVP is through a clear and concise employment state-
ment. This statement explains employee duties, such as expected jobs and typically a
long-term goal of the employee in the company. It is notable that many mix employment
statement with a job description, because of its complexity and similar elements. (Mosley
& Schmidt 2017, 63-64; Smarp 2020.)

It is recommended that companies have three to five “pillars” that are supporting qualities
of the company’s offering and define the core proposition of EVP further with priorities
(Mosley & Schmidt 2017, 64). Most commonly, these pillars in the statement are commu-
nicated in short sentences, slogans or one-word terms that are easy to understand and

attractive to the employee market (Smarp 2020).

The brand statement must express the whole employment deal or point at the presiding
component of the deal at the least. In short, the statement’s message has to be the com-
pany’s brand essence. This essence is what the company wants to be seen as an em-
ployer. Additionally, once the EVP and employment statement are set off, the company
must stick to them with consistency to achieve effective communication and branding.
(Mosley & Schmidt 2017, 65.) The EVP structure presented in the guide, with editable

components, is illustrated in figure 22 below.
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DEFINE
FOCUS

DEFINE
CONSISTENCY

DEFINE
RELEVANCE

Figure 22. EVP structure presented in the guide (Mosley & Schmidt 2017, 64)

Define Brand Personality

The brand personality delivers the message of EVP pillars. To maintain a consistent com-
munication delivery throughout the company, the company must align EB at least with cor-
porate or customer brand. Moreover, emotion plays an important part in delivering the
message. (Mosley & Schmidt 2017, 64; Smarp 2020.)

Companies must clearly define their needs and what they offer for that to employees in an
authentic manner. Authentic offering, in this context, is meant as other than financial com-
pensation. Such examples are a promise for development opportunities and distinct expe-
riences. (Mosley & Schmidt 2017, 72; Smarp 2020.)

Measure and Develop EVP

EVP requires development from the first presentation onwards, because EVP will change
many times until proper authenticity and differentiation is achieved. Common evaluations
for EVP are related attractiveness, reliability, relevancy and addons of the pillar and core
positioning’s attractiveness. (Mosley & Schmidt 2017, 80; Smarp 2020)

A survey, targeted at employees, is the most efficient method to assess and refine EVP.
This survey must include ratings, yes and no questions, as well as an open-end question
to achieve the best data. These three question methods are implemented so that the as-
sessment and refining of EVP is done in a quantitative and qualitative manner. (Mosley &
Schmidt 2017, 81; Smarp 2020.) An exemplary survey presented in the guide, that in-
cludes all the questioning methods, can be visualized below (Table 6).



46

Table 6. Exemplary survey questions for EVP development

How attractive is each pillar to people? 1 2
How attractive is the core positioning to peo- 1 2
ple?

How important/relevant is (pillar x)? 1 2

How reliable is (pillar x) in describing the cur- | 1

rent employment experience?

Do the pillars need further description? Yes / No

What is missing in the EVP in your opinion?

4.2.4 Communicate

The first part of the communication steps relates to choosing the right social media chan-
nels for the company’s need. This part includes common platforms and step-by-step visu-
alization on how to create profiles. The second part concentrates on development of the

company website and management of employee reviews. On the third part, content crea-
tion options with their execution are presented. Lastly, the fourth part presents the execu-

tion of communication.

Choose Social Media Channels

There is a variety of social media channels. The choice to focus on a certain or couple
platforms depends on the company’s strategy and goals of the company (Muller 2020).
The options on the guide are Instagram, Twitter, LinkedIn, and Facebook. These are pre-
sented based on prior LinkedIn research, which have ranked these as the most relevant
international communication platforms for businesses. (LinkedIn 2012; LinkedIn 2014;
LinkedIn 2020; Leppla 2015.) Additionally, implementing all the platforms into EB is not
necessary, because consistency and focus are keys in brand communication (Muller
2020). It is important to link the company website with every chosen social media plat-
form, to make it easier for people to visit and find more information (Willow 2020). This
drives more attention to the company and effect the search engine ranking through optimi-
zation. Optimization happens when the ranking of suggested sites gets higher, and this is
achieved through high traffic on the website and career page. Website Setup 2021; Willow
2020.)

Develop the Company Website

The website of the company is one of the most important places to communicate EB/EVP.
The key is making the whole of the website user-friendly. As it was mentioned earlier, the
website must be connected to the used social media platforms to drive more traffic and

provides familiarity to people through overall consistency in the used social network
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services (Website Setup 2021.) Additionally, every employer's webpage needs to include
a career page to post vacancies and host job applications. Here, the company must pro-

vide thorough information and make sure that the page is user-friendly. (Costa 2019.)

Take Advantage of Employee Reviews

In today’s job market, transparency of internal employer practices is a new norm (Kununu
2018, Mosley and Schmidt 2017, 38). Potential employees and candidates tend to go
through company review sites to search for inside information on inner practices and ex-
periences. Which is why claiming and verifying review sites is important. Additionally, con-
stant and proper communication by responding to reviews gives a caring employer image
and encourages further active conversation. Another benefit from keeping track of reviews
over time and being proactive through the gained access to information that would not be
visible inside the company. (Mosley and Schmidt 2017, 38; Sullivan 2004.)

