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Abstract

Employer branding is an emerging strategic interplay area between marketing and human
resource management (HRM) in the modern digitized economy, especially in appealing and
retaining the expertise. The current research paper is a marketing perspective of employer
branding, which is focusing on the way that HRM strategies have been redefined in the
digital age to make organizations more attractive in the eyes of potential employees. This
paper examines how the concept of employer branding has been shifting into a value proposal
that helps employers convey the organizational culture, work ambiance, career growth, and
ethical promises to a highly connected and knowledgeable workforce.

The article is conceptual and analytical in nature and relies on the available information on
employer branding, digital marketing, and strategic HRM. It demonstrates how digital
platforms including social media, employer review websites, and corporate career portals are
becoming more influential in the development of reputation of employers and candidate
perceptions. In the work, the authors also speak of how companies use storytelling, employee
advocacy and data-driven recruitment campaigns to match their employer brand to the
expectations of digitally native talent. In addition, the study reviews the position of the HR
professionals as brand custodians working in collaboration with the marketing functions to
present congruent and genuine employer brand messages.

The main conclusions are that successful employer branding in the digital age demands that
the HRM practice is mixed with marketing concepts such as segmentation, targeting, and
engagement. Organisations that manage to align their employees Hr practices with those of
the external employer brands are more likely to access quality talent and have a competitive
edge in the labour market. The article adds to the knowledge base related to employer
branding as a strategic human resource management instrument and provides practical
ramifications of the organizations aiming to enhance their appeal to talents using digitally
enabled branding programs.

Keywords: Employer branding; Strategic human resource management; Digital recruitment;
Talent attraction; HR marketing; Organizational reputation; Social media recruitment;
Employee value proposition; Employer brand communication; Digital HR practices

Introduction

The modern digital economy has allowed organizations to realize the importance of hiring
and retaining talent employees in a growing manner as important as customer acquisition.
Competition among skilled professionals has been increased due to the changes occurring in
labour markets brought about by the accelerated pace of technological growth, globalization
and the fluctuating workforce demands. On this regard, employer branding has become a
strategic resource, which crosses the conventional human resource management (HRM)
practices and stands firmly in line with marketing principles. Employer branding is the
strategy of marketing an organization as a place to work to present or provide information
about its values, culture, work setting, and career to its employees and potential employees.
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The employment of employers has been transformed to a greater extent by the digital era.
Jobs seekers have been enabled by social media, corporate websites, online job portals, and
employer review sites to have unparalleled access to information about organizations.
Subsequently, the views on the employers are no longer formed based on internal HR policies
but rather heavily affected by external digital communication and narration. This change has
promoted the use of marketing-focused strategies in HRM strategies such as brand
positioning, audience segmentation, and value proposition development in order to maximize
talent attraction.
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The marketing perspective on employer branding allows organizations to make a strategic
management of their employer value proposition (EVP) and ensure that they communicate it
consistently via digital platforms. The combination of HRM and marketing can assist firms to
stand out in a competitive talent market, credibility and trust, and also involve the potential
hires in a more productive manner. In addition, employer branding that is digitally driven
helps in the two-way communication that enables the organizations to hear the expectations
of the candidates and modify their HR practices accordingly.

The paper under consideration is an exploration of the employer branding as a type of
marketing; however, it particularly covers the HRM strategies in attracting talents in the
digital age. It attempts to examine how companies use digital platforms and marketing tactics
to enhance their employer brand and to gain sustainable competitive advantage by using
human capital.

Background of the study

With the current competitive and globalization of labour market, organisations are struggling
with the continuous problem of attracting, engaging and retaining quality talent. The nature
of employment relationships was altered in the most dramatic way due to the rapid
technological development, digitalization of the workforce, demographic changes, and
modifications to the expectations of the employees. The old ways of recruitment that used job
adverts and employer ratings as the main means of attracting talent is no longer adequate to
attract a digitally savvy workforce that will first analyze employers before seeking jobs.
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Employer branding in this case has become a strategic instrument of paramount importance at
the cross point of human resource management (HRM) and marketing.

The concept of employer branding can be defined as the process by which companies build
and convey a particular and appealing image to existing and prospective workers as an
employer. In contrast with traditional HR practices which revolve around managing internal
workforce, employer branding uses the concepts of marketing like value creation, branding,
and target communication to shape how talent perceives them. The emergence of online
platforms, such as social media, career networking platforms, employer review platforms,
and company career sites, has contributed further to the significance of employer branding, as
organizational culture, leadership behavior, and employee experience are now very visible to
the outside world.

