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EXECUTIVE SUMMARY

Theworld of work has dramatically transformed in just over ayear, but some thingsremainsame in 2022
The job benefitsthat attracted talent to organizations before the pandemic continue to be important to work
ingage adultsaroundthe world. However, some of these attributes are increasingly critical inamore remot
e global workforce. We know that remote working arrangements broadly expanded since the onset of CO
VID19tendtoresultingreater talent loyalty. Employer brand research 2022, global report Overall, workf
orceallegiance hasalsoimproved based on the strong handling of the crisis by mostemployers, asthe num
berwho approve of their organization’s actions vastly outnumber those who don’t. This isgood news for t

he employer brand of many organizations.

Throughout the pandemic, concerns about workforce stress and safety, layoffsand diminished job oppo
rtunities have persisted throughout many organizations. Will these forces, exacerbated by the pandem
ic, affecthow companiesare perceived? Howwill the global crisis change the way employersattrac
tgreattalent? Will the top motivations for switchingemploymentchange? Questionssuch asthesea
reincreasingly critical asgrowing economies once again grapple with talentscarcity. Surprisingly, despi
teall the upheaval that COVID19 has thrusted upon the global labor market, talent preferencesremainm
uchthe same. The factor mostappealing aboutanemployer is its salary and benefits offering (cited by 62

%), followed by agood work-life balance (58%) and job security (56%).

Similarly, due to massive layoffs since last March (2021), amajority of survey respondents consider jo
b security tobe an essential quality of an ideal employer. Thisconcern may be one reason more working
ageadultsare logging longerwork hours. Furthermore, job insecurity has led to increased symptoms of
depressionandanxiety, according to one study. As these two issues have grown more consequential fo
remployers, they also presentan opportunity to showcase effective policies that support the workforce

intheseareas, which helpsto bolsteremployer brand
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1. INTRODUCTION

Inlightofaneverincreasing global talent shortage,organizations are seeking comprehensive strat
egiestoattractand retain potential and currentemployees. Urgency of this situation isevidenced b

yarecentglobal study indicating that, across more than 37,000employersin42 countries, over one
third reported talent shortages in 2014 the highest percentage in seven years. At the intersection of

human resource management (HRM) and brand marketing, employer branding has been proposed
asan effective organizational strategyto differentiate from competitorsand gain acompetitive adv
antage inthe labor market. Thus,employer branding isseenasaprime approach for respondingtor
ecruitmentand retention challenges. The inherent multidisciplinary nature of employer branding

has led toabroad view of the phenomenon.Simultaneously, it hasengendered heterogeneous conc
eptualandempirical approaches and directions(Edwards 2010). Hence, we witnessadispersed int
erpretation of constructsand applications inthe scholarly discourse around employer brandingwit
houtaunified understanding. More thanten yearsago, Cable and Turban (2001, p. 118) noted that

past recruitment research has been labeling similar concepts by different names, and has been label
ing differentconcepts by the same name’. Unfortunately,thisisalso true foremployer branding res

earchtoday.

Itisimportanttodistinguish two termsinemployer branding research: ‘employerbrand’ and ‘emp
loyer branding process’.Inafirstattempt to examine synergies between HRM and brand marketin
g, Amblerand Barrow (1996, p. 8) describe the employer brand as the ‘package of functional, econ
omicand psychological benefits provided by employment, and identified with the employing com
pany’. The specific association of the employment offer with afirm isemphasized inawidely cited
definition by Backhausand Tikoo (2004, p. 502), who state that ‘the employment brand highlights
the unique aspects of the firm’s employment offerings or environmentandisaconcept ofthe firmt
hatdifferentiates it from its competitors by attracting, motivating, and retaining the firm’s currenta
nd potential employees’. These unique criteriaof the employment offer, or the ‘package of reward
features oremployment advantages and benefits offered toemployees’, are often referred toas the*
employer value proposition’. Incontrast, ‘employer branding describes the process of buildingan
identifiable and unique employer identity’ or, more specifically, ‘the promotion of aunique and att

ractive image’ asanemployer
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Inthis process, marketing principles are applied to manage organizations’ tangible and intangible
employmentofferingsthrough, for example, communication campaigns ‘to raise awareness and st
rengthen associations betweenthe brand and desirable at-

tributes’. Although the em3ployer brand s, technically speaking, merely anidentifier (e.g. name, |
0go),all brand related information isactually stored and summarized under the construct of ‘empl
oyer(brand)knowledge’, consisting primarily of ‘employer familiarity’, ‘employerimage’ and ‘e
mployer reputation’(Cableand Turban 2001). The added value of favorable employee response to
employer knowledge isgenerally expressed as ‘employer brand equity’ or ‘recruitment equity’ in

apre-employment context.

1.1 Background and Problem Statement

In recent years there has been a labor war.for.for.the challenges of aging and the lack of talent in t
he changing industries, especially IT. Therefore, employer marketing has become an emerging top
ic that draws special attention to large companies in Finland as a viable solution to the talent short

age. As a result, there are various studies on this subject in large companies.

However, there are a few studies that show a clear relationship between SMEs and Employer Bra
nding. Questions such as “Can employer's branding work for SMEs?” or “Could employer's brand
ing be a concern for SMEs?” have been raised, yet their responses are still limited. Notable resear
ch in this field is a master's thesis from the University of Aalto, where the author, Simonen Aleksi
, 1s studying for a position in Employer Branding at Major Finnish Companies. It was a test case a
s the Employer Branding study is still limited.

This study aims to explore the link between Employer Branding and SMEs, especially SMEs in th

e IT industry. The research base will be based mainly on the areas of Corporate Brand,

1.2 Purpose of research and inquiries
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Based on the local business environment in the IT industry, and the Employer Branding theory fra
mework, this study aims to study the role of Employer Branding in SMEs in the IT industry. The

purpose of the research is achieved by finding the answers to the following key questions:

* RQ1: What is the impact of Employer Branding on students' decision to work for SME?

« RQ2: What attracts graduates to a job search?

« RQ3: From what source do students build the idea of their employer's name?

« RQ4: What is a student career orientation after graduation?

1.3 Scope of the study

Within this study, Business and IT students studying at DTU, New Delhi were considered the mai
n objectives of the study. According to the European Commission, the name SME is made up of t
hree types of companies based on their size and profitability. Medium sized companies are those t
hat employ less than 250 people and have a turnover of less than EUR 50 million. Smaller compa

nies employ less than 50 people and have a turnover of less than EUR 10 million. Companies wit

h smaller sizes, most of all types, employ less than 10 people and have a turnover of less than EU
R 2 million. The scope of this study is limited to Small and Medium Enterprises. Therefore, the ter
m 'SME" has now been referred to by small and medium sized companies

operating in the IT industry.

The main purpose of the study was to explore the role of Employer Branding in SMEs in the IT in
dustry. The general scope of branding is very broad which includes the internal characteristics of t
he companies as well as the external characteristics of the business environment. Therefore, under
standing the expectations of potential employees is an important step in making a successful empl
oyer's brand. Therefore, the study will take into account the expectations of potential employees, s

uch as Business and IT students, for IT SMEs.
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2. Literature Review:

The conceptofemployer branding which has been increasingly popular since the 1990s meansint
he simplesttermsthe perception by the existing and potential employees of the company as the best
place towork for. Employer branding has become crucial for many organizationsasthey all are ke
entoattract, develop andretaintherighttalentin their organization. Employer branding needsto at
tractand communicate to both potential employees and existing employees the attractive employe
evalue propositionthey have built. Astrong internal aswell external branding by organizations he
Ipsthemtoinfluencethe employees’ delivery of promised brand with the assumption of employee

sbeing satisfied with the organization (Kaur & Syal, 2013).

Intoday’seraofboundary less, technology driven, rapidly changing business environment, one of
the major corporate challengesisto meet the increasing demand for executive talent. The survival

and success of organizations depend upon the quality of itsworkforce who can face the above chall
enges. Chiuetal., (2020) defined employer branding isan approach used by different companiesto
maintain their currentemploymentand attract individualsto join the company. The practitioner an
dacademicresearch have highlighted that developing effective employer branding strategies can

provide astrategic advantage to the firm by developing engaged employees who are loyal and com
mitted tothe firmand work towards achieving the superordinate objectives of the firm (Wildeneta
I.,2010). Biswas & Suar (2013) defined employer branding to managing employer employeerelat
ionships. Itincludesthe employee’s employment experience right from the start of the relationship
inordertofacilitate the retention of talented workforce. Bussin & Mouton (2019) defined employ

er branding asamanagementstrategy for retaining currentemployees & attracting the right talent.