Every company can expect negative and positive feedback. What's critical with these re-
views is responding and the context of the response. Silent treatment and no responsive-
ness give others the idea that the company simply doesn’t care, or that the employee’s
criticism was accurate. An authentic, transparent response to an unfavourable review can
actually change perceptions of your company from negative to positive. On the other
hand, a response to positive feedback encourages more similar employee feedback in the
future. Every word influences the company’s reputation in responses. Which is why objec-
tive, fair, empathetic but never defensive, personal, and subjective answers are key. Addi-
tionally, every response should be respectful and express gratitude to those who wrote a
review. (Mosley & Schmidt 2017, 141; Minchington 2006.103-104; Indeed 2018.)

Asking for reviews or encouraging reviews isn’t always the right choice depending on the
situation a company is in. Thus, setting certain times to send review requests is an effec-
tive strategy. Such times can be positive employee milestones, key company moments,
orientation, training, special events or anniversaries, or in promotions. This encourages

and creates a healthy way for employees to make reviews. (Minchington 2006, 103.)

Create Content

Full control of the public’s perception is not possible, because of external independent fac-
tors such as news. This does not mean that brand protection and preparation for the fu-
ture is futile. Action such as active positive content creation and publication through social
media, website, blog, and other places online, or making constructive responses in review
sites to all reviews. Through the constant building of a good and real image, as well as ad-
dressing people and news directly with full preparations brings stability with less or no

losses in resources. Obtaining public recognition brings benefits of exposure such as an



48

increase of credibility, reinforcement of the target audiences’ mindset, being mentioned in
the list of “best place to work at” of news agencies, periodicals, and industry magazines.
(Sullivan 2004.)

Implementing employee reviews in the company’s future and content is one of the most
efficient ways of strengthening employer branding, by analysing and identifying real pros
and cons. Almost every review presents a great opportunity for companies to learn some-
thing new about the company. (Mosley & Schmidt 2017, 223-225.)

Including company reviews as well as sharing employee experiences of the company on
the career page and recruiting materials is an easy way of displaying a positive image and
differentiating factors as an employer. These reviews act as proof and testimonials to the
reader in their research and assessment process because average employees are a cred-
ible source and more trustworthy in the eyes of the candidates. By encouraging and giving
employees the outlet to review, be involved, and advocate in the employer brand through
social media and reviews, as well as featuring employees in the company’s marketing
content and posts has positive effects on the overall employer brand and especially em-

ployee experiences. (Mosley and Schmidt 2017, 38-40; Sullivan 2004.)

4.2.5 Measure and Manage

Through measuring and evaluating, the created EB practices can be developed. The de-
velopment can be achieved only after the EB process steps are analysed, which then pro-
vides the opportunity for adjustment and concentration of efforts. The short- and long-term
measurements must be done individually from each other. (Entrepreneur Europe 2018.)
The EB metrics provided in the guide in an action like steps are candidate quality, cost per
hire, brand awareness source of hire, number of applicants, offer acceptance rate and
employee experience. Other important presented metrics that are not specific to EB are
engagement, return on investment, and connection of business performance. (Harver
2019.) All of these measurements are visualized in figure 23. Additionally, the guide in-
cludes suggestions on how to leverage results on many of the measurements after execu-
tion. The presented metrics, with their results, are usually provided automatically by online
platforms and websites. Such examples are digital advertisement (Ad), campaign data on
social media, and website page visitor or interaction data on the site domain. (Mosley &
Schmidt 2017, 21.)



49

Number of
Open
Applicants

Brand Source of
Awareness Hire
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RateHiringEmployee Social Engagement
Experience

Manager

Stisfaction

Figure 23. The metrics presented in the guide (Harver 2019.)

It is common to have undesirable results when executing EB for the first time. Here, it is
important to remember that trial and error is key to refining the strategy of the business
and to find differentiation opportunities. (Crowley 2020.) Additionally, even if the results
may be undesirable all together, it is important to measure in a realistic manner. This can
happen through smaller data groups, which showcase more specific failure or success.
Such of an example is measuring target groups individually. (Lepekih 2020, 59; Crowley
2020.)

The cost of measuring is caried by the on company’s EB goals. It is common to outsource
measurements for large scale measurements related to a similarly sized goal, because of
the substantial costs made and specialization needed to achieve proper execution of this

step. In exchange for outsourcing, realistic success can be clarified through the quality of
results. (Lepekih 2020, 61.)

4.3 Key Outcomes

The set objective of the guide is achieved through the compression of the literature review
and empirical part, the step-by-step instructive presentation format, introduction of current
and ongoing relevant practices and suggestions, as well as the special process that is the

combination of traditional and modern EB frameworks.

The guide is written on a general level, which has helped in the compression of infor-
mation such as definitions, actions, and examples. The steps of the process are made into
simple actions, to achieve the most efficient implementation of external employer branding

into any business.

Even though the guide is meant to strengthen the reader's comprehension of EB brand-
ing, it cannot do so alone for an unknowledgeable person who is introduced to the topic
for the first time. Therefore, this paper is intended as a supporting factor that provides in-
depth information to the reader when implementing the guide. The generalization and sim-
plification can become challenging for the reader if this paper is not read before or after
the guide. Even for well knowledge readers, it is suggested to read this paper along with
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the guide when implementing end product into the business strategy. On the other hand,
companies that are introduced or have knowledge on the topic may want to have more
tips. Such tips could be how to specifically create content and manage EB in the online
environment. Here, it is also important that the reader takes this paper as a supporting

part for the presentation because of the in-depth information provided here.

The guide’s presentation is clarified through a well-structured setting, visualization, colour-

ing, and a briefing of each concept.