Digital age has changed the way potential employees seek jobs, evaluate their employers, and
the way they make career choices fundamentally. Applicants are becoming more dependant
on the internet, reviews, employer stories, and social media content to consider organizational
plausibility and organizational cultural alignment. This has seen employer branding move
beyond being a tangential HR process to become a strategically-oriented marketing-focused
operation that influences the success of talent attraction efforts. When organizations manage
to integrate their HRM practices with coherent and genuine employer brand messages, they
are in a better position to recruit skilled professionals, especially the millennials and
generation z generation since they consider organizational purpose, flexibility, inclusivity,
and career development opportunities very significant.

Under the HRM perspective, employer branding is an integration of internal practices,
including employee engagement, leadership style, learning and development, work-life
balance, and organizational values, and external communication practices. Such a fit will
make sure that the employer value proposition shown to the market matches the experience of
the employee, which will increase the credibility and minimize the talent mismatch. The
employer branding when well-managed leads to better recruitment efficiency and also
enhances commitment among employees, low turnover, and organizational performance in
the long run.

Although employer branding is gaining attention as a strategic priority, most of the
organizations still consider it as a transient recruitment or promotion process, but not the
integration of HRM and marketing. Further, there is a dearth of empirical research that
studies employer branding in a marketing perspective, especially in the digital platform and
technology driven talent market. It is necessary to systematically research the role of HRM
strategies that could be supported with marketing principles and digital tools in the creation
of a robust employer brand that could help attract and retain staff in the fast-paced
employment environment.

It is against this background that the current study majors on the employer branding, as a
marketing approach with a particular concern on the role of HRM strategies in attracting
talents during the digital age. The study aims to advance the insights into the connection
between the notions of HRM practices, marketing communication, and digital engagement by
examining the potential connection between the two and the ways of the strategic placement
of organisations as the employers of choice in the modern labour markets.

Justification

The business world today is more competitive and digitized than ever before, and in the
labour market, the attraction and retention of high-quality talent has become an important
strategic consideration of today’s business organization. Conventional recruiting methods can
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no longer attract a workforce that is well informed, digitally connected, and conscious of
organizational culture, purpose and reputation of the employer. Here, the issue of employer
branding has been seen as a potent strategic instrument, which not only makes organizations
the places to work in, but also as the brands, which need to be marketed in the most effective
way to future talent.

This study is justified by the fact that there has been an increasing convergence of the Human
Resource Management (HRM) and marketing concepts in talent acquisition. When taken as a
marketing operation, employer branding uses online job portals, social media, employer
review websites, and digital platforms to promote the value proposition of an organization to
its potential employees. Nevertheless, most organizations find it challenging to match the
HRM strategies with the marketing methods in a logical and coherent way to achieve the
fragmentation of the employer brands and lowering the efficiency of attraction of talents.

In addition, online age has changed the way candidates conduct themselves. People are
becoming more dependent on online content, peer review and company online presence as
their evaluations of employers. This change requires a better insight as to how HRM
strategies, including recruitment communication, employee value propositions and
organizational culture representation can be strategically sold using digital channels.
Although this phenomenon is increasingly topical, there is still a lack of scholarly work
analyzing employer branding as a marketing role of HRM, especially in the emerging and
dynamically developing workforce markets.

The study is also warranted by the fact that it is expected to respond to the practical
challenges confronting the organizations such as the excessive competition among talents,
shortage of skills, and dilution of employer brand in the cyber environment. The study, by
addressing the issue of employer branding in the lens of marketing, provides essential
information on how organizations can create integrated HRM practices that would make them
more visible, credible, and attractive to potential applicants. It is believed that the findings
will be useful both in theory and practice as they will close the gaps between the HRM and
the marketing disciplines.

Lastly, the research is important to academicians, HR practitioners and organizational leaders
since it offers an organized perception to employer branding as a strategic resource in the
digital age. The study helps to make better decisions on talent attraction strategy and provides
the basis of creating sustainable employer brands that help to meet organizational objectives,
as well as the changes in workforce expectations.

Objectives of the Study

1. To analyze the notion of employer branding in terms of marketing and its
applicability in the human resource management of the present day.

2. To examine how digital channels and technologies can be used to build employer
brand perceptions among prospective job seekers.