Whiletraditionally, branding efforts focuses towards development of corporate and product brand
saccording to consumer perspective. The limitation and restriction for branding isno longer opt fo
rproductsonly. Inthe past, organizations used branding effortsto promote their productsand servi
ces, recently branding strategies applied in human resource management, even organizations reso
rting to branding for attracting and retaining the best talent. Organizations realized that the appropr

iate way to become attractive inemployment market is by having strong, distinguishable and clear
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employer brand (Chhabra & Sharma, 2014; G6zikara, 2016; Kucherov & Samokish, 2016). Rese
archalsoshowed thatthe overall image and impression of the Feedforward: Journal of Human Res
ource Vol.1,No. 2, September 2021 Faculty of Economics and Business Pelita Harapan Universit
y 106 organizations inemployees mind determinesalot of organizational outcomes, such as retent
ion, employee engagement, loyalty, and better talentattraction (Canhoto & Kietzmann, 2013). Ka
ur & Syal (2013) concluded that an effective employer brand is essential for satisfying its existing
workforce. Another finding result from Gozilikara (2016) also concluded that organizations can off
er career opportunitiesand promotions, supportacreative and innovative environment, conduct so
cial responsibility projects, and provide above average financial packagestotheiremployeestobu
ildastrongemployer brand, which inturnwould enhance citizenship behavior. Jain & Bhatt (2015
) stated that efficientemployer branding enhance employee satisfaction and theirwillingnesstore
main loyal totheir organization. Companies with higher involvementinemployer brandingare ge
nerally well managed and have employees who are motivated, continually learning, and growing.
Fromthe above definitions, it can be concluded thatemployer branding isanapproach developed b
yorganizationfor retaining currentemployees and attracting potential employees. The purpose of
thisarticleistoreviewthe literatures on outcomes of employer branding. The article integrates the

existingworks of literature inthe areaand helpsto identify the outcomes of employer branding.
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3. EMPLOYERBRANDINGASANINTERSECTION OF MARKETING ANDHUMAN
RESOURCE MANAGEMENT

3.1 Marketing

3.1.1Brand, Brandingand Brand Equity

The understanding of Employer Branding, the main topic of thisresearch, requires in depth understandi
ng of the subjects of brand, branding and brand equity. As the study progressed, the relationships of thos
e fundamental subjects will be further discussed.

According to American Marketing Association (Aurand etal. 2005) and Keller (2008), abrandisacons
equence of creatinganewname, logo, symbol, design or combination of them for anew product. Brand
isstructured by brand attributes, which differentiate one brand from another brand. The establishmento
fabrand would generate the values of awareness, reputationand prominence inthe marketplace. The ob
jective ofthose elementsisto identify the goods and services and to distinguish them from the competito
rs. Aaker (1991) further points out thatabrand would protect the product frombeing identically produce
d by the competitors.

Wheeler (2013), however, defines brand inamore simple word: within the abundance of choices in the
market, abrand should be highlighted asanemotional connection that creates lifelong relationships wit
h customers. The success of abrand depends vastly on how customers perceived itand the affection they
have for it. The success of abrandisachieved throughadisciplined process that involves building brand
awareness and extending customer loyalty. This process requires strong commitment from the compan
y’sleaders. Furthermore, branding isabout giving reasons for customer why they should choose thisbra

nd instead of another one. Thus, leveraging branding isa prerequisite to successinbranding.

Apartfromvalue of the product or service, the brand of that product or service hasacommercial value

itself. This value isderived fromthe perception of consumers using the product of that brand. In marketi
ng terminology, the value of abrand isconstruedas ‘brand equity’. Aaker (1991), aleadingauthor inbra
ndstudy, categories brand equity into five brand assets including brand loyalty, brand awareness, percei

ved quality, brand associations and other proprietary assets.
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Fromthe customer perspective, brand equity is the subjective and intangible assessment of customers to
wardsthe brand. Accordingto Keller (2008), thisassessment isaccessed individually and s ‘above and

beyond itsobjectively perceived value’.

This partof the research discusses brand to the extent of productand service. The broader discussion ofb
rand suchascorporate brand oremployer brand is facilitated in the following parts, after the foundation
ofbrand hasbeen laid inthispart. Asarecap, brand isaname, logo, symbol, design orany intangible obj
ectthatisstuck toaproductorservice. The production of identical products from competitors would be
challenging by the presence of the brand, as the brand represents the source of the product. Thus, the br
and protects both customers and producers. Every brand has its own equity namely brand loyalty, brand
awareness, perceived quality and brand associations. The strength of abrandis summoned up by variou

sbrandingactivitiesand processes.

3.1.2Corporate Brand

Corporate brand, according to Balmer (2001), isameans for corporate to deliver characteristics of corpo
rate identity towards its internal and external stakeholders. As corporate brand involves innerand outer
parties, there are gaps between how the organisation illustratesitself and how the outsiders perceive the
organisation. Balmer (2001), thus, describes corporate brand as ‘the interface between self portrayal an

dexternal perception’ of the organisation.

Inthe world of marketing, brand usually sticks with a product or service. Corporate brand, argued by Ug
gla(2006), however, ‘can be much more multidimensional by theirideology’. Balmer and Gray (2003)

refer thismultidimensional aspectas people, values, practicesand processes. Unlike branding initsgen
eral understanding, where customer based imagesare focused, corporate branding, according to Hatch
and Schultz (2008), contributes to the images of the whole organisation and all its stakeholders includin
gemployees, customers, investors, suppliers, etc. Therefore, every activity of the organisation regardle

ssoftimeor levelisconsiderably influenced by the corporate brand.

Thetopic of corporate branding is discussed inthis research since employer branding is the message insi
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decorporate branding, the employer branding activities are steered by the strategy of corporate brandig.
Whilethe target of corporate brandingaimsatabroader scope, the target of employer brandingis  limit
edtothe labour pool. Thus, the clear connection between corporate branding and employer branding ist
hey both serve asthe instrumentto convey the organisation’s message. Inthis way, employer branding f
allsunder the umbrellaof corporate branding and employer branding strategy should be associated with

corporate branding strategy.

3.2Human Resource Management (HRM)

Armstrong (2012) definesHRM as “a strategic, integrated and coherentapproach to the employment, de
velopmentand well being of the people working inorganisations’. Inanearlier study, Beer (1984) speci
fiesthat HRM involves management decisions that influence the relationship between organisation and
employees. Attending to more detail, Guest (1987) points out thatthe goal of HRM isto maximise the sh
ared valuesatthe workplace including organisational integration, employee commitment, flexibility an
dquality of work.

Servingasamain functioninevery business, HRM playsan integral role inthe success of the organisati
onintermsofitshuman capital (Armstrong 2012). Furthermore, Ulrichand Lake (1990) assertthat “HR
M systems can be the source of organisational capabilities thatallow firmsto learnand capitalise onthe

new opportunities”.

Inordertoattend eventual success of the organisation through people, HRM has been developed and has
beensuggested to be seenasasystem inwhichevery element of its functions should be ‘coherentand int
ernally aligned’ (Kepesand Delery 2008). The main functions of HRM include Organisation, Resourci

ng, Learningand Development, Reward Managementand Employee Relations.
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AlthoughHRM isabroadtopic concerning how organisations manage their workforce to achieve
their success, the scope of thisresearch only limitsto Recruitment, which isafunction of HR that i
nteracts directly with candidates, the potential employees.

3.2.1Recruitmentand Selection process

Recruitmentis one of the main functions of resourcing within HRM. Recruitment isintimately
connectedto Selectionasthey are both involved infinding and choosing the most suitable people
forthe joband organisation. Regarding Recruitmentand Selection, Armstrong (2009) illustratest
hatrecruitmentisthe whole process of attracting and catching sight of candidates that fit the job or
organisation. Thissuggests why Employer Branding, which is partially concerned with attracting
potential employees, is closely related to Recruitment. Selection, onthe other hand, isa stage withi
ntherecruitment processthat dealswith choosing the rightapplicant for the job. In otherwords, as
amainroleinresourcinghuman capital, the recruitmentand selection process consists of the funct

-ionssuchasidentifying, attracting and choosing suitable candidates (Beardwell 2004).

Thereview of Recruitmentand Selection process suggests thatalthough Employer Branding is not
clearly stated to belong tothis process, itis presumably believed that it has its own stance within Re
-cruitmentand Selection. Furthermore, Employer Branding isaboutattracting peoplein

the labour pool, whichisafunction of Recruitment. Thus, the theory review of Recruitmentand Se
lection helpsexplainthe role Employer Branding inthe world of HRM.

3.2.2 Strategic Human Resource Management

Strategy:

Inevery form of business, achieving particular organisational objectives gives organisations reaso
nstoexist. Thatiswhere strategy takes effectsas it clarifiesaway for organisationstoachieve their
goals. Inthatmeaning, Thompson and Strickland (1996) explain strategy as ‘the pattern of

actions managersemploytoachieve organizational objectives’. According to Armstrong (2011), s
trategy has two meaning, inwhichthe first meaning is to define the destination and the means to get
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to that destination. Withinthis first meaning, longer term goalsare defined and strategic planning i
scovered. The second meaning of strategy involves identifying the organization’s positioninthee
nvironmentitoperates. Thus, matching its ‘capabilities and resources to opportunities available in

the external environment’ isavital requirementwhen dealing with strategy.