The challenges of the end product are time and visualization of steps. One year is a small
amount of time when it comes to the creation of such a large target group. The result of
only one year is noticeable on how the guide suggests and guides, instead of telling the
reader what to do next. The guide intended to be as visual as possible and achieving little
to no text. This was unreasonable because certain steps such as the research and meas-
uring made it impractical for the reader to understand. In these steps, it is important to
acknowledge that the information provided cannot be described better in any other way
than through text. Therefore, it is deemed feasible to use a table-like structure with bullet

points at the end, which can be seen in the last couple of pages in attachment 1.
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5 Conclusion

This last chapter concentrates on project task 4, which is evaluating the paper. The out-
comes of the thesis in a summarized manner are discussed at first, by briefing it fully and
recognizing the achievements. This is then followed by a presentation of the writing pro-
cess and future recommendations for the project. This chapter ends with the learning out-

comes of this thesis.

To repeat the goals of the thesis: This is a product-based thesis is aimed at creating an
external employer branding guide suitable for global SMEs. The guide intends to help
companies, who have no prior knowledge on the topic, achieve business strategy devel-
opment and attract higher quality employees. An additional purpose is to provide develop-

ment opportunities for companies that are currently executing EB.

The reason behind this whole project is the lack of generalized and simplified all-around
EB material, even though EB can strengthen the business’s competitive position in the

employee market and is one of the key factors in achieving business growth.

This paper includes literature from specialists, prior topic-related studies and reviews, as
well as research relating to different aspects of EB are reviewed. To further the infor-
mation gathering during the COVID-19 pandemic situation between 2020-2021, the re-
search is realized through a desktop study. A desktop study also reassures that the guide

is modern and relates to the current digital era as much as possible.

5.1 Outcomes

HR is not the most important department in SMEs because they can manage the low em-
ployee count through the management only. Once an HR department is constructed into
the company, there many more important aspects of the business strategy that need to be
managed before EB comes into the table. Additionally, the fact that a long-term strategy
such as EB unattractive to every business that wants to be cost-efficient. But for compa-
nies, that have resources, must invest into EB because it helps the business execute em-
ployer promotion to raise the number of talented candidates. This then furthers the busi-
ness more in the long term. The advancement is paved by an overall improvement of the

business’s industry positioning, cost reduction, and improved performance level.

The process created specifically for the guide is a combination of traditional and modern
digital era EB frameworks. It starts with proving the importance of building a team specifi-

cally EB. Because EB is a strategic plan, employees that fit in the positions of
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departmental and senior managers, as well as HR and marketing are important to be in-
cluded in the team. The challenges in this step are persuasion and the language barrier
between the HRM and marketing departments. The second step of the process is re-
search, in which the team analyses the attractiveness and reputation of an employer from
the viewpoint of the targeted employee and overall employee market. The third step is the
development of the EB statement, which is better known as the employee value proposi-
tion. This step lays the foundation for a well-executed EB. The statement is delivered in
the form of a promise of what the employee experience is like. This is then followed by the
step of communication, in which the message’s outlet is chosen and developed. Followed
by promotion method and options. The process ends with the measuring, evaluation, and

adjustment. This step is targeted at all the steps of the process.

It is clear, through the different steps of the long process, that there is a need for financial,
personnel, and time resources mainly. The guide luckily made with the notion to lessen
the financial resources needed to implement EB into the business strategy. But for the
process to be implemented and executed properly, fortitude and dedication are important
because of the long-term consistency needed. The most valuable finding for the guide and
in this paper are top international employers and the elements they have in EB, which
showcase how to properly implement EB in any business. The essentiality of EVP is

showcased in the guide through the large concentration and length of its step.

5.2 Evaluation

This thesis started in the middle of 2020. But, because of the COVID-19 pandemic situa-
tion, first two drafts of this paper were changed completely. The following drafts were de-
veloped slowly in the following six months until the project was finalized in the middle of
2021.

This product-based thesis has been an intriguing experience from the very beginning be-
cause it required a lot of information collection. Every step of the journey brought fulfilment
through new HR, EB, and EVP knowledge, with additional modern digital marketing ba-

sics.

Combining the pieces of information and structuring everything were the biggest chal-
lenges in the thesis and guide, but this was manageable with the help of thesis advisors.
Most of the time was spent in planning the content that needs to be included in the thesis
and guide. From the contents, the visualization was specifically the most time-consuming.
The second-largest time consumption happened through reading papers relating to the

topic, picking the most relevant and suitable parts for the project. The information and
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structure of this thesis are clear. Even with the inclusion and selection of the most im-
portant information, there is still a large amount of in-depth knowledge relating to the topic
left that could not be included because of circumstances such as the length of the thesis,
time, and circumstantial obstacles because of the pandemic. With time, the paper was
formed through monthly selection of information that included also taking certain infor-
mation apart. The decision was to present informative and basic knowledge to the readers
to maintain a general level without specification, with only explanation and examples in-
cluded. This was done this way because otherwise, it would go beyond the thesis project

scope.

For the guide, the selection of information gathered in this thesis was more challenging
than the selection that happened for this paper. The intention was to include and create
content that is straight to the point in a compressed manner. This was achieved. The
guide can be read and presented in a short time because of its structure and visualization.
Because this guide is targeted at a large group, there are no industry-specific recommen-
dations and elements. Even with the large target group, the guide achieves the suggestion

of applicable information.

From the macro perspective, this thesis includes a fortified literature review of external
EB, with discussions on the internal aspects and related marketing. The empirical part
was achieved with a strong desktop study. The lack of further in-depth research was not
possible because of the circumstances created by COVID-19. Lastly, the end product has
been perceived with positive feedback and the value is easily noticeable from the per-

spective of people who have read it already.