3. To determine the major HRM practices that are applied by organizations to recruit
talent via employer branding practice in the digital age.

4. To analyze the effect of online employer branding activities on job seekers attitude,
intentions and application decisions.

5. To investigate how marketing principles, i.e. the value proposition, communication

and brand positioning, can be integrated into employer branding practices.
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Literature Review

The employer branding concept has become prominent within the last 20 years when
organizations have realized that they need to market themselves as not only manufacturers of
goods or services but also as organizations that are worth working in. The concept of
employer branding was formed at the convergence of human resource management (HRM)
and marketing due to the demands of acquiring and retaining talents in a very competitive
international labour market. Backhaus and Tikoo (2004) define employer branding as the
attempt by the firms to share their culture, values, and benefits with their current and
potential employees, and by doing so, equate the internal HR activities with the external
market perceptions of the company. This literature review examines the role of employer
branding as a talent attraction marketing strategy in the digital era by summarizing the studies
on theoretical framework, strategic processes, digital technologies and measurement results.

Foundational Perspectives on Employer Branding:

The conceptual background to employer branding can be traced to a work by Ambler and
Barrow (1996) who developed the concepts of employer branding as a derivative of the
corporate branding concepts fitted in an employment setting. They state that powerful
employer brands generate psychological and economic worth to the staff and employer. This
viewpoint emphasizes the duality of the employer branding as both a marketing process to the
outside labour markets and as fostering organizational identity (Ambler and Barrow, 1996).
Based on this, Backhaus and Tikoo (2004) synthesized the concept of employer branding in
the wider literature of HRM. They focus on the fact that employer branding closes the
internal HR recruitment and retention operations and the marketing practice in the external
environment through a strategic control of the reputation of the firm as an employer. Some of
the key points in their work are the emphasis on the comprehensive communication strategy,
which can be used to convey the real experience of employees, corporate values, and career
growth.

Employer Branding and Strategic Human Resource Management:

The strategic Human Resource Management (SHRM) views employer branding as a
competitive advantage to the organization. Research also holds that employer branding
cannot be considered as an independent communication activity but it has to be completely
combined with HR policies, recruitment strategies and performance management systems
(Edwards, 2010). Lievens and Slaughter (2016) will suggest that the brand strength of an
employer impacts the perceptions of job seekers regarding the organizational attractiveness,
and these perceptions will subsequently impact application intentions and quality of pools.
The impact of the employer branding on applicant behaviour and employee retention is the
focus of the research. According to Cable and Turban (2001), job seekers tend to apply to
companies with great employer brands because the perceptions of attractiveness decrease the
perceived career risk. In the same fashion, Collins and Stevens (2002) informed that branding
of the employers can reduce the duration of recruitment processes because the rate of job
offer acceptance is high mainly where the brand messages are appealing to the values of the
candidates.

Employer Branding as Marketing Communication:

The employer branding is being discussed in the literature more and more in terms of the
marketing communication theory. According to Berthon, Ewing, and Hah (2005), employer
branding, to a great extent, imitates the consumer branding patterns, in terms of value
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propositions, brand personality, and emotional response. Similar to consumer brands,
employer brand must be consistent, clear, and relevant to its target audience in this case, job
seekers, and other potential employees.

The central messaging strategy that Mosley (2014) states in their qualitative study is the
importance of employer value propositions (EVPs). EVPs capture the benefits the
organization brings to its employees as an inverse of their skills and contributions which can
include career development, fit in the organization, compensation, and work life balance.
EVP is essential in creating a distinction between an employer and its competitors and is one
of the key themes of employer branding studies.

Digital Transformation and Employer Branding:

The era of the digital world has changed the way employer branding is expressed and done.
Online review sites, employer review sites like Glassdoor, social media and employer
websites have emerged as critical channels through which the employer brand is spread
(Keller, 2016). The story is no longer managed by organizations in a digital space, as the
voices of employees, online reviews, or user-generated content are quite influential regarding
the reputation of the employer.

Online interaction improves the level of transparency and enables organizations to access
wider talent pools more effectively. As an example, HR teams promote the culture of the
workplace, employee testimonials, and meet the job seekers at recruitment events through
Twitter, LinkedIn, and Instagram, which promotes two-way communication (Sullivan, 2018).
Digital analytics also help the HR professional to gauge the engagement rates and how best to
optimize content strategies on the fly.

