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EXECUTIVE SUMMARY 

 
 

 

Theiworldiofiworkihasidramaticallyitransformediinijustioveriaiyear,ibutisomeithingsiremainisameiini2022i.

Theijobibenefitsithatiattracteditalentitoiorganizationsibeforeitheipandemicicontinueitoibeiimportantitoiwork

ingageiadultsiarounditheiworld.iHowever,isomeiofitheseiattributesiareiincreasinglyicriticaliiniaimoreiremot

eiglobaliworkforce.iWeiknowithatiremoteiworkingiarrangementsibroadlyiexpandedisinceitheionsetiofiCO

VID19itenditoiresultiinigreateritalentiloyalty.iEmployeribrandiresearchi2022,iglobalireportiOverall,iworkf

orceiallegianceihasialsoiimprovedibasedionitheistrongihandlingiofitheicrisisibyimostiemployers,iasitheinum

beriwhoiapproveiofitheiriorganization’siactionsivastlyioutnumberithoseiwhoidon’t.iThisiisigoodinewsiforit

heiemployeribrandiofimanyiorganizations.i 

Throughoutitheipandemic,iconcernsiaboutiworkforceistressiandisafety,ilayoffsiandidiminishedijobioppo

rtunitiesihaveipersistedithroughoutimanyiorganizations.iWillitheseiforces,iexacerbatedibyitheipandem

ic,iaffectihowicompaniesiareiperceived?iHowiwillitheiglobalicrisisichangeitheiwayiemployersiattrac

tigreatitalent?iWillitheitopimotivationsiforiswitchingiemploymentichange?iQuestionsisuchiasitheseia

reiincreasinglyicriticaliasigrowingieconomiesionceiagainigrappleiwithitalentiscarcity.iSurprisingly,idespi

teiallitheiupheavalithatiCOVID19ihasithrustediuponitheiglobalilaborimarket,italentipreferencesiremainim

uchitheisame.iTheifactorimostiappealingiaboutianiemployeriisiitsisalaryiandibenefitsiofferingi(citedibyi62

%),ifollowedibyiaigoodiwork-lifeibalancei(58%)iandijobisecurityi(56%).i 

Similarly,idueitoimassiveilayoffsisinceilastiMarchi(2021),iaimajorityiofisurveyirespondentsiconsiderijo

bisecurityitoibeianiessentialiqualityiofianiidealiemployer.iThisiconcernimayibeioneireasonimoreiworking

ageiadultsiareiloggingilongeriworkihours.iFurthermore,ijobiinsecurityihasileditoiincreasedisymptomsiof

idepressioniandianxiety,iaccordingitoioneistudy.iAsitheseitwoiissuesihaveigrownimoreiconsequentialifo

riemployers,itheyialsoipresentianiopportunityitoishowcaseieffectiveipoliciesithatisupportitheiworkforcei

initheseiareas,iwhichihelpsitoibolsteriemployeribrand
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1. INTRODUCTION 

 

 

Inilightiofianieveriincreasingiglobalitalentishortage,organizationsiareiseekingicomprehensiveistrat

egiestoiattractiandiretainipotentialiandicurrentiemployees.iUrgencyiofithisisituationiisievidencedib

yiairecentglobalistudyiindicatingithat,iacrossimoreithani37,000employersiini42icountries,ioverione

thirdireporteditalentishortagesiini2014itheihighestipercentageiiniseveniyears..Atitheiintersectioniofii

humaniresourceimanagementi(HRM)iandibrandimarketing,iemployeribrandingiihasibeeniproposed

iasianieffectiveiorganizationalistrategytoidifferentiateifromicompetitorsiandigainiaicompetitiveiadv

antageiinitheilaborimarket.iThus,employeribrandingiisiseeniasiaiprimeiapproachiforirespondingitoir

ecruitmentiandiretentionichallenges.Theiinherentimultidisciplinaryinatureiofiemployeriibrandingi

hasileditoiaibroadiviewiofitheiphenomenon.Simultaneously,iitihasiengenderediheterogeneousiconc

eptualiandiempiricaliapproachesiandidirections(Edwardsi2010).iHence,iweiwitnessiaidispersediint

erpretationioficonstructsiandiapplicationsiintheischolarlyidiscourseiaroundiemployeribrandingwit

houtiaiunifiediunderstanding.iMoreithaniteniyearsago,iCableiandiTurbani(2001,ip.i118)inotedithat‘

pastirecruitmentiresearchihasibeenilabelingisimilariconceptsibyidifferentinames,iandihasibeenilabel

ingidifferenticonceptsibyitheisameiname’.iUnfortunately,thisiisialsoitrueiforiemployeribrandingires

earchitoday. 