Johnsonand Scholes (2008) describes this second meaning of strategy in other words: strategy sig
nifies ‘the directionand scope of an organization over the longer-

termideally, whichmatches itsresources to its changing environment, and in particular, to its mark
ets, customersand clients

tomeetstakeholders expectations’.

Strategic Human Resource Management (SHRM)

Asmentionedearlier, HRM is ‘astrategic, integrated and coherent approach to the employment, d
evelopmentandwell being of the people working in organisations’. Strategic HRM isregarded as
ahigher formof HRM whenitisnotonly limited to the well being of the people working in organis
ations butrather to fulfil the organisation’s goals. Accordingly, human capital isamajor source of
competitive advantage and the organisational goals are achieved through humanresources ofthe o
rganisations using the means of ‘integrated HR strategies, policies and practices’ Armstrong (200
6,2011,2012). Fromanother perspective, Schuler (1992) pointsoutthat SHRM is related to activit
iesthatenhance behaviour of individualsto ‘formulate and implement the strategic needs of the bu
siness’. Inother words, Storey (2009) refers SHRM as the way to manage employment relationshi

psto deliverthe best performance of human resourcesand, thus, to achieve the organization’s goal.

Inthe context of thisresearch, Strategic Human Resource Managementisregardedasathemetou
nderstandthe Resourced Based View, whichisastrategic approachtorecognise human capital as
aviable source of competitive advantages. The following parts provide in-depth understanding

of Resource-Based Viewand how itisintegrated to the domain of SHRM.

3.2.3Resource-Based View of Strategic Human Resource Management
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Thetheoryof RBV:

Resourcesofafirm, fromthe viewpoint of Barney (1991), are everything including assets, capabil
ities, organisational processes, know how, human capital, etc. thatempower afirmto formulate an
dutiliseacertainstrategy. Based on previous researches of (Williamson 1975), (Becker 1993) and
Tomer (1987), Barney (1991) categorises resources into three fieldswhich are physical capital res
ources, organisational capital resources and human capital resources. Interms of physical capital

resources, technology, plant, equipment, location and access to raw materials are considered.

Human capital resourcesaccount for training, experience, judgement, intelligence, relationships
and insight ofemployees. Organisational capital resources, on the other hand, consist of structure,
planning, controlling systems or relations between parties. Although listingaforementioned conc-
eptsasresourcesofafirm, Barney (1991) arguesthat notall of themare considered as strategic reso
urces. While several serve as crucial aspects for asuccessful strategy, some others are neutraland s

omeare evenimpediments.

Barney (1991) indicatesthat only resources with aset of particular attributes are regarded as comp-
etitive advantages. According to Barney (1991), resources of afirm might create sustained compet
-itive advantages whenitsresourcesare valuable, rare, in-

imitableand non substitutable. Withinthe Resource Based View (RBV), the firm’s resources serv
easthedriven force of competitive advantage and performance. Aresource isacompetitive advan
tage wheniteither exploits opportunities or reduces the firm’s own weakness. Inthe base of RBV, t
heresource is rare among the currentand potential competitors. Moreover, the resource is “imperf
ectlyimitable”, inwhichitischallenging for other firmsto accessifthey do notownthose valuable

andrareresources.

Lastly, the resource must be without strategically equivalent substitutes.

Furthermore, Barney (1991) differentiates between competitive advantage and sustained compet-
itive advantage by clarifying hisunderstanding between them: Afirmissaidtohaveacompetitive

advantage whenitisimplementing value creating strategy not simultaneously being implemented
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by any currentor potential competitors. A firmissaid to have sustained competitive advantage wh
enitisimplementing avalue creating strategy not simultaneously being implemented by current or

potential competitorsand whenthese other firmsare unable to duplicate benefits of the strategy.

Thisline of reasoning suggests arelation between Strategic HRM, Employer Branding and Resour
ce Based View. Moreover, itshould be interpreted in the way the resources are anindispensable p
artofstrategy. Discussingaboutthe rationale for resource basedstrategy, Grant(1991)arguesthat
“ theresourcesand capabilities of afirmare the central considerations in formulating its strategy:
they are the primary constants uponwhich afirm canestablishits identity and frame its strategy,
andthey are the primary sources of the firm’s profitability. The key toaresource basedapproacht
ostrategy formulation is understanding the relationships between resources, capabilities, competi
tive advantage, and profitability in particular, an understanding of the mechanisms through which
competitive advantage can be sustained over time. Thisrequires the design of strategies which exp

loitto maximum effecteach firm’s unique characteristics.”

Resource-Based View of Strategic Human Resource Management

Burkeand Cooper (2006) pointout “the logicofaRBV emphasisin SHRM isunderstandable asth
e RBV providesabroadargumentastowhy HRM practicesand employees may be a potential sour
-ceof value creation”. Furthermore, Wright, McMahan, and McWilliams (1994) also show

thatall those four requirements: value, rarity, inimitability and non substitutability are potentially

possessed by theemployees.

Armstrong (2012) clarifiesthe significance of the resource based view of the firmisthat “ithighlig
htsthe importance of ahuman capital managementapproachto HRM. This providesthe justificati

onfor investing in people through resourcing, talent management, and learning and development p
rogrammes as ameans of enhancing competitive advantage with anemphasis on building flexibilit

yanddevelopingthe integrative linkage.”

Colbert (2004) convincesthat RBV isan integrating ground for SHRM in which “most resourceba
sedargumentsare rooted in human resources the skills, knowledge, and behaviour of employees—

ororganizational resources—control systems, routines, and learning mechanisms—
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thatare products of complex social structures built over time and, thus, are difficultto understand a

nd imitate”.

Deeperinvestigationsintothe aspects of RBV in SHRM provide more clues of how humanresourc
esshould be viewed as acompetitive advantage. According to the aforementioned research of Bar
ney (1991),aresourceisregarded asacompetitive advantage whenitisrare, valuable, inimitable a
ndnon substitutable. Firstofall, humanresources, according to Wrightetal. (1994), are notararit

y but, nevertheless, abundant due to the endless pool of labour supply. However,

Wrightetal. (1994) adds that whatis considered to be rare inthis case isin fact the skills, competen
cies, capabilitiesand high quality among the resourcesare limited. Inshort, human resourcesareb
ountiful yettalentsare rare. Secondly, human capital resources are valuable since only human reso
urces can facilitate the development of business. Thirdly, human resources as competitive advanta
ge havetobe imperfectly imitable. The inimitability isassured by the three prerequisitesnamely u

nique historical conditions, causal ambiguity and social complexity (Wrightetal. 1994).

Amongthe three requisites, unique historical conditions are attached to the firm’s culture, leadersh
iporunderlyingassumptions (Kotter and Heskett 1992); casual ambiguity is the conditioninwhic
h factors of acompetitive advantage are ambiguous to the competitors (Barney 1991); social comp
lexity servesasasource of complexity whichmight hinder inimitability. Lastly, human capital res
ourcesneedtobenon substitutable tobe considered as competitive advantage. Wrightetal. (1994
) asserts thathuman resources are not obsolete and meet the criteria of asustainable competitive ad
vantage by challenging that “only resources that can substitute for human resources are those resou

rcesthatare themselvesvaluable, rare, inimitable, and non-substitutable.”

Thetheory review of SHRM and the Resource-

Based View of SHRM provides solid groundto consider HRM as a valuable source for sustainable
competitive advantage. Thereason behindthisisthat HRM hasall four elements of such competiti
ve advantage namely value, rarity, inimitability and non substitutability. Only when human capita

lisviewed asasource of sustainable competitive advantage that help organisations outpace inthe
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marketand fulfil their goals can they value human resources and spend effort to attract and develop
effective strategy for them. The aforementioned reasoning suggests that Employer Brandingisap
artof HRM strategy. The presence of RBV in SHRM would leverage the status of HRM inevery or

ganisation.

3.3Employer Branding

Employer Brand isaconcept denoting perception of currentand prospective employees toward an

organisationasagreatplace towork (McLeodand Waldman, 2013). In line with this definition,

Employer Branding isthe process of sending out the ‘great place to work’ image to those groups.

Involved withemotional values, Employer Branding isastorytelling processthat leverage theima

ge of theemployerand help bring the employer closer to the candidate pool (Sluis 2009).