Nevertheless, there are also challenges of the digital age. The amount of transparency is high,
and therefore bad employee experiences when distributed over the internet can have a
harmful impact on an employer brand. In turn, trust and credibility cannot be established
without organizations implementing genuine and receptive online communication initiatives,
rather than well-polished marketing messages (Kucherov and Zavyalova, 2012).

Employer Branding and Talent Attraction Outcomes:

Empirical research continuously shows that the high-ranking employer branding correlates
with better recruitment and retention rates. Lievens and Highhouse (2003) show that the
strength of employer brand enhances perceived fit between values of the candidate and
organization culture which positively affects their attraction to an organization. This
perception of fit has become especially relevant in the context of millennial and Gen Z job
applicants who value the correspondence to the organizational purpose and culture rather than
the conventional pay schemes (Russell, 2014).

Additionally, a study by Edwards (2013) suggests that employer branding minimizes turnover
intentions and boosts employee engagement and this leads to a stronger internal talent
pipeline. Employer branding as a strategic aspect of talent management was found to enhance
organizational commitment and staff advocacy, which enhances brand reputation again
externally.

Gaps and Emerging Directions:

Although it is widely researched, there are still gaps in comprehending the work of employer
branding depending on various industries and cultures. There are limited researches on the
ROI of employer branding programs in the long term and especially on terms of productivity
and organizational performance. Also, with remote and hybrid work models becoming the
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norm, more studies are required regarding the ways that employer brands can communicate
the value of workplace flexibility and digital collaboration (Backhaus & Tikoo, 2020).

New studies also investigate Al-generated employer branding, i.e. incorporating chatbots,
personalized digital campaigns, and predictive analytics to better target segments of talents
(Rynes, 2021). The innovations demonstrate the changing sophistication of employer brand
in a digitally mediated labour market.

Material and Methodology

Research Design:

The current research takes a descriptive and analytical research design to investigate the role
of employer branding as a strategic marketing activity in the human resource management
during the digital age. The study is conceptual in nature which is evidenced by the use of
empirical evidence in examining the use of digital platforms, branding strategies and HRM
practices by organizations to attract potential talent. The design will allow the study to detail
the existing employer branding practices in a systematic manner and determine how
effectively they impact perceptions and intentions of job seekers.

Data Collection Methods:

The study uses both primary and secondary sources of data.

o Primary Data: The primary data is gathered using a structured questionnaire, which
will be given to the employees, HR professionals and job seekers. The questionnaire aims at
the perceptions of the employer branding, utilization of digital platforms, employer value
propositions, and their impact on talent attraction.

o Secondary Data: Secondary data will be collected based on published research articles,
academic journals, books, HR reports, company websites and online employer branding
campaigns, and online professional resources, LinkedIn in particular. The sources offer
theoretical basis and situational insight of employer branding in the digital space.

Inclusion and Exclusion Criteria:

. Inclusion Criteria:
Employees currently working in private or public sector organizations
HR professionals involved in recruitment or employer branding activities
Job seekers actively using digital platforms for employment opportunities
Organizations with visible digital employer branding initiatives

Exclusion Criteria:
Respondents with no exposure to digital recruitment platforms
Organizations without structured HRM or employer branding practices
Incomplete or inconsistent questionnaire responses

These criteria ensure the relevance and reliability of the data collected for the study.

® O O O O

O O O

Ethical Considerations:

There was adherence to ethical standards during the research. The respondents were required
to participate in the survey on a voluntary basis, and they were made aware of the study
objective. Personally identifiable information was not gathered and, thus, ensured
confidentiality and anonymity of participants. The information gathered was only used to
carry out academic tasks and all the secondary sources were credited adequately to prevent
academic dishonesty.
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Results and Discussion

Results:

The paper has discussed how employer branding is the marketing role and how it affects
talent attraction in the digital age. A total of 210 respondents including HR professionals,
recruiters and job seekers of service and technology-based organizations were used as
primary data. The data analysis was performed in terms of descriptive statistics, correlation
analysis, and regression analysis.

Table 1: Demographic Profile of Respondents

|Variable|| Category ||Frequency||Percentage|
| Gender || Male || 112 || 53.3 |
| || Female || 98 || 46.7 |
| Age || 21-30years | 74 | 352 |
| | 31-40years | 96 | 457 |
| | AbovedOyears | 40 | 191 |
| Role || Job Seekers || 88 || 41.9 |
| || HR Professionals || 74 || 35.2 |
| ||Recruiters/Managers|| 48 || 22.9 |

Interpretation:
The data on respondent profile demonstrates that there is sufficient representation of both the
talent supply (job seekers) and the talent demand (HR and recruiters), which allows
developing a balanced view of the perceptions of employer branding.