 

Itiisiimportantitoidistinguishitwoitermsiiniemployeriibrandingiresearch:i‘employeribrand’iandi‘emp

loyeribrandingiprocess’.IniaifirstiattemptitoiexamineisynergiesibetweeniHRMiandibrandimarketin

g,iAmbleriandiBarrowi(1996,ip.i8)idescribeitheiemployeribrandiasithei‘packageiofifunctional,iecon

omiciandipsychologicalibenefitsiprovidedibyiemployment,iandiidentifiediwithitheiemployingicom

pany’.iTheispecificiassociationiofitheiemploymentiofferiwithiaifirmiisiemphasizediiniaiwidelyicitedi

definitionibyiBackhausiandiTikooi(2004,ip.i502),iwhoistateithati‘theiemploymentibrandihighlightsi

theiuniqueiaspectsiofitheifirm’siemploymentiofferingsiorienvironmentiandiisiaiconceptiofitheifirmit

hatidifferentiatesiitifromiitsicompetitorsibyiattracting,imotivating,iandiretainingitheifirm’sicurrentia

ndipotentialiemployees’.iTheseiuniqueicriteriaiofitheiemploymentioffer,iorithei‘packageiofirewardi

featuresioriemploymentiadvantagesiandibenefitsioffereditoiemployees’,iareioftenireferreditoiasithe‘

iemployerivalueiproposition’i.iInicontrast,i‘employeribrandingidescribesitheiprocessiofibuildingiani

identifiableiandiuniqueiemployeriidentity’ior,imoreispecifically,i‘theiipromotioniofiaiuniqueiandiatt

ractiveiimage’iasianiemployeri 
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Inithisiprocess,imarketingiprinciplesiareiapplieditoimanageiorganizations’itangibleiandiintangiblei

employmentiofferingsithrough,iforiexample,icommunicationicampaignsi‘toiraiseiawarenessiandist

rengtheniassociationsibetweenitheibrandiandidesirableiat-

tributes’.Althoughitheiem3ployeribrandiis,itechnicallyispeaking,imerelyianiidentifieri(e.g.iname,il

ogo),allibrandirelatediinformationiisiactuallyistorediandisummarizediunderitheiconstructiofi‘empl

oyer(brand)knowledge’,iconsistingiprimarilyiofi‘employerifamiliarity’,i‘employeriimage’iandi‘e

mployerireputation’(CableiandiTurbani2001).iTheiaddedivalueiofifavorableiemployeeiresponseitoi

employeriknowledgeiisigenerallyiexpressediasi‘employeribrandiequity’iori‘recruitmentiequity’iini

aipre-employmenticontext. 

 

1.1iBackgroundiandiProblemiStatement 

 

 

Inirecentiyearsithereihasibeeniailaboriwar.for.for.theichallengesiofiagingianditheilackiofitalentiinit

heichangingiindustries,iespeciallyiIT.iTherefore,iemployerimarketingihasibecomeianiemergingitop

icithatidrawsispecialiattentionitoilargeicompaniesiiniFinlandiasiaiviableisolutionitoitheitalentishort

age.iAsiairesult,ithereiareivariousistudiesionithisisubjectiinilargeicompanies. 

 

However,ithereiareiaifewistudiesithatishowiaiclearirelationshipibetweeniSMEsiandiEmployeriBra

nding.iQuestionsisuchiasi“Caniemployer'sibrandingiworkiforiSMEs?”iori“Couldiemployer'sibrand

ingibeiaiconcerniforiSMEs?”ihaveibeeniraised,iyetitheiriresponsesiareistillilimited.iNotableiresear

chiinithisifieldiisiaimaster'sithesisifromitheiUniversityiofiAalto,iwhereitheiauthor,iSimoneniAleksi

,iisistudyingiforiaipositioniiniEmployeriBrandingiatiMajoriFinnishiCompanies.iItiwasiaitesticaseia

sitheiEmployeriBrandingistudyiisistillilimited. 