Generally understanding, while Marketing isthe communicating process of selling a product or se
rvice to customersand Human Resource Management playsthe role of attraction, recruitment, sel
ecting, training, development, assessment, rewarding and other activities related to employment,
Employer Branding isregarded as the connection between those two fields asitinvolves building a
nappealingimage of the employer inthe mind of potential employees. Thus, Marketing concepts o
fbranding, image, reputation, awareness, and HR concepts of organisational identity and employe
esatisfactionare converged in Employer Branding. (Barrow and Mosley 2005) The perceptionofp
rospective employeestowardsabrand depends greatly on their experiences with that brand. The pr
ocess of providing those experiences for consumers is known as creating brand awareness. Mentio
ned inmarketing literature, the repeated exposure of abrand would increase its familiarity and, thu
s, brand awareness. Experiences of abrand thataconsumer have include seeing, hearing, thinking
aboutit. Discussingaboutbrand awareness, Keller (2008) illustrates that various forms of exposur
eranging from ‘brand name, symbol, logo, character, packaging, or slogan’ to advertisingand pro
motion, sponsorship and event marketing, publicity and public relations, and outdoor advertising
have the possibility of increasing familiarity and awareness among the consumers. Employer Bran
ding, thus, isnotan exclusion from branding activities mentioned in marketing literature. The perc

eptions of consumers (inthis case, currentand potential employees) towards the employer brand ar
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e partly shaped fromtheirexposure of the brand.

Referringtotheresearches of Keller (1993) and Aaker (1991) on consumer based equity,aslonga
sthe consumers acknowledge aunique brand image of certain products or services, the probability
of them buying those products or services ofacompany over comparable products or services ofan
other company will increase. Similarly, accordingto Cable and Turban (2001), the inner mind of ¢
andidatesapplying for jobsis identical to the decision of aconsumer buying aproduct or service.

What job seekers acknowledge of an organization would considerably affect their decisionto appl

y for thatorganisation.

The marketing literature has pointed out thatimage of abrand is possibly perceived differently inte
rnally and externally (Dukerichand Carter 2000). Thisindicates that the employer brand of acomp
any isperceivedby itscurrentand prospective employees inthe way illustrated in marketing literat

ure.

Recruiters’ Potential recruits’
perception of perception of
the firm the firm

Signalling cues sent by

recruiters and assessed by

potential recruits

A —— -
R ——— R

.
Employer Employer Employer
Brand Image Brand Image Brand Image
(internal) (construed) (external)

4

RECRUITMENTPROCESS

e

Recruiters” perception
of potential recruits’

image of the firm
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Employer Branding in recruitment process by
(Knox and Freeman 2006) (Dukerich and Carter 2000)

4. Instrumental-Symbolic Frameworkin Marketing- Lievensand Highhouse

Lievensand Highhouse (2003) have conducted aresearch to explore how job or organisational fact
orsand characteristics ofacompany affect the perceptions of potential employees towards the com
pany’sattractivenessasanemployer. Fromthe instrumental and symbolic framework established

frommarketing literature, each producthas both functional and symbolic meanings.

The functional or instrumental functions of aproduct correspondto its physical or tangible values.
Forexample, aconsumer buysamobile phone because he/she wants to utilise its instrumental func
tionssuchascommunication purposesand convenience. Onthe other hand, symbolic

functions ofaproductare associated with its intangible orimaginary attributes that would help enh

ancethe consumers’ self image or maintaintheir self identity.

Forexample, aconsumer buysasmart phone because itstraits orimage might showwho he/sheiso

r the way he/she wants other to see him/her.
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Instrumental-Symbolic Framework in Marketing

Instrumental attributes Symbalic artributes

MTONVIM - L 'thtaran o functyna ] - Scll-exr e

Regarding company’simage asanemployer (as knownasemployer brand), Lievens & Hi
ghhouse (2003) assume that the instrumental symbolic framework has major significance
onattracting applicants to the companies. Inthe world of human resources, within thisfra
mework, instrumental attributes attend to functional, concrete and factual aspects of the jo
b orthe organisation suchas financial benefits namely salary, commission, monetary rewa

rds, etc. ornon financial benefits for instance gym, insurance, medical care, etc. or size of t
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he company or its location.

Additionally, Lievensand Highhouse (2003) specify that instrumental attributes of the job
ororganisation cannot be the only basis that determines applicants’ initial attractiontoaco
mpany. Symbolicattributesare alsoasource of attracting applicants. Aaker (1997), sugges
tsthatsymbolic use of brands could be categorised into five dimensions of brand personalit
y namely Sincerity, Excitement, Competence, Sophisticationand Ruggedness.

Lievens & Highhouse (2003) explainthe five traitsas: “Sincerity denoted traits related to
warmth, acceptance, and honesty. Excitementencapsulated traits described astrendy, spir
ited, and imaginative Competence wastypified by traitsreferred toasreliable, secure, and
successful.” Sophisticationis “characterised by traits such asupperclassand prestigious™ a
nd Ruggedness is ‘presented by traits such as masculine and tough’. Furthermore, the resea

rchof Lievensand Highhouse (2003) proves that symbolic attributes have more effectson

attracting applicantsthaninstrumental values.

Brand personality

1

[ 1 | 1 ]
Sincerity Excitement Competence Sophistication Ruggedness
Down-to-earth Daring Reliable Upper class Outdoorsy
- family-oriented - trendy - reliable - upper-class - outdoorsy
- small-town - daring - hard-working - glamorous - masculine
- down-to-carth - exciting - secure - good-looking - western
Honest Spirited Intelligent Charming Tough
- sincere - cool - intelligent - charming - tough
- honest - spirited - technical - feminine - rugged
- real - young - corporate - smooth
Wholesome Imaginative Successful
- original - unigue - successful
- wholesome - imaginative - leader
- confident

Cheerful Up-to-date
- cheerful - up-to-date
- sentimental - independent
- friendly - contemporary

1952

4.1 Brand Personality Scale




Withinthisresearch, these two types of attributes in Employer Branding: instrumental and symbol
icattributesare researched toexplore theirimportance instudents’ decisionto consideran T SME
asaprospectiveemployer. Theanswersreceived would give ahintfor IT SMEsonwhich pointsth
ey shouldfocusin case they decide to pursue Employer Branding. Regarding instrumental attribut
es, 7 options of thistype of attributes are included. Onthe other hand, five attributes of symbolic val
ueare notdirectly quoted inthe questionnaire. The basic definitionsand examples of them based o
ntheory presented are included instead. The five symbolicattributes are interpreted as following:

1. Sincerity: ‘Aworkplacethatisopen, friendly and sincere where honesty isemphasized’.

2. Excitement: ‘A work place where my innovative and creative thinking are encouraged an
dvalued’.

3. Competence: ‘A workplace where my competenciesare valued and rewarded’.

4. Sophistication: ‘A workplace where the values of being trendy, classy or having charmin
gstyleare appreciated’.

5. Ruggedness: ‘A workplace whichisdynamic, performance-drivenand result-oriented’.

5. THEORETICALFRAMEWORKOF THERESEARCH

Thetheory of Employer Branding is builtbased on the conjunction of Marketing and Human Reso
urce. The understanding of Employer Branding requiresthe base of both fields.

Earlier literature suggeststhat Employer Branding isderived from the branding activities of Mark
eting. Thus, the concepts of Brand and Branding are examined and served as foundation for further
research on Employer Branding. Moreover, Employer Brand is known to be a part of Corporate Br
and. While corporate brand sends out the image to abroader scope, which includes all its stakehold
ers,employer brand isspecifically designed for its currentand prospective employees. The theoret
ical research of Corporate Brand ensures that Employer Brand isin line with its broader umbrella,

Corporate Brand. Furthermore, from the perspective of Employer Branding, currentand potential

employeesareregardedasits ‘customers’, compared to traditional customers in Marketing.

From the perspective of HRM, Employer Branding is integrated with HRM since Employer Brand
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ing involves attracting potential candidates, whichis closely related to the Recruitment and Selecti
on, one of the main functions of resourcing within HRM. Along with HRM and particularly Recrui
tment process, the literature of Strategic HRM and the Resource Based View of Strategic HRM ar
easwellrecited. The integration of such subjects suggests that Employer Branding isrequiredtob
eadheredtothe overall strategy of the company and, thus, involves the participation of HR depart

menttoahigherdegree.

Viewwithin Strategic HRM implies that considering human resources as strategic competitive ad
vantage with four valuesimmense elements: value, rarity, inimitability and non substitutability is
arequisite conditionto the success of Employer Branding. Apart from the theory, chapter 3 provid
esthetheme of businessenvironmentin Finland. Facts of businessenvironment, IT industry,and p

articularly Software and Game industry are presented.

Informationregarding SMEs and their significantrole in Finnisheconomy isalso showed. Theins
pection of SMEsin Finnish business environment provides sound foundation of how some questio

nsrelatedto SMEsinthe questionnaire are shaped.

Withinthe questionnaireaimsat figuring outif the concept of ‘Employer Branding’ is popularamo
ng the students. The knowledge of students about the researched topic would determine howthey r

eacttofollowing questions.