5.3 Recommendations

The end product, which is a guide, presents the process that includes steps to creating
and implementing an external EB into the company. Nevertheless, the guide would benefit
from including the success factors and further specification on implementation steps with
examples in research and measuring. This could also be a double-edged sword because

it would only make the length of the overall picture of the process longer.

The main action, that a company looking to only develop their business strategy, is to start
the research step in the guide’s process first. The key is taking advantage of past collec-
tions of information and immediately conducting new surveys that can help in analysing
the current state of the company as an employer. Accordingly, for bigger businesses, it is

suggested to outsource these steps because the guide is lacking in advising large-scale
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research and measuring. Such lacking parts can be seen from the non-inclusion of moni-

toring and detail analytics.

Lastly, it is important to research further if the guide is being applied to the business strat-
egy much later than its release date because this digital era we currently live in evolves
continuously. This means that time is an undeniable challenge that will present issues

when trends change and new more efficient EB methods come in the future.

5.4 Reflection on Learning

The whole time spent working on this product-based thesis has enabled the author to a lot
of new information when it comes to HR and EB, which has widened the scope of theoreti-
cal and research knowledge attained throughout the studies. The author has also ac-
quired sharp evaluation and multitasking abilities through processing large amounts of in-
formation, working with different tools, and working on a large-scale project. Other soft

skills, such as planning, orderliness, consistency, and self-discipline have been acquired.

Current plans after graduation are finding a higher position relating to the topic of this the-
sis, such as project management or brand development positions. The end product of this
thesis can bring a big advantage in employment opportunities. Additionally, the idea is to

implement the guide into the employer’s business strategy after acquiring a workplace.



55

References

Ambler, T. & Barrow, S. 1996. The Employer Brand. The Journal of Brand Management,
4, 3. pp. 186 & 191.

Backhaus, K. & Tikoo, S. 2004. Conceptualizing and researching employer branding. Em-
erald Insight. Career Development International, 9, 4/5, pp. 502-505.

Barrow, S. & Mosley, R. 2005. The Employer Brand, Bringing the Best of Brand Manage-
ment to People at Work. Chichester © 2020 O'Reilly Media, Inc.

Burgess, W. 2016. A Bad Reputation Costs a Company at Least 10% More Per Hire. Har-
vard Business Review. Hiring. URL: https://hbr.org/2016/03/a-bad-reputation-costs-com-

pany-at-least-10-more-per-hire. Accessed: 5 February 2021.

Cable, D. M. & Turban, D. B. 2001. Research Personal and Human Resources Manage-
ment, vol. 20, pp. 118-163.

CareerArc 2017. Survey: Your Company Has a 1-Star Rating? Expect Only 1 in 5 Candi-
dates to Apply. UR: https://www.careerarc.com/in-the-news/survey-your-company-has-a-

1-star-rating-expect-only-1-in-5-candidates-to-apply/. Accessed: 5 February 2021.

CIPD 2020. Employer Brand. Chartered Institute of Personnel Development. URL:
https://www.cipd.ie/Export/ToPdf?path=%252fnews-resources%252fpractical-guid-
ance%252ffactsheets%252femployer-brand. Accessed: 5 February 2021.

CoBuzz 2021. Benefits of Digital Employer Branding. URL: https://www.innoservdig-

ital.com/cobuzz/. Accessed: 19 February 2021

Comparably 2021a. Google’s Employer Brand. URL: https://www.comparably.com/compa-
nies/google/employer-brand. Accessed: 11 February 2021.

Comparably 2021b. Salesforce employer brand. URL: https://www.comparably.com/com-

panies/salesforce/employer-brand. Accessed 11 February 2021.

Comprarably 2021c. Life.Church employer brand. URL: https://www.compara-

bly.com/companies/life-church/employer-brand. Accessed 11 February 2021.



56

Costa, D. 2019. 5 Tips to Build an Amazing Career Page. Skeeled. URL:
https://www.skeeled.com/blog/5-tips-to-build-an-amazing-career-page. Accessed: 18 Feb-

ruary 2021.

Crowley, J. 2020. How Not to Do Employer Branding. People HR. URL: https://www.peo-
plehr.com/blog/2020/01/22/how-not-to-do-employer-branding/. Accessed: 11 March 2021.

Donaker, G., Kim, H. & Luca, M. 2019. Designing Better Online Review Systems. Harvard
Business Review. Marketing. URL: https://hbr.org/2019/11/designing-better-online-review-
systems. Accessed: 6 February 2021.

Dyhre, A. & Parment, A. 2009. Sustainable Employer Branding: Guidelines, Worktools
and Best Practices. Liber AB. Malmé. pp. 13-14 & 58-64.

Entrepreneur Europe 2018. 5 Sings Your Employer Brand Is in Trouble. Branding. URL:
https://www.entrepreneur.com/article/323483. Accessed: 11 March 2021.

European Commission 2021. SME definition. URL: https://ec.eu-

ropa.eu/growth/smes/sme-definition_en. Accessed: 18 January 2021.

Flaherty, S. 2020. Remixing the SWOT Analysis. The Sean Flaherty. URL: https://these-
anflaherty.medium.com/remixing-the-swot-analysis-c75df8352e91. Accessed: 5 February
2021.

Ginter-Lyght, J. 2018. McCullough Creative. Developing Your EVP. URL:

http://www.shootforthemoon.com/developing-your-evp/. Accessed: 28 January 2021.