 

ThisistudyiaimsitoiexploreitheilinkibetweeniEmployeriBrandingiandiSMEs,iespeciallyiSMEsiinith

eiITiindustry.iTheiresearchibaseiwillibeibasedimainlyionitheiareasiofiCorporateiBrand, 

 

 

1.2iPurposeiofiresearchiandiinquiries 
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BasedionitheilocalibusinessienvironmentiinitheiITiindustry,ianditheiEmployeriBrandingitheoryifra

mework,ithisistudyiaimsitoistudyitheiroleiofiEmployeriBrandingiiniSMEsiinitheiITiindustry.iThei

purposeiofitheiresearchiisiachievedibyifindingitheianswersitoitheifollowingikeyiquestions: 

 

•iRQ1:iWhatiisitheiimpactiofiEmployeriBrandingionistudents'idecisionitoiworkiforiSME? 

 

•iRQ2:iWhatiattractsigraduatesitoiaijobisearch? 

 

•iRQ3:iFromiwhatisourceidoistudentsibuilditheiideaiofitheiriemployer'siname? 

i 

•iRQ4:iWhatiisiaistudenticareeriorientationiafterigraduation? 

 

 

1.3iScopeiofitheistudy 

 

 

Withinithisistudy,iBusinessiandiITistudentsistudyingiatiDTU,iNewiDelhiiwereiconsidereditheimai

niobjectivesiofitheistudy.iAccordingitoitheiEuropeaniCommission,itheinameiSMEiisimadeiupiofit

hreeitypesioficompaniesibasedionitheirisizeiandiprofitability.iMediumisizedicompaniesiareithoseit

hatiemployilessithani250ipeopleiandihaveiaiturnoveriofilessithaniEURi50imillion.iSmallericompa

niesiemployilessithani50ipeopleiandihaveiaiturnoveriofilessithaniEURi10imillion.iCompaniesiwit

hismallerisizes,imostiofiallitypes,iemployilessithani10ipeopleiandihaveiaiturnoveriofilessithaniiEU

Ri2imillion.iTheiscopeiofithisistudyiisilimiteditoiSmalliandiMediumiEnterprises.iTherefore,itheiter

mi'SME'ihasinowibeenireferreditoibyismalliandimediumisizedicompaniesi 

operatingiinitheiITiindustry. 

TheimainipurposeiofitheistudyiwasitoiexploreitheiroleiofiEmployeriBrandingiiniSMEsiinitheiITiin

dustry.iTheigeneraliscopeiofibrandingiisiveryibroadiwhichiincludesitheiinternalicharacteristicsiofit

heicompaniesiasiwelliasitheiexternalicharacteristicsiofitheibusinessienvironment.iTherefore,iunder

standingitheiexpectationsiofipotentialiemployeesiisianiimportantistepiinimakingiaisuccessfuliempl

oyer'sibrand.iTherefore,itheistudyiwillitakeiintoiaccountitheiexpectationsiofipotentialiemployees,is

uchiasiBusinessiandiITistudents,iforiITiSMEs. 
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2. LiteratureiiReview: 

 

 

Theiconceptiofiemployeribrandingiwhichihasibeeniincreasinglyipopularisinceithei1990simeansiinit

heisimplestitermsitheiperceptionibyitheiexistingiandipotentialiemployeesiofitheicompanyiasitheibest

iplaceitoiworkifor.iEmployeribrandingihasibecomeicrucialiforimanyiorganizationsiasitheyialliareike

enitoiattract,idevelopiandiretainitheirightitalentiinitheiriorganization.iEmployeribrandingineedsitoiat

tractiandicommunicateitoibothipotentialiemployeesiandiexistingiemployeesitheiattractiveiemploye

eivalueipropositionitheyihaveibuilt.iAistrongiinternaliasiwelliexternalibrandingibyiorganizationsihe

lpsithemitoiinfluenceitheiemployees’ideliveryiofipromisedibrandiwithitheiassumptioniofiemployee

sibeingisatisfiediwithitheiorganizationi(Kauri&iSyal,i2013).i 

 

Initoday’sieraiofiboundaryiless,itechnologyidriven,irapidlyichangingibusinessienvironment,ioneiofi

theimajoricorporateichallengesiisitoimeetitheiincreasingidemandiforiexecutiveitalent.iTheisurvivali

andisuccessiofiorganizationsidependiuponitheiqualityiofiitsiworkforceiwhoicanifaceitheiaboveichall

enges.iChiuietial.,i(2020)idefinediemployeribrandingiisianiapproachiusedibyidifferenticompaniesito

imaintainitheiricurrentiemploymentiandiattractiindividualsitoijoinitheicompany.iTheipractitionerian

diacademiciresearchihaveihighlightedithatidevelopingieffectiveiemployeribrandingistrategiesicani