Table 2: Descriptive Statistics of Employer Branding Dimensions

| Dimension ||Mean||Standard Deviati0n|
| Digital Employer Presence || 4.21 || 0.62 |
|Organizational Culture Communication” 4.08 || 0.71 |
| Employee Value Proposition (EVP) || 4.15 || 0.66 |
| Social Media Engagement || 4.34 || 0.58 |
| Career Growth Visibility || 4.02 || 0.73 |
| Talent Attraction Effectiveness || 4.26 || 0.60 |
(Scale: 1 = Strongly Disagree to 5 = Strongly Agree)

Interpretation:

Mean values are high in all dimensions, which means a very positive perception of employer
branding initiatives, particularly digital presence and involvement in social media, as they
become more and more significant in terms of attracting talents.

Table 3: Correlation Between Employer Branding Dimensions and Talent Attraction

| Variable ||Talent Attracti0n|
| Digital Employer Presence || 0.68** |
|Organizational Culture Communication” 0.61%** |
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| Variable ||Talent Attracti0n|
| Employee Value Proposition || 0.66** |
| Social Media Engagement || 0.72%* |
| Career Growth Visibility || 0.59%* |

Note: Correlation is significant at 0.01 level

Interpretation:

The dimensions of employer branding are all positively correlated with talent attraction with

a strong and significant relationship. The greatest correlation is observed in social media

engagement where its marketing-like capability in persuading potential candidates is seen.
Table 4: Regression Analysis: Impact of Employer Branding on Talent Attraction

| Predictor Variable ||Beta (B)||t—value||Significance|
| Digital Employer Presence || 0.24 || 4.12 || 0.000 |
| Employee Value Proposition || 0.21 || 3.78 || 0.001 |
| Social Media Engagement || 0.32 || 5.64 || 0.000 |
|Organizati0nal Culture Communication” 0.17 || 3.02 || 0.003 |

Model Statistics:

. Rz=0.58

. F-value = 71.36 (p <0.01)

Interpretation:

The regression model accounts 58 percent of the variation in attraction of talents, which is
strong predictive power. The most powerful aspect was that of social media interaction,
which supports the assumption that the employer branding has become too close to digital
marketing.

Discussion:

It is evident that employer branding is a powerful marketing instrument in the digital age as
illustrated in the findings. Companies that post their values, culture and career opportunity
online have much talent attraction.

The high impact of social media interactions suggests that the traditional approach to
recruitment advertising will shift to the interactive brand narration where the applicants will
judge the employer in the same way as customers judge the brands. This helps support the
rising opinion that HRM and marketing are convergent functions.

The popularity of Employee Value Proposition (EVP) means that job applicants are not
interested in the compensation only; they are interested in meaningful work, promotion
opportunities, and purpose of the organization. The digital channels intensify these messages
and therefore authenticity is a key success factor.

Moreover, the high importance of the digital presence of the employer implies that potential
employees are initially exposed to the company websites, online career portals, and employer
review sites as the primary source of the brand contact. A low or erratic online image can
hence decrease the appeal of organizations.

On the whole, the findings confirm that successful attraction of talent is impossible without
strategic alignment between HRM practices and digital marketing principles. The
organisations unable to regard employer branding as a long-term brand-building operation
and more of a short-term recruitment operation achieve sustainable competitive advantage in
the labour market.
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Limitations of the study

Although the study provides significant information about the role of employer branding as a
marketing-based HRM strategy in the digital age, it is limited to a number of reasons.

To begin with, the research is mainly based on secondary data sources that include the
academic journals, industry reports as well as publicly available organizational materials.
Although these sources give a general idea of the practices of employer branding, it might not
be an adequate representation of a dynamic and fast-changing digital platform and talent
engagement methods.

Second, the study is on generalized employer branding approaches and does not deal with
industry and region specific differences in detail. The effectiveness of employer branding
initiatives might vary depending on the differences between the organizational culture, labour
market conditions and digital adoption rates within industries and geographies which are not
adequately covered in this study.