Questions 2 (7 items) and question 3 (6 items) are coordinated with the literature of instrumental an
dsymbolic values ofemployer brand (Lievensand Highhouse 2003). However, question 3fisnota
spartofthe literature butisintentionally included to study the importance of international diversit

ywhenstudents look forajob.

Afterward, question 4 (8items) lists out the possible sourcesthatare most likely exposed tothe stu
dents. Question4isincludedto investigate how experiences of the perceivers affect the process of

building brand awareness and how brand awareness is shaped (Keller 2008).

Questions6and 7 directly figure out opinions of students towards SMEs’ employer brandand the i
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mpactof SMEs’ employer brand (ifany) on students’ preference. Lastly, question 8 isanadditiona

I open-

ended questiontoacquire other opinions on howa SME could attract the students if itsemployer br

and doesnotwork.

Research objective: Study the role of Employer Branding in IT SMEs in Finland

Literature Research Questions Hypotheses Survey Ques-
nons
Employer RQ:: What 1s the impact of Em- Hi: Employer Brand positvely af-  Question 6
Brand plover Branding on students’ deci-  fects student’s decisions to apply for  and 7
sion to work for a company? ajob in SMEs
Instrumental RQ, Whar attract the graduaung  Ha: Instrumental attributes are pos-  Question 1, 2,
and sym- students when they look for a job?  itively related to perceptions of stu- 3 and 7
bolic attrib- dents on Employer Branding
utes of Em- Hjs: Symbolic attributes are posi-
ployer tively related to perceptions of stu-
Branding dents on Employer Branding
Hg: In Employer Branding, sym-
bolic values have stronger influence
than instrumental values.
Brand RQs From which source do the Queston 4
awareness students build employer brand per-

ception?

6. Methodology

6.1 Selection of the Research Method

6.1.1 Quantitative Research

Theresearchaimsatdeveloping initial understanding of students expectationsand having an over

all viewofemployerbranding in IT SMEs. Thus, the quantitative research ischosen.

Thischosen method would make the collected data quantifiable, reliable and easy to generalise tol

arger population, which helps understand the role of Employer Branding inalarger scale.
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Afixed questionnaire with closed-

ended questionsisselected asthistype of research allows the usage of various statistical analysisto
ols. Inthe form of astandardised questionnaire, the data collected is expected to be more objective.
Furthermore, the limited variables of answers in questionnaire method would make iteasier to con

trol theresearch.

6.1.2 DataCollection

The IT and Business students from college groups at Delhi Technological University and Whatsap

p group of previously internship membersare the

targetinthisresearch. Withinthe 181 respondents, 40 are business studentsand the other 141 are |
T students. Withinthose students, there are 93 first year students, 79 second year students, 8 third y
ear studentsand 1 last year student.

Thenumber of senior studentsis limited since most of themare not present as they are doing their p

ractical training or do nothave any other classes.

The students from 12 groups were directly asked to do the questionnaire inthe classrooms duringt
he lecture, asthe approval was given by the lecturersand school president beforehand. Thedirecta
pproach assuresthe response rate to be 100% with the sample size of 181.

6.2 Data Analysis

Withinthisresearch, descriptive statisticsisused inevery question to figure out the frequency distr
ibutionof each variable. Thisensures thatall variablesand their number of responsesare attained t
oprovideaholistic view of the data collected. Depending onevery variable, frequency distribution
is presented infigures or percentages. Besides, crosstabs, frequency tables, bar charts or other stati
sticsfiguresare good means to demonstrate univariate and bivariate dataare also used inthis resear
ch(Mooiand Sarstedt2011).
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Alongtheresearch, Chi_Squaretestisusedto measure if the observed distributionisdueto chanc
eand, thus, testifacertainnumber of variables are independent of one another. In order to test furth

ertherelationship betweensome variables, depending on measures of the variables,

Pearson product momentcorrelation coefficient (Pearson’s correlation) or Spearman’s rank corre
lation coefficient(Spearman’s rho) can be used to analyse the correlation between two certain vari

ables. Moreover, for variables thatare notnormally distributed, ManniWhitney U Testisused to

compare differences between them. (Mooiand Sarstedt2011)

However, insome analyses where Chi_Squaretestisinvalid asthere are empty cellsor cellswithe

xpected valueslessthan 5, Monte Carlotestisused alternatively. Nevertheless, the value calculate

dfrom Monte Carlo method should only be used asaguidelinetosee if variables are independent.

6.3 Validity and Reliability

Validity isaconceptthat refersto ‘whether we are measuring what we are measuring’ and how wel

I the survey measures whatit sets out to measure. Validity can be assessed in many forms.

Contentvalidity isone of them, inwhich the questions onthe questionnaire have to relate to the con
structmeasured. This requiresthe definition of what to measure and discussion of whatto include (
Mooiand Sarstedt 2011). Thisaspect of validitycould be assessed through the theoretical framewo
rk, which ismainly based on Employer Branding. This theoretical framewoek clearly defineswhat
tomeasureand directly links the theory withthe itemsin the

questionnaire.

Reliability referstothe circumstance inwhich the questionnaire can produce the exact result while
conducted under identical conditions. Validity is required before accessing reliability. Reliability
canbeassessed inthree formsincluding test retestreliability, interrater reliability and internal con
sistency reliability (Mooiand Sarstedt 2011). Thetest retestreliability is challenging toassessinth
isresearch duetotime and effortrestriction. Furthermore, making arespondentanswer the questio
nnaire twice mightrelate to the past survey and feel uncomfortable doing itagain. While the inter-

rater reliability isonly used to assess the reliability of secondary data of qualitative data, internal co

24|52




nsistency reliability isthe option for thisresearch (Mooi and Sarstedt 2011).

Accordingto Mooi and Sarstedt (2011), the use of internal consistency to assess reliability of the q

uestionnaire requiresthe use of multiple variables to measure the same thing and examine how thes
e measuresrelate to one another. If those measures relate strongly and positively, the degree of inte
rnal consistency should be high. Cronbach’s aisanindex that measures internal consistency. The

value of Cronbach’s avariesfrom0to 1. The questionnaire isgenerally regarded as reliable whent
he coefficientis0.70. Forexploratory studies suchasthisresearch, 0.60 isanacceptable value (Mo
oiand Sarstedt2011). Aligning with thisguideline, within this questionnaire, the items in Q1 meas
ure the sametopic, instrumental values of employer brand. Correspondingly, the items in Q2 meas
uresymbolic values of employer brand. The usage of SPSS makesitsimpleto calculate Cronbach’
saofitemsinQland Q2. The coefficientof Q1is0.616 (7 items) and that of Q2is0.732 (6 items) w

hich satisfy the conditionsto be regarded asreliable.

7. EMPIRICALFINDINGSANDDATAANALYSIS
7.1 The Impact of Employer Brand on Students’ Decisionto Work foraCompany
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.Q6: Doesa SME hasan employer brand? (n=178)

163
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B Number of respondents

Q7: Willthe employer brand of a SME attract the students to consider itasa prospective employer? (n=178

)

Itshows that the majority of respondents, which are 165 over 13 respondents, think that SMEs have anempl
oyer brand. Equivalently, 163 over 15 respondents think thatemployer brand of a SME would attract the stu
dentsto consider the company asa prospective employer. Correspondingly, below results presents that 86.
9% of the respondents think thata SME has an employer brand and the employer brand of the SME would at
tractthe studentsto consider itasa prospective employer.
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6. Do the students think that a SME has an employer brand?
. 4

Frequency Valid Percent
> o
Valid No 13 7.3
Yes 165 927
Total 178 100.0
Missing System 3
bl't )[ﬂ] 181

7. Will the employer brand of a SME attract the students to consider it as a prospective

employer?