Glassdoor 2019. Purpose-Driven Work: Inside Best Places to Work Winner Life.Church.
URL: https://www.glassdoor.com/blog/life-church-bptw-2020/. Accessed 11 February
2021.

Glassdoor 2021. Best Places to Work. URL: https://www.glassdoor.com/Award/Best-
Places-to-Work-LST_KQO0,19.htm. Accessed 11 February 2021.

Google 2021. Google Careers. URL: https://careers.google.com/. Accessed: 11.2.2021.
Gultekin, E. I. 2011 What's the Value of Your Employment Brand? LinkedIn. Talent Solu-

tions. URL: https://business.linkedin.com/talent-solutions/blog/2011/12/whats-the-value-of-

your-employment-brand. Accessed: 21.01.2021.



57

Great Place to Work (GPW) 2020. Best places to work at in Europe. URL:
https://www.greatplacetowork.fi/parhaat-tyopaikat/euroopan-parhaat-
ty%C3%B6paikat/2020. Accessed: 21 January 2021.

Great Place to Work (GPW) 2021. Our Methodology. URL: https://www.great-

placetowork.com/our-methodology. Accessed: 23 February 2021.

Hall, J. 2014. Your content strategy is also a recruiting strategy. Harvard Business Review
Hiring. URL: https://hbr.org/2014/08/your-content-strategy-is-also-a-recruiting-strategy.
Ac-cessed: 6 February 2021.

Harver 2019. 11 Employer Branding Metrics to Measure Success. URL:
https://harver.com/blog/employer-branding-metrics/#SourceOfHire. Accessed: 9 March
2020.

Hiles, J. 2015. Hidden variety: Competitor analysis in the government contracting market.
The George Washington University. Washington, D.C. URL: https://haagahelia.finna.fi/Pri-
moRecord/pci.proquest1728319675. Accessed: 19 May 2020.

Hubschmid, E. 2012. Shaping Efficient Employer Branding Strategies to Target Genera-
tion Y. Peter Lang AG. Bern.

Human Resources Today. 2020. Employer Branding trends 2020. URL.: https://www.hu-

manresourcestoday.com/2020/employer-branding/. Accessed: 8 March 2020.

Kununu 2018. Employer Branding Framework: 10 Parts That Make Up Your Organiza-
tion’s Employer Brand (INFOGRAPHIC). URL: https://b2b.kununu.com/blog/employer-

branding-framework-infographic. Accessed: 17 September 2020.

Lepekih, N. 2020. Employer Branding Guide. A no-nonsense approach. Chartered Insti-
tute of Personnel and Development. London. pp. 22-25, 54-57, 59 & 61.

Leppla, A. 2015. LinkedIn Data Proves the Impact of a Strong Talent Brand. LinkedIn.
URL: https://business.linkedin.com/talent-solutions/blog/2015/03/the-roi-of-talent-brand.
Ac-cessed: 5 February 2021.

Life.Church 2021. Careers. URL: https://www.life.church/ca-
reers/?utm_source=life.church&utm_medium=website&utm_content=MoreMenu-Ca-

reers&utm_campaign=Life.Church. Accessed 11 February 2021.



58

LinkedIn 2012. Why Your Employer Brand Matters. The impact of company brand and
employer brand on job consideration. Talent Solutions. URL: https://busi-
ness.linkedin.com/content/dam/business/talent-solu-
tions/global/en_US/site/pdf/datasheets/linkedin-why-your-employer-brand-matters-en-

us.pdf. Accessed: 21 January 2020

LinkedIn 2014. Talent Trends 2014. What's on the minds of the professional workforce.
Talent Solutions. URL: https://business.linkedin.com/content/dam/business/talent-solu-
tions/global/en_US/c/pdfs/linkedin-talent-trends-2014-en-us.pdf. Accessed: 6 February
2021.

LinkedIn 2021. The Ultimate List of Employer Brand Statistics for Hiring Managers, HR
Professionals, and Recruiters. Small to Mid-sized Business Edition. URL: https://busi-
ness.linkedin.com/content/dam/business/talent-solutions/global/en_us/c/pdfs/ultimate-list-

of-employer-brand-stats.pdf. Accessed: 21 January 2021.

Lusch, R. F., Vargo, S.L. & O’Brien, M. 2007. Competing through service: Insights from

service-dominant logic. Journal of Retailing 83, vol 1, pp. 5-18.

Marketing Charts 2013. Responding to Online Reviews Can Have Significant Benefits for
Brands. URL: https://www.marketingcharts.com/digital-37099. Accessed: 5 February
2021.

McLeod, C. & Waldman, J. 2011. The HR Trailblazer: Unlock the potential of your em-

ployer brand in a digital age. [Kindle]. eBooklt.com

Minchington, B. 2006. Your Employer Brand: Attract, Engage, Retain. Collective Learning

Australia. Torresville.

Mosley, R. 2014. Employer Brand Management: Practical Lessons from the World's Lead-

ing Employers. John Wiley and Sons.

Mosley, R. 2015. CEOs Need to Pay Attention to Employer Branding. Harvard Business
Review. Corporate Communications. URL: https://hbr.org/2015/05/ceos-need-to-pay-at-
tention-to-employer-branding. Accessed: 19 May 2020.

Mosley, R. & Schimdt, L. 2017. Employer Branding for dummies. John Wiley and Sons,

Inc. Hoboken.



59

Muiller, N. 2020. Employer Branding — How to Use Social Media for a Successful Em-
ployer Brand. weBOUND. URL: https://www.weboundmarketing.com/social-media-em-

ployer-branding/. Accessed: 13 February 2021.