provideiaistrategiciadvantageitoitheifirmibyidevelopingiengagediemployeesiwhoiareiloyaliandicom

mitteditoitheifirmiandiworkitowardsiachievingitheisuperordinateiobjectivesiofitheifirmi(Wildenietia

l.,i2010).iBiswasi&iSuari(2013)idefinediemployeribrandingitoimanagingiemployeriemployeeirelat

ionships.iItiincludesitheiemployee’siemploymentiexperienceirightifromitheistartiofitheirelationship

iiniorderitoifacilitateitheiretentioniofitalentediworkforce.iBussini&iMoutoni(2019)idefinediemploy

eribrandingiasiaimanagementistrategyiforiretainingicurrentiemployeesi&iattractingitheirightitalent.i 

 

Whileitraditionally,ibrandingieffortsifocusesitowardsidevelopmentioficorporateiandiproductibrand

siaccordingitoiconsumeriperspective.iTheilimitationiandirestrictioniforibrandingiisinoilongerioptifo

riproductsionly.iInitheipast,iorganizationsiusedibrandingieffortsitoipromoteitheiriproductsiandiservi

ces,irecentlyibrandingistrategiesiappliediinihumaniresourceimanagement,ieveniorganizationsireso

rtingitoibrandingiforiattractingiandiretainingitheibestitalent.iOrganizationsirealizedithatitheiappropr

iateiwayitoibecomeiattractiveiiniemploymentimarketiisibyihavingistrong,idistinguishableiandicleari
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employeribrandi(Chhabrai&iSharma,i2014;iGözükara,i2016;iKucherovi&iSamokish,i2016).iRese

archialsoishowedithatitheioveralliimageiandiimpressioniofitheiFeedforward:iJournaliofiHumaniRes

ourceiVol.i1,iNo.i2,iSeptemberi2021iFacultyiofiEconomicsiandiBusinessiPelitaiHarapaniUniversit

yi106iorganizationsiiniemployeesimindideterminesiailotiofiorganizationalioutcomes,isuchiasiretent

ion,iemployeeiengagement,iloyalty,iandibetteritalentiattractioni(Canhotoi&iKietzmann,i2013).iKa

uri&iSyali(2013)iconcludedithatianieffectiveiemployeribrandiisiessentialiforisatisfyingiitsiexistingi

workforce.iAnotherifindingiresultifromiGözükarai(2016)ialsoiconcludedithatiorganizationsicanioff

ericareeriopportunitiesiandipromotions,isupportiaicreativeiandiinnovativeienvironment,iconductiso

cialiresponsibilityiprojects,iandiprovideiaboveiaverageifinancialipackagesitoitheiriemployeesitoibu

ildiaistrongiemployeribrand,iwhichiiniturniwouldienhanceicitizenshipibehavior.iJaini&iBhatti(2015

)istatedithatiefficientiemployeribrandingienhanceiemployeeisatisfactionianditheiriwillingnessitoire

mainiloyalitoitheiriorganization.iCompaniesiwithihigheriinvolvementiiniemployeribrandingiareige

nerallyiwellimanagediandihaveiemployeesiwhoiareimotivated,icontinuallyilearning,iandigrowing.i

Fromitheiaboveidefinitions,iiticanibeiconcludedithatiemployeribrandingiisianiapproachidevelopedib

yiorganizationiforiretainingicurrentiemployeesiandiattractingipotentialiemployees.iTheipurposeiofi

thisiarticleiisitoireviewitheiliteraturesionioutcomesiofiemployeribranding.iTheiarticleiintegratesithei

existingiworksiofiliteratureiinitheiareaiandihelpsitoiidentifyitheioutcomesiofiemployeribranding. 
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3. EMPLOYERiBRANDINGiASiANiINTERSECTIONiOFiMARKETINGiANDiHUMANi 

RESOURCEiMANAGEMENT 

 

3.1iMarketing 

 

3.1.1iBrand,iBrandingiandiBrandiEquity 

 

TheiunderstandingiofiEmployeriBranding,itheimainitopiciofithisiresearch,irequiresiinidepthiunderstandi

ngiofitheisubjectsiofibrand,ibrandingiandibrandiequity.iAsitheistudyiprogressed,itheirelationshipsiofithos

eifundamentalisubjectsiwillibeifurtheridiscussed.i 

 