Frequency Valid Percent
No 13 8.4
Yes 163 21,6
Total 178 1000
Missing System 3
Total 181

27152




Chi-Square Testsd

Asymp. Sig. (2-
Value df sided) Exact Sig. (2-sided) | Exact Sig. (1-sided) Point Probability
Pearson Chi-Square 16,138* 000 002 o2
Continusty Correction® 12,258 000
Likelithood Ratio 10,037 002 02 102
Fisher's Exact Test 002 02
Linear-by-Linear Association 16.046° 000 002 02 02
N of Valid Cases 176
a. 1 cells (25,0%) have expected count less than 5. The minimum expected count 1s 1,11.
b. Computed only for a 2x2 table
¢. The standardized staustic 1s 4,006.
d. For 2xZ cross tabulanon, exact results are provided instead of Monte Carlo results.
Symmetric Measures
Monte Carlo Sig.
Asvmp. Std. 99% Confidence Interval
Value rorb Approx. T¢ Approx. Sig. Sig. Lower Bound Upper Bound
Nominal by Nominal Conungency Coefficient 290 000 0022 001 003
Interval by Interval Pearson's R 303 22 4191 L0006 0022 003
Ordinal by Ordinal Spearman Correlanon 303 122 4,191 008 0022 003
! of Valid Cases 176

a. Based on 10000 sampled tables with starting seed 112562564.

b. Not assuming the null hypothesis.

c. Using the asvmptotic standard error assuming the null hypothesis.

d. Based on normal approximation.
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Mann-Whitney Test

Ranks
7. Will the employer brand of a
SME attract the students to con-
stder it as a prospective employer? N Mean Rank Sum of Ranks
linstrumental attributes No 15 74,80 112200
Yes 160 50 24 14278,00
Total 175
Symbolic attributes No 15 38,40 1326,00
Yes 163 39.G() 1460500
Total 178
Test Statistics®*
Instrumental ateribu-
tes Symbolie attributes
Mann-Whitney U 1002,000 1206,000
\Wilcoxon W 1122000 1326.,000
/. -1.060 -.087
Asymp. Sig. (2-tailed) 289 931

a. Grouping Variable:

7. Will the employer brand of a SME attract the
students to consider it as a prospective employer?
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7.2 HYPOTHESISANALYSIS;

H1: Employer Brand positively affectsstudent’s decisionstoapply forajobin SMEs

The contingency coefficient value calculated previously indicates that there is positive relation betwee
nthe students’ perception that ‘SMEs have anemployer brand’ and ‘Employer brand ofa SME attractst
he studentsto consider the SME asa prospective employer’. Although the correlation

isslight, itcanstill be drawnout from this result that Employer Brand positively affects student’sd

ecisionstoapplyforajobinSMEs. Thismeansthat H1lisaccepted.

H2: Instrumental attributesare positively related to perceptions of studentson Employer Brand
ing.

InordertotestH2, the Mann-

Whitney U test s utilised to compare means of answers from two questions Q2 and Q7 to see if instrume
ntal attributes are positively related to perceptions of students on Employer Branding. In Q2, the 1-

5 Likertscale was used to measure opinions of the respondents.

Inthistest, the means of 7 variables are calculated to use for Mann-

Whitney U testto compare with the answer from Q7. The calculation of meanrank gives the value of 74.
80for ‘No’answersand 89.24 for “Yes’ answers. The p-

valueis0.289, whichishigherthan0.05. Thus, the means from Q2 and Q7 are equal. This suggests that
achangeinonevariablewouldnotleadtoachangein

anothervariable and two variablesare notcorrelated. Therefore, H2 isrejected, whichmeansthatins
trumental attributesare not provento be positively related to perceptions of studentson Employ

er Branding.

H3: Symbolicattributesare positively related to perceptions of studentson Employer Branding.

Similarly, theidentical testis carried outto test H3to explore if symbolic attributes are positively relate
dtoperceptions of students on Employer Branding. Withinsymbolicattributes, the meanrank of ‘No’ a
nswersis 88.4 while the meanrank of “Yes’ answer is89.6. The p-value fromthis
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Mann-
Whitney Utestis0.931, whichisverycloseto 1, impliesthat the means of Q3and Q7 are basically the sa
me, andthus, H3 isalso rejected. The conclusion from this H3 test suggests that symbolic attributes

arenotprovento be positively related to perceptions of students on Employer Branding.

H4: InEmployer Branding, symbolic values have stronger influence than instrumental values.

H2and H3, whichare the preconditions of H4 are not fulfilled. Thus, H4 isabandoned due tothe una

vailability tocarryoutthetestand compare the correlation between two groups Q2xQ7and Q3X

Q7

Aimingatexploringtherole of Employer Brand in SMEs from the perspective of studentsand, the cons
truct of the research encompasses literature review, research questions, hypotheses and survey questio
ns. Whilethe theoriesare utilised to reflect the observations, hypothesesand survey

questions play avital role inanswering the research questions. The success of thisresearchisachieved
whenthe answers ofall four following research questions are addressed:

RQ1: Whatistheimpactof Employer Branding onstudents’ decisiontowork foraSME?

RQ2: Whatattractthe graduating studentswhen they look for ajob?

RQ3: Fromwhichsource dothe students build theiremployer brand perception?

RQ4: Whatisthe careerorientation of the studentafter graduating?

Theempirical findings presented toanswer the four research questions. The discussionsinthis chapter

correspond with four parts of dataanalysis demonstrated

Research Question 1: Whatisthe impact of Employer Branding on students’ decisiontowork foraS
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ME?

Theresultsof Q6 and Q7 shown inclearly show that most of the respondents strongly believe that SME

shave employer brand and the employer brand of SMEswould significantly affect the decision of the st
udentsto consider the SME asaprospective employer. Furthermore, the results also show that those wh
othinkthat SMEs have employer brand and those who thinkemployer brand of SMEs would attract the

mhaveaclosely related opinion.

Hypothesis H1 has giventhe answer for RQ1. Regarding the impact of Employer Branding on students
> decisiontowork foraSME, Employer Brand has shown to have positive impact on the decisions of stu
dentstoapply forajobin SMEs. Thisstrongly convinces thatexercisingemployer branding would help
SMEswinthe people of their choice over other SMEs. However, the answer or RQ1isonly limited toth
eextentthat Employer Branding might be helpful for SMEs to attract their interested people, the exami

nation of inwhich way could Employer Branding takes effects is yet to be discussed.

Research Question 2: What attract the graduating studentswhen they look fora job?

Accordingtothe data presented more than half the respondents are notacquainted with the concept of E
mployer Branding. This spells outthatamong the students, those who do not know the existence of wha
tiscalled ‘Employer Brand’ isstill the majority. Thisimposes athreat for companiesintending to launc
htheiremployer branding campaign towards the students that the

students might not getthe message the SMEstry to send outand they might perceive the message inadif
ferentway. However, thisunpaved path could be seen asan opportunity since those SMEs whofirst pro
ceedwould have a higher probability to dominate the late comers. Reflecting from the theoretical frame
work, employer brand is categorised into instrumental and symbolic values. Onthe side of instrumental
values of employer brand, career opportunity and competitive financial benefitsare obviously seenast
he mostattractive attributes thatastudent consider when he or she looks for ajob after graduating. How
ever, financial benefitsareachallenging point fora SME to compete with other SMEs or large compani
estoattractgraduating

students, dueto limited of fund for HR and branding activities. Not withstanding, opportunities for care
eradvancementare what SMEs could offer theiremployeesasaselling point. Unlike large companies

with sophisticated and highly-
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structured system, SMEs are more relaxing and it should take shorter time for promotion. With more th
an 70% of the respondents ranking this attribute astheir top priority (ranked as ‘important’ and ‘very im
portant”), thisissurely anaspect for SMEs to put efforts in to gain student’s attention and eventually the
irskills. Another perspective that

should be considered asan intriguing possibility to attract graduating students is the ‘empowerment to
work independently’. Considering the conditions of SMEs, which are allegedly knownto be flexible, o
fferingemployeesthe power towork onthemselves is not necessarily seen astroublesome butratheran
effective strategy that helps the employer gain its positive image. Moreover, there isan indication in the
datacollected from Q2 that most of the respondents (93.9%) think that size of company does notreally
matter. Furthermore, 73.9% of the respondents also think that size of the city where the workplaceisloc
ated isnotimportanteither. These two elements can be viewed as opportunities for SMEsto compete fo

rhuman resources with large companies.

Interms of symbolic values of employer brand, ‘Sincerity’, ‘Competence’ and ‘Excitement’ are ranked
among the top with no significant different between its mean. ‘Sincerity’ referstoaworkplace thatis op
en, friendly and sincere where honesty isemphasized. ‘Competence’ indicates aworkplace where com
petenciesare valued and rewarded. ‘Excitement’ specifiesaworkplace

where innovative and creative thinking are encouraged and valued. Those are the three symbolic fields
that students pay special attention to.

Theanswerto RQ2 isdiscovered by testing H2 and H3, H2 and H3 imply that the instrumental and sym
bolicattributes play animportant role on Employer Branding and they shape the perceptions of student
stowards Employer Branding. The answer could be considered asaguideline for IT SMEsonwhich att

ributesthey could focus spending efforts on in case they decide to exercise

Both hypotheses H2 and H3 are rejected. This means that neither instrumental nor symbolic attributesh
ave influence on how students shape perceptions towards Employer Brand ofaIT SME and make them

consider that SME asaprospective employer.

Although being supported by the research of Lievensand Highhouse (2003), which proves that symbol

icattributes hold stronger influence than instrumental attributes, hypothesis H4 could not be tested inth
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isresearchduetotherejection of H2and H3.

However, the validity of the two hypotheses H2 and H3 are suspicious. The reason behind the suspectis
the limitation of respondents as well as their knowledge of Employer Branding, since most of the respo

ndentsarefirstorsecond year students.

Research Question 3: Fromwhich source do the students build theiremployer brand perception?