Nguyen, H. A. 2019. External Employer Branding Guide to Attract Talents Case Com-
pany: InterContinental Saigon Hotel and Residences. Bachelor's Thesis. Haaga-Helia Uni-
versity of Applied Sciences. Pasila. URL: http://urn.fi/lURN:NBN:fi:amk-2019052411661.
Ac-cessed: 28 May 2020.

Pawar, A. 2016. Leveraging the Employer Brand Strategy with Employee Value Proposi-
tion. Savitribai Phule Pune University. Academic Journal of Contemporary Issues in Busi-

ness Research, vol. 5, Iss. 2, pp 35-44.

Pulizzi, J. & Barrett, N. 2009. Get Content Get Customers: Turn Prospects into Buyers
with Content Marketing. 1st Edition. McGraw-Hill Education; service-dominant logic. Jour-

nal of Retailing, vol. 83, Iss. 1, pp. 98-100.

Radstad 2020. Case Study: Employer Branding at Google. URL: https://www.rand-
stad.com/workforce-insights/employer-branding/case-study-employer-branding-google/.
Accessed: 11 February 2021.

Rashmi, T. K. 2010. Recruitment Management. Himalaya Pub, 1st Edition. Mumbai.

Reiners, B. 2021. Know Who You're Looking for With a Candidate Persona. Builtin URL:

https://builtin.com/recruiting/candidate-persona-template. Accessed: 6 February 2021.

Rosethorn, H. 2016. The Employer Brand: Keeping Faith with the Deal. CRC Press, 1st
Edition. Routledge. London.

Sabel, J. 2018. 5 Steps to Conducting a Competitive Employer Brand Audit. Hire Vue.
URL: https://www.hirevue.com/blog/hiring/5-steps-to-conducting-a-competitive-employer-
brand-audit. Accessed: 20 February 2021.

Salesforce 2021. Careers. URL: https://www.salesforce.com/company/careers/. Ac-
cessed 12 February 2021.

Staffing Industry Analysts (SIA) 2012. Bad Reputation; 75% Would Refuse Job Offers.
Daily News. American Region. URL: https://www2.staffingindustry.com/site/Editorial/Daily-
News/Bad-Reputation-75-Would-Refuse-Job-Offers-23086. Accessed: 5 February 2021.



60

Smapr 2020. Employee Value Proposition: The Complete Guide to Building a Great EVP.
URL: https://blog.smarp.com/6-steps-to-build-your-employees-value-proposition. Ac-

cessed: 5 February 2021.

Stroller, K. 2020. The World’s Best Employers. Forbes. URL:
https://www.forbes.com/lists/worlds-best-employers/#50382f1d1e0c. Accessed: 5.2.2021.

Sullivan, J. 2004. The 8 elements of employment branding. URL: https://drjohnsulli-
van.com/uncategorized/the-8-elements-of-a-successful-employment-brand/. Accessed: 18
September 2020.

Sundberg, J. 2021a. Guide to Meaningful Employer Branding Content. Link Humans.
URL: https://linkhumans.com/content-move-people/. Accessed: 6 February 2021.

Sundberg, J. 2021b. How Salesforce Drives Employer Brand Through Culture. Link Hu-
mans. URL: https://linkhumans.com/salesforce-employer-culture/. Accessed 12 February
2021.

Universum 2019. URL: https://www.greatplacetowork.fi/parhaat-tyopaikat/maailman-par-
haat-ty%C3%B6paikat/2019 Accessed: 13 February 2021.

Universum 2020. The World's Most Attractive Employers 2020. URL: https://univer-
sumglobal.com/blog/the-worlds-most-attarctive-employer-2020/. Accessed: 13 February
2021.

Universum 2021. Home Webpage. URL: https://universumglobal.com/. Accessed: 13 Feb-
ruary 2021.

Website Setup 2021. How to Create a Website. URL: https://websitesetup.org/. Accessed:
17 February 2021.

Weihrich, H. (1982). Strategic career management—A missing link in management by ob-

jectives International Handbook on Management by Objectives © Heinz Weihrich. pp. 2-3.

Willow 2020. How to Use Social Media for Employer Branding- Academy. Employer
Brand. URL: https://www.willow.co/blog/social-media-best-practices-for-employer-brand-

ing. Ac-cessed: 3 February 2021.



61

Womply 2020. How Online Reviews Impact Small Business Revenue. Womply Research.
URL: https://www.womply.com/impact-of-online-reviews-on-small-business-revenue/. Ac-

cessed: 5 February 2021.

Zojceska, A. 2018. How to promote your Employer Brand on Social Media. TalentLyft.
URL: https://www.talentlyft.com/en/blog/article/115/how-to-promote-your-employer-brand-

on-social-media. Accessed: 13 February 2021.



Attachments

Attachment 1. The External Employer Branding Guide (End Product)

EMPLOYER BRANDING
GUIDE FOR SMEs

by Shkodran Kacija

62



Table of Contents

Introduction 3

1 | Create a Team 8

2 | Research & Align 11
3 | Create / Develop EVP 16
4 | Communicate 26




64

Introduction

For a growing small to mid-sized enterprise (SME), captivating and hiring the most talented
people is crucial in ascending and securing future success.

So, how can employers effectively attract talents?
By investing into employer branding. Employer branding has become a winning factor for
businesses, as well as a key-element in business practices and strategic plans.

The presented external employer branding guideline, with step-by-step processes, is targeted at
SMEs globally. This guide is applicable in businesses that have little to no practices on the topic.