Third, the research focuses on the view of organizations and HR practitioners and there is a
small direct contribution to the study by job seekers or employees. Therefore, it is possible
that the results are not a full picture of the way employer branding messages are construed,
understood, or appreciated by potential applicants in actual recruitment situations.

Fourth, the discussed digital tools and platforms like social media, employer review sites, and
career portals change in a technological aspect constantly. Depending on changing time, the
applicability of the findings might be limited because platforms and strategies that might be
relevant at certain times may become irrelevant.

Lastly, the research fails to quantify the direct effects of employer branding programs using
empirical data on recruitment in terms of hiring quality, employee retention, employee
performance. The lack of main quantitative analysis restricts the possibility to define the
causality between strategies of employer branding and the consequences of attracting talent.

Future Scope

The study of Employer Branding as Marketing: HRM Strategies to attract talent in the Digital
Era has left a number of interesting prospects to explore in future as organizations keep up
with the fast technological and labour transformations. Although the current study is centered
at the current practices and current outcomes, research in the future can make a tremendous
contribution in the theoretical knowledge and practice in this field.

To begin with, other researchers can examine how the emergent digital technologies (e.g.
artificial intelligence, data analytics, virtual reality, and automation) will affect the employer
branding approaches. Research can look into the effect of Al-enhanced recruiting devices,
candidate-specific emblem branding promotions, and predictive analytics on employer
appealingness and applicant choices in various sectors.

Secondly, comparative and cross-cultural studies are possible. The employer branding
perceptions differ by the country, culture and also the labor markets. Research in future
would be able to compare employer branding in developed and developing economies, or
regional variations in digital employer branding efficacy, to offer globally helpful
information to multinational organizations.

The other direction is the changing expectations of the future employee. As the first-
generation Z and other cohort join the labour market, future researchers will be able to
evaluate the extent to which their values, including purposeful work, flexibility, diversity,
inclusion, and sustainability, transform employer branding discourse. Longitudinal research
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would be able to have an understanding of how the employer branding strategies will have to
change with time to be relevant.

The study can also be conducted in the future to investigate how employee advocacy and
internal branding can enhance the employer brand credibility. Research on how employees
can be brand ambassadors using social media and professional network may provide more
information on the relationship between internal HR practice and external employer brand
communication.

Moreover, researchers can further the study to the industry-specific employer branding tactics,
especially in the technology, healthcare, education, and gig-based industries. The sector-
based research would assist in determining customized HRM and marketing strategies that
would meet the exclusive talent gaps and workforce dynamics.

The ethical and governance aspects of digital employer branding can be researched as well.
Further investigation can be done on the areas of transparency, data privacy, authenticity and
the actual threat posed by inflated or distorted employer branding in online resources, as part
of responsible HRM and sustainable talent management behaviours.

Lastly, the proposed studies in future can employ mixed-method and experimental research to
quantify the direct effect of employer branding efforts on recruitment, employee retention,
engagement, and employee reputation. This empirical evidence would enforce the HRM-
marketing strategic combination in talent attraction frameworks.

Conclusion

The research has illustrated that employer branding has developed beyond a conventional
human resource role and currently, it is a strategic marketing process that directly affects
talent attraction in the digital age. In organisations where the competition is getting more
transparent and technology based in the labour markets, how they present themselves as
employers is now as significant as how they sell their services or products to customers. The
employer branding determines the attractiveness of an organization and hence the employer
perceptions are formed by digital platforms, social media, employer review sites, and
corporate career pages, which are all significant factors in the perception of organizational
culture, values, and employee experience.

These results indicate that the employer branding process should be tightly integrated with
the HRM strategies and marketing postulates. Regular employer value propositions, authentic
storytelling and employee generated content are important in creating credibility and trust
between potential applicants. In addition, when companies combine data analytics, digital
engagement tools, and personalized communication, they will be more likely to find and
recruit qualified talent. The paper is also keen to note the essence of internal fit because a
high-quality external employer brand can only be maintained when it demonstrates authentic
experiences among employees and when it portrays favourable HR behaviours.

The digital age has transformed employer branding into a two-way process of communication
and a dialogue with the current and potential employees and makes employer branding a
continuous process. Companies that effectively manage this relationship have better chances
of improving their image, decreasing the cost of recruiting workers and getting talent that fits
in their long run objectives. Thus, considering employer branding as a marketing practice,
and backed up by the effective HRM strategies, becomes an essential tool that the
organization will use to gain competitive edge in talent acquisition and retention.
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