Regarding the sources of employer branding, the data presented give an ideathrough which channel sh
ouldemployer branding be directed in order to reach the most attendants that SMEs might be interested

in. Positioning onthe top isthe attribute ‘use product or service of the company’.

Thisindicates thatdirectly using the product or service ofacompany hasastrong effecton howan indiv
idual shape the brand of that company. There are 86.7% of the respondents agree or strongly agree witht
hisattribute. Thisline of opinion suggeststhatif SMEs provide potential candidates with the product or
service, itis likely thatitwould positively affect the perception of

the user towardsemployer brand. Besides, ‘interact with the company (viaprevious jobapplicationori
nquiry)’ isanother aspect that helps students shape theiremployer brand perception. Thisopensupalot
of fieldswhere SMEs could build orimprove itsemployer brand such asauser friendly or vivid platfor
m onthe website for candidates to apply for job or inquire information.

Furthermore, training employees to directly communicate with the outside such asapplicants or those

whoacquire information could be an effective way of building Employer Brand.

Theresults from Q4 partially support that direct interaction with the employer is one of the strongest so
urce of brand perception. ‘Using the product or service of the company’ isagreed by the majority, whic
his86.7%. Considering applyingthis practice of Employer Branding inthe contextof IT SMEsinFinla
nd, the number of products and services of those IT SMEs using by graduating students and the number
of students using products and services of those IT SMEsare very limited. Thus, directinteractioncanb

eaccepted inthiscontextasthe strongest source of Employer Brand for IT SMEs.

Research Question4: Whatisthe career orientation of the studentafter graduating?
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Theresults obtained from student’s preference towards their career orientation suggest that between w
orking foracompany and starting up an own company, most of the students preferred working foraco
mpany. Reflecting thistendency, 66.3% of the respondents (38.1% preferred and

28.2% most preferred) are affiliated with the ‘work foracompany in IT industry’ option. Likewise, 63
% of the respondents (49.2% preferred and 13.8% most preferred) are on the side of ‘work foraSME”.
Onthecontrary, only 30.9%think that starting up acompany istheir choice (23.2% preferred and 7.7%
most preferred). Thisisseenasanadvantage for SMEs that rightafter graduating, most of the studentst
endtojumpdirectly tothe job market. However, this, aswell, isachallenge that it brings up the question

sonhowtoattractandrecruitthe rightonesonce there are many of the graduates.

Moreover, another challenge for IT SMEs in practising its Employer Branding strategy isthatalthough
the majority of students choose to work fora SMEs and the majority also choose towork in I T industry, i
tshould be noted that there isnorelationship betweenthistwo fields. Thistranslatesthat IT SMEsmigh
tnotbeapreference for studentsand itrequiresattentionfrom IT

SMEstoattracttherightpeople. Meanwhile, itisconsidered asan opportunity whenstudentsalready pr

eferto choose either working foraSME or working in IT industry.

8. CONCLUSION

8.1 Outcome of the Study

Asarecap, the main objective of the research isto study the role of Employer Branding in IT SMEs The
process of attaining the research objective involves answering four research questions. Theoretical fra
mework of the research was built by using the theories of Marketing, Human Resource Management, St
rategic Human Resource Management, Resource-

Based View andfinally Employer Branding. From the foundation of Employer Brandingand related to
pics, research questions have been framed to shape the outline of the research inwhich several hypothes
eswere initiated and the questionnaire was conducted to collect appropriate data to test the hypotheses.

Eventually, the answers of research questions have been deliver both directly and
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viatesting hypotheses. Quantitative research inthe form ofaclose-
ended questionnaire has been chosen for thisresearch as itallows the usage of further statistical method
stoanalyse numeric dataand generalise the

resultuptoalargerscale..

The outcome ofthe research isintriguing when itsuggests that Employer Branding has positive influen
ceonstudents’ decisiontoapply forajobata SME. Thus, the practising of Employer Brandingof ITS
MEswould seemingly attractthe graduating students. However, although mentioning that Employer B
randing isuseful and several instrumental and symbolic values of Employer Brand appear to gain prefe
rences of the students, both types of instrumental and symbolic values might not have directimpactonp
erceptions of students towards the Employer Brand.

Notwith standing, larger scale of researches regarding more students inthird or fourth year are suggest

edtoconductasthey could help study deeper on the correlation between two types of

Employer Brand’s value and perceptions of prospective employees towards the Employer Brand.

Inaddition, the research specifies that using the product or service and having direct interaction with th
e company are the strongest sources that students build theiremployer brand perception.

Moreover, regarding career orientationafter graduating, working for IT SMEsare yetto be apreferable

choice for most of the respondents.

8.2 Limitations of the Research and Suggestions for Future Research

The major limitation of the research is most of the researched students are first year or second

year students, whichaccount for 95% of the respondents. The firstand second year students are those w
ho justenter school or recently choose their major and start to shape their mind about the real working e

nvironment. Asaresult, itwas challenging to generalise the opinions of all the students ingeneral the thi

rdand fourth year studentswere challenging toreach inalargescale.
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Itwould be interesting if further research could examine Employer Branding from another perspective

whichisfromtheside of IT SMEs. Theempirical findings fromthisresearch could be used as prelimina

ry data for that researchthat view fromthe side of SMEs. Furthermore, examining the opinion of senior

students or student from other parts isanother suggestion for future research. The resultswould be inter

estingasthey help understand the viewpoint of businessand I T students towards Employer Brandingin

SMEsingeneral
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10. ANNEXURE.

10.1 Questionnairesurvey

1. Do you know the meaning of “Employer Branding™ before this survey?

Ya (1)
No (1y
§ = Moder
L Among the following stiributes, how important are they to 1 = Uum 2 = Of bule B TN, 5=Verym
you when you look for a job? prortans EIPOTIAnCY ‘l'""'-"" o portant
a Offers competitive Goancial benefity (e.g. salary, comminson, mone
tary rowands, sock opton)
b Offces compuetitive NON- frmasscaal bonefits (e oy, savizance,
medical care)
€. Offers opportuntics o work abeoad
d. Offens opportanitios for carcer advancomont
e A wodkphaoe that o kecatad n bg oty
£ A wodkplace that has moee than 50 emphoyces
£ Empowen o work ndepondently
) ) 3 = Moder-
3. Among the following characteristics of a company, bow im- | 1 = Ui 2 = Of hntle o o= Ssoitsot 5= Very im
vly - = wta
portant are they to you when you look for a job? porant Impocance P":"'“ P portant

a A workplace that w open, Taendly and sincere where honesty s em
phastzed

b A workplace where my wnovative and ereative thinking see encour
aged and valued

¢ A workplace where my competencies are valued and rewanded

o A workplace whete the values of besng trendy, classy or having
charmng style are appreciated

e A work place which i dynamic, performance deven and result-on
ented

£ A workplece that values intermational diversaty
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1= 5=

:m I build my brand perception through the following expo- il 25 Dt G Dokt % A _—
pree Agree

. Sov the brand of the company oe its products, services from advee

e

b, See evonen spomared by the company

< Participate in an event oggmsed by the company

d Have fneods o eelatives working foe the company

o Uso the product or service of the company

I, Interact with the company (via previous job application or mguiry)

g Recewe scholambip from the company

e Hlave worekd for the company that has maore than 50 employees

5. What iv your cuareer orlentution after gruduating? \=1amt gy | 2@ Lty - 3= Neatral | 4 = Proferned R HE g

fuered ferred fermad

a Work foe a company {(etber technical or busioess role) in F1 indusery

b, Worek for a Senall oe Madsm Sweed company (SMEw) with 50 om
ployees or ks

€ Start up & company of my own

6. Do you think o small or medivm sized company (SME) have an employer brand?

Yor ()i

NG W vccrsnsssariasssssnsinane

7. Will the employer brand of a small or medium sized company (SME) attract you 1o consider it as a prospective employer?

b5 | ¢ o [ ———

N (s iciientiotirortbossionis

&1 the employer brand of u small or medium sized
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10.2 Results from SPSS

Question 1: Frequency table

1. Do the students know the meaning of "Emplover Branding" before this survey?

I“requency Valid Percent
Vald Nao 1o 374
Yes 75 2.6
I';al 176 1000
Missing Systemn 5
Total 151

Question 2: Descriptive statisticsand frequency tables

Descriptive Statistics

N Mean

2a. How important are competi- 181 3,66
tive financial benefits when the
students look for a job?

2b. How important are compet- 181 291
itive non-financial benefits
when the students look for a

job?

o

2c. How important are opportu- 181
nities to work abroad when the
students look for a job?

2d. How important are oppor- 181 3,92
tunities for career advancement
when the students look for a
job?

2¢. How important is a work- 180 2,02
place located in big city when
the students look for a job?
2f. How important is a work- 181 1,31
place that has more than 50 em-
ployees when the students look

for a job?

Valid N (listwise) 180
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2a. How important are competitive financial benefits when the students look for a job?