Already practicing enterprises can attain development opportunities from the guide’s steps.

In order to better apply this guide:
The company implementing must have an established work culture internally.

Unless the company has already an EB strategy and is only looking development:
The phases are suggested to be followed from the beginning to the end.



Employer Branding (EB)

A long-term strategy raising awareness and managing perceptions of
potential and existing employees, as well as other related stakeholders.

INTERNAL EMPLOYER BRANDING

The process of building a desirable
place to work at.

EXTERNAL EMPLOYER BRANDING

Advertising the working culture and

benefits to desirable potential employees.

BENEFITS:

65

Positive Reputation

Low Staff Turnover

Higher Levels of Retention
Cost Saving

Engagement Driving
Talent Attraction
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EB CAN SUPPORT CORPORATE AND
CUSTOMER BRANDS.

VICE VERSA.

EB IS ABOUT RECRUITMENT,
RETENTION & ENGAGEMENT




Top Employer Branding
Enterprises

CREW CARWASH
APPLE
CISCO

4
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The External Employer Branding Process

Measure & Manage Create a Team

Measure 3-5 Members
Analyse Convincing
Manage

Communicate

Select Social Media Channels
How to Create Profiles

Develop Company Website
Create Careers Page 3 Analyse & Measure

Take Note of Employee Reviews Align With Corporate Brand / Customer
Create Content Brand

Schedule Communication

Research & Align

Set Goals
Collect Data

Determine Core Positioning
Compile & Select EVP Pillars
7 Define Brand Personality
Measure & Develop EVP
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Team Members

MARKETING &
COMMUNICATION
LEADERS

Key role in promotion.

Possess knowledge
and skills on online
marketing and external

communication.

Measure and engage.




Convincing

Explain that
Human employer branding

ReSOU rces benefits HR the

most.




RESEARCH & ALIGN
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Set Employer Branding Goals First

Market Research

Surveys
Review possibilities on prior
Internal surveys of the company
External country reports/surveys
& student surveys
Auditing & Evaluating

Obesrvation & Desktop Study

Trends, employee market
information, competition, etc.

Understand the current reputation, employer
perception, attractiveness to the target
audiences to create a company specific strategy
based on their needs.

External data can reveal indicators on brand
attitude, popularity, wage position.

Auditing helps in clearing the current image,
attractiveness, perception, and distinctive
attributes as an employer.

Observing preferences of the employee market is
an important part of the research.

RESEARCH PERIODICALLY FOR FURTHER DEVELOPMENT
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Important in the Research Steps

Employer image, attractiveness & perception

The target group
Their preferences
Competitors targeting them

Potential employer candidacy & favorability
In comparison to other employers

Company attributes & characteristics
That candidates can consider

Differentiation opportunities

Communication
Content, Consistency, Tone, Channels

Identifying current branding gaps

Determine the importance of EB in current business strategy
Find out what EB strategy supports the leaderships agenda

Observing factors of the company that drive employee
commitment and engagement

Current culture and its consistency across
divisional/geographical borders

The differentiating elements of the company as an employer

Defining organizational / human resource’s purpose and values
properly

Taking note of current characteristics and behaviour of the
company
From a raw perspective on best to worst

Finding out distinctive employee fulfilments and needs

Company’s most effective channels of employee communication
Both top-down and bottom-up

Determine most valued and needed employees
Now and in the future



EXAMPLORY EMPLOYER BRAND IMAGE MEASUREMENT
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ALIGN WITH CORPORATE AND/OR
CUSTOMER BRAND

Choose the most relevant option(s) to business goals and strategy.

The suggestion is to align employer brand with both corporate and customer brands.

If the company has a corporate brand with many customer brands, align with either one.




CREATE EVP

4
y




EMPLOYEE VALUE PROPOSITION (EVP)

EVP is presented through a employment statement in a clear and The statement explains employee duties, expected jobs and the
concise way. This statement delivers the employment deal/promise long-term goal of the employee in the company.
or emphasize a factor of that deal. Do not mix this with a job description.

DEFINE
FOCUS

DEFINE
CONSISTENCY

THE

PILLAR
3

EVP

17

DEFINE
RELEVANCE
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THE STEPS TO CREATING EVP

Determine Core Positioning

Compile & Select Pillars

Define Brand Personality

Measure & Develop

EVP IS THE FOUNDATION OF EB



1. Determine Core
Positioning

Choose a single characteristic that the
enterprise wants to be associate with
the most as an employer.

Deciding on one core positioning can be hard.
This step will take time, with many trials and errors.

Best chosen throughout the EVP development process.

There are cases where an enterprise has an EVP without a core
positioning. The bad side of this is lacking employer’s strength.

80



2. Compile & Select Pillars

EVP pillars represent attractive qualities that differentiate the
employer form the competition in the employee market.

mpile qualities Make them into
Compile g expressions that signal the

benefits and advantages
as an employee.
short sentence/slogan/
one-word term

Remember the
differentiating ones

81

Select 2-5 qualities
that support best the
company’s offering.

Make sure that pillars clearly describe the
following:

The give and get of the employment deal
The differentiating employer strengths
The sensible ambition can experience
The unique experience of the company
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PEOPLE

— Leadership style

People
Management

— Social dynamics

— Culture

Future Plans

Career Growth

Stability

Training

Environment

82



3. Define Brand Personality

Choose a suitable communication tone for the
messages to create a sense of employer
personality.

The chosen personality similar to customer brand
personality, to maintain consistency in the overall
brand personality.

REMEMBER TONE CONSISTENY

Try to not change it!