Frequency Valid Percent
Valid Unimportant 2 1,1
Of little importance 20 11,0
Moderately important 44 243
Important 87 48,1
Very important 28 15,5
Total 181 100,0

2b. How important are competitive non-financial benefits when the students look for a job?

Frequency Valid Percent
Valid Unimportant 10 55
Of little importance 61 33,7
Moderately important 59 32,6
Important 38 21,0
Very important 13 72
Total 181 1000
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2c. How important are opportunities to work abroad when the students look for a job?

Frequency Valid Percent
Valid Unimportant 57 315
Of little importance 66 36,5
Moderately important 38 21,0
Important 14 7.7
Very important 6 33
Total 181 100,0

2d. How important are opportunities for career advancement when the students look for a job?

Frequency Valid Percent
Valid Unimportant 2 1,1
Of little importance 10 55
Moderately important 42 232
Important 74 40,9
Very important 53 293
Total 181 100,0
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2e. How important is a workplace located in big city when the students look for a job?

Frequency

Valid Percent

Valid

Missing

Total

Unimportant

Of little importance
Moderately important
Important

Very important

Toral

System

61

72

34

180

181

100,0

2f. How important is a workplace that has more than 50 employees when the students look for a job?

Frequency

Valid Percent

Valid

Unimportant

Of little importance
Moderately important
Important

Very important

Total

139

31

9

1

1

181

76,8

17,1

5,0

)

6

)

6

2

100,0

2g. How important is the empowerment to work independently when the students look for a job?

Frequency

Valid Percent

Valid

Missing

Total

Unimportant

Of little importance
Moderately important
Important

Very important

Total

System

181

10,6

100,0
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Question 3: Descriptive statistics and frequency tables

Degccriptive Statistics

N

Mean

3a. How important is a work-
place that is open, friendly and
sincere where honesty 1s empha-
sized when the students look
for a job?

3b. How important is a work-
place where innovative and cre-
ative thinking are encouraged
and valued when the students
look for a job?

3c.How important is a2 work-
place where competencices are
valued and rewarded when the
students look for a job?

3d. How important is a work-
place where the values of being
trendy, classy or having charm-
ing style are appreciated when
the students look for a job?

3¢. How important 1s a work-
place that 1s dynamic, perfor-
mance-driven and result-on-
ented when the students look
for a job?

3f. How important is a work-
place that values internanonal
diversity when the students look
for a job?

Valid N (listwise)

181

181

181

181

181

181

181

4,28

3,91

408

19
1
n

‘)‘l)_';

44152




3a. How important is a workplace that is open, friendly and sincere where honesty is emphasized

when the students look for a job?

Frequency Valid Percent
Vahd Of little importance 4 22
Moderately important 18 9.9
Important 82 45,3
Very important 77 42,5
Total 181 1000
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3b. How important is a workplace where innovative and creative thinking are encouraged and val-

ued when the students look for a job?

Freguency

Vald Percent

Vahd

Of hrrle importance
Moderately important
Important

Very important

loal

69

54

181

792
-

249
38,1

298

100

3c.How important is a workplace where competencies are valued and rewarded when the students

look for a job?

Frequency

Valsd Percent

Vahd

Of hirtle importance
Maoderately important
Importan

Very important

Total

10,0

3d. How important is a workplace where the values of being trendy, classy or having charming style

are appreciated when the students look for a job?

Frequency

Viald Percent

Vahd

Unimportant

Of hrle importance
Moderarely important
Important

Very important

Total

()(l

36,5

1000

3e. How important is a workplace that is dynamic, performance-driven and result-oriented when the

students look for a job?

Frequency

Valsd Percems

Vahd

Unimportant

Of hrtle rimportance
Maoderately important
Importan

Very important

Total

»

68

100




3f. How important is a workplace that values international diversity when the students look for a

job?
IFrequency Valid Percent
Valid Unimportant 18 99
Of little importance 47 26,0
Moderately important 65 35,9
Important 32 17,7
Very important 19 10,5
Total 181 100,0

Question 4: Descriptive statisticsand frequency tables
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Descriptive Statistics

N

Mean

4a. The brarxd perceptzon s
built through seeing the brand
of the company or 1ts products,
services from advernsements
4b. The brand percepron is
builr through seeing events
sponsored by the company

4¢. The brand perceprion 1s
built through partapatng 1in an
event orgamsed by the company
4d. The brand percepnon 1s
bult through having friends or
relanives working far the com-
any

4¢ The brand perceprion 1s
bulr through using the products
ar services of the company

41 'The brand percepuion s busht
through mrteractung with the
company (via previous job ap-
phcanon)

4¢. The brand percepnon s
builr through recerving scholar-
ship from the company

4h_ The brand percepuon 1s
bualt through having worked for
the company that has more than
50 emplovees

Valid N (histwase)

181

181

181

151

180

180

178

3,61

o)
<)
§]

o
de

424

2,81

2.90

4a. The brand perception is built through seeing the brand of the company or its products, ser-

vices from advertisements

Frequency

Valid Percent

Vahd Srrongly disagree
Dhsagree

Neurral

Agree

Strongly agree

Towal

L0
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4b. The brand perception is built throu

Frequency

Vald Percent

Vahd

Strongly disagree
Dssagree

Neutral

Agrec

Strongly agree

Toral

6O

181

39,8
6,6

1000

4c. The brand perception is built through participating in an event organised by the company

Vahd

Strongly disagree
Dssagree

Neutral

Agree

Strongly agree

Tonal

Frequency Valid Percemt
8 44
34 18,8
82 4353
51 282
6 3.3
181 1000

h sceing events sponsored by the company

4d. The brand perception is built through having friends or relatives working for the company

Irequency

Vahd

Massing

Toml

Strongly disagree
Disagrec

Neutral

Agrec

Strongly agrec
ol

System

Valid Percent

5 2.4

22 122

6 372

67 372

19 10,6

10 1000
|
181

4¢. The brand perception is built through using the products or services of the company

Frequency

Vahd Pesrcent

Vahd

Dasagree
Neutead
Agree

St g Iy agree

Toral

K8

(I‘J

181

O

48.6
38,1

100.0




4f. The brand perception is built through interacting with the company (via previous job applica-

tion)
I Froquency Valud Percent
Vahd Strongly disagree 1 0
Dsaprer 10 5.6
Neurral 51 28,3
Agrec | %] 6.7
Strongly agree 34 189
lotal 180 XL
Missang System |
| otal ikl
L

dg. The brand perception is built through receiving scholarship from the company

FFroguency Vahd Percent
Vahd Strungly desagree 16 B8
Disagree 35 19.3
Neurral (L 55,2
Agrree 27 149
Stronghe agree 3 1,7
l'otal J l.\'[l LA
-

4h. The brand perception is built through having worked for the company that has more than 50

cemployees
Frequency Vald Percent
Vald Strongly disagree ) 278
Pesapree 24 13,3
Neurral 12 233
.\1'_ru. 22 ll:
Strongly agnee 12 233
l'otal 180 I{EIRL
Missang Syatom |
lotal 181
4




Question 5: Descriptive statistics, frequency table and nonparametric correlations

Descriptive Statistics

N Mean

pany

with

5a. After graduanng, the stu-

dents tend to work for a com-

ness role) in 'l industry
5h. After graduating, the stu-

dents tend to work for a SME

5c. After graduating, the stu-
dents tend to start up their own
company

Vahid N (histwise)

181 3583
(erther techncal or buss-

181

50 emplovees or less

151 269

181

5a.

After graduating, the students tend to work for a company (either technical or business

role) in I'T industry

Vahd

Frequency Valid Percent
Least preferred 4 22
Less preferred 13 7.2
Neutral 44 243
Preferred 69 38,1
Most preferred 51 282
L'otal 181 100,00

5b. After graduating, the students tend to work for a SME with 50 employees or less

Vahd

Frequency Vald Percent
Least preferred 2 1,1
Less preferred 6 33
Neutral 59 32,6
Preferred 589 492
Most preferred 25 13,8
Total 181 100,0)
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5c. After graduating, the students tend to start up their own company

F'requency Valid Percent
Valid Least preferred 44 243
Less preferred 38 21,0
Neutral 43 23,8
Preferred 42 23,2
Most preferred 14 77
Total 181 100,0
Correlations

5a. After graduat-
ing, the students
tend to work for a
company (either
technical or busi-
ness role) in I'T in-

[dustry

5b. After graduat-
ing, the students

tend to work for a
SME with 50 em-

ployees or less

Spearman's rho

5a. After graduating, the stu- Correlation Coefficient 1,000 ,089
dents tend to work for a com- Sig. (2-tailed) 235
pany (either technical or busi- N 181 181
ness role) in I'T industry

5b. After graduating, the stu- Correlation Coefficient ,089 1,000
dents tend to work for a SME Sig. (2-tailed) 235

with 50 employees or less N 181 181
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