83

High .
spirit Trendy Daring

EXCITEMENT

BRAND
PERSONALITIES




4. Measure & Develop

Development is always needed. Especially
during the first stage of introducing EVP.

Large changes are suggested to only be
made before coming to the final EVP that
speaks to the organization.

The following changes that are made after
the EVP is presented to employees must be
done in a slow and (small) piece by piece
manner.

What needs to be evaluated?

Attractiveness of each EVP pillar & the
core positioning.

Relevancy / Importance of each EVP pillar
to the targeted group.

Reliability of each EVP pillar.
(Do they describe the current employment
experience offering?)

Any addons / Changes needed to further
describe the organization more precisely.
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EVP Development Checklist

Question both current and new employees from every level, and even outside of the
organization:

- Reasons they like working for the company?

- What was the first thing they remember of their experience?

- What comes to mind first when it comes to working in the company?

Ask the same questions later as a follow up, so see possible opinion changes through
time.

Analyse EVP authenticity through a true reflection of the employment experience
promise.

The larger the viewpoints and feedback pool, the better development opportunities.

In development: include the EB team members, employees from different levels, and
even external stakeholders in the measurements.

24
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An Examplary Survey

How attractive is each pillar to people? 1
How attractive is the core positioning to 1
people?

How important/relevant is (pillar x)? 1
How reliable is (pillar x) in describing the 1

current employment experience?
Do the pillars need further description? Yes No

What is missing in the EVP in your
opinion?

25
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COMMUNICATE




Choose Social Media Channels

Social media is the best out of the top 3 channels
when it comes to approaching targeted potential
employee groups in the current digital era.

Instagram Twitter

Top Platforms

© v 0

LinkedIn

Facebook

88
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How to Create Profiles

Pin Important Posts
Set A Disttinct Fill Out Desciptions Post Regularly
Profile Picture
8
2

Monitor & Interact

with Activities @
Choose an Attractive Determine the Time

Cover Photo Frame & Post Frequency Utilize Targeting Tools Measure Page
Success

Respond Messages
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Develop the Take Advantage of
Company Website Employee Reviews

* The company website is one of the top 3 avenues for « Manage and interact with employee generated reviews
* Recruitment - Reviews have a high effect on how candidates rank employers.
* Employer Branding « Strive for high ranking as an employer in review sites.
* In the company website, create a career page - Encourage current, past and new employees to review. employers and

» Post vacancies and host job application on this careers page
+ Communicate EB/EVP

look at reviews of the employers online.

. . . » Provide quality of interactions in both negative and positive interactions.
» Make the website, especially careers page, user-friendly. _ . _ _
» Thrive to change perceptions in an authentic, loud and clear way.

« Provides accessible and effective information _ _ . _ .
» Take advantage of internal surveys by showcasing them in social media

* Integrates all currently used social media platforms into the

. and in the website.
website

» Constantly update the coherency of the website and

candidate experience in the careers page.

Review Sites
[Jolassdoor- 4 comparasLy  Linked [fi}

2
(2]

Kununu
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Create Content
Photos&Videos  EmployeeProfiles

+ Visual content that is clear, colourful and eye-catching. * Share stories and insight of the business / employee every

- Capture attention capturing occasions and elements: day life.
culture, environment, excursions, events, internal * Employee passion: How passion connects people with work
activities, employees, etc. « Collaborative team efforts

. i\rl]lsctéern]lizﬁ’f[lon does more than what plain text can ever do - Employee’s perspective of the work (Day In Life)

- Videos must be short (under a minute). * Putting fa_ces ar.1d providing descriptic_‘ms to every position

- Used to prove EVP. * Showcasing attitudes, values, behaviours at work.

+ Provide open and bold data/information, that is unique to « Create fun challenges, competitions, giveaways, quizzes and
the business, to drive attention other interactive content
+ Data example: employee experience - Encourages engagement and longer attention spans with the

+ Use infographics target group.

* Employee reviews and survey results
* News and press releases related to the employee market
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Use this Content Mix

" 5%
" 10 %

®25%
s LEADERSHIP AND INDUSTRY NEWS
= TALENT BRAND
= COMPANY NEWS
m EVENT PROMOTIONS
= POSITIVE, FUN AND JOYFUL CONTENT

" 40 %

Content Trends
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Choose the Communication Tone

HONESTY

Emphasize authenticity.

BOLD

Flippant and reckless content
that risks the image.

Draw the real picture of the
working culture and environment.

Content can be conversational.

Viral and Impactful content.
Expectations = Reality

CONSISTENCY

Consisten messaging throughout
different chosen platforsm and content.

FUN & SIMPLE

Entertaining content that constructs
friendly, open and engaging

connections with the targeted group. Builds trust

Informal language Mold’s the repuptation:

Responsible / Transparent
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Create a Communication Schedule (EXAMPLE)

Monday Tuesday Wednesday Thursday Friday
Status Update What it is like inside
Informative the company this Holding a FRIDAY STANDS
announcement / “New job week. resentat?on at FOR FUN:
Sharing news / New opportunity!” P Jouful content of

University... work inthe company

data Tips for employers
and employees.

Content Type _
Job Post Link
(to careers page)
Target Specific Group In
Audience Entire Employee The Employee The Employee Students The Employee
Market Market Market Market
E.g. Designers
Platform :
Linkedin, Facebook ~ Linkedln, Twitter, . . Linkedin, Twitter, ~ '"S1adram, Linkedln,
LinkedIn, Twitter Twitter, Facebook
Facebook Facebook