AccordingitoiAmericaniMarketingiAssociationi(Aurandietial.i2005)iandiKelleri(2008),iaibrandiisiaicons

equenceioficreatingiainewiname,ilogo,isymbol,idesignioricombinationiofithemiforiainewiproduct.iBrandiI

isistructuredibyibrandiattributes,iwhichidifferentiateioneibrandifromianotheribrand.iTheiestablishmentio

fiaibrandiwouldigenerateitheivaluesiofiawareness,ireputationiandiprominenceiinitheimarketplace.iTheiob

jectiveiofithoseielementsiisitoiidentifyitheigoodsiandiservicesianditoidistinguishithemifromitheicompetito

rs.iAakeri(1991)ifurtheripointsioutithatiaibrandiwouldiprotectitheiproductifromibeingiidenticallyiproduce

dibyitheicompetitors. 

 

Wheeleri(2013),ihowever,idefinesibrandiiniaimoreisimpleiword:iwithinitheiabundanceiofichoicesiinithei

market,iaibrandishouldibeihighlightediasianiemotionaliconnectionithaticreatesilifelongirelationshipsiwit

hicustomers.iTheisuccessiofiaibrandidependsivastlyionihowicustomersiperceivediitianditheiaffectionitheyi

haveiforiit.iTheisuccessiofiaibrandiisiachievedithroughiaidisciplinediprocessithatiinvolvesibuildingibrandi

awarenessiandiextendingicustomeriloyalty.iThisiprocessirequiresistrongicommitmentifromitheicompan

y’sileaders.iFurthermore,ibrandingiisiaboutigivingireasonsiforicustomeriwhyitheyishouldichooseithisibra

ndiinsteadiofianotherione.iThus,ileveragingibrandingiisiaiprerequisiteitoisuccessiinibranding. 

 

Apartifromivalueiofitheiproductioriservice,itheibrandiofithatiproductioriserviceihasiaicommercialivalueIIIi

itself.iThisivalueiisiderivedifromitheiperceptionioficonsumersiusingitheiproductiofithatibrand.iInimarketi

ngiterminology,itheivalueiofiaibrandiisiconstruediasi‘brandiequity’.iAakeri(1991),iaileadingiauthoriinibra

ndistudy,icategoriesibrandiequityiintoifiveibrandiassetsiincludingibrandiloyalty,ibrandiawareness,ipercei

vediquality,ibrandiassociationsiandiotheriproprietaryiassets.i 
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Fromitheicustomeriperspective,ibrandiequityiisitheisubjectiveiandiintangibleiassessmentioficustomersito

wardsitheibrand.iAccordingitoiKelleri(2008),ithisiassessmentiisiaccessediindividuallyiandiisi‘aboveiandi

beyondiitsiobjectivelyiperceivedivalue’. 

 

Thisipartiofitheiresearchidiscussesibranditoitheiextentiofiproductiandiservice.iTheibroaderidiscussioniofib

randisuchiasicorporateibrandioriemployeribrandiisifacilitatediinitheifollowingiparts,iafteritheifoundationi

ofibrandihasibeenilaidiinithisipart.iAsiairecap,ibrandiisiainame,ilogo,isymbol,idesigniorianyiintangibleiobj

ectithatiisistuckitoiaiproductioriservice.iTheiproductioniofiidenticaliproductsifromicompetitorsiwouldibei

challengingibyitheipresenceiofitheibrand,iasitheibrandirepresentsitheisourceiofitheiproduct.iiThus,Iiitheiibr

andiprotectsibothicustomersiandiproducers.iEveryibrandihasiitsiowniequityinamelyibrandiloyalty,iibrandi

awareness,iperceivediqualityiandibrandiassociations.iTheistrengthiofiaibrandiisisummonediupibyivariou

sibrandingiactivitiesiandiprocesses. 

 

3.1.2iCorporateiBrand 

 

Corporateibrand,iaccordingitoiBalmeri(2001),iisiaimeansiforicorporateitoidelivericharacteristicsioficorpo

rateiidentityitowardsiitsiinternaliandiexternalistakeholders.iAsicorporateibrandiinvolvesiinneriandiouteri

parties,ithereiareigapsibetweenihowitheiorganisationiillustratesiitselfiandihowitheioutsidersiperceiveithei

organisation.iBalmeri(2001),ithus,idescribesicorporateibrandiasi‘theiinterfaceibetweeniselfIportrayaliian

diexternaliperception’iofitheiorganisation. 

 

Initheiworldiofimarketing,ibrandiusuallyisticksiwithiaiproductioriservice.iCorporateibrand,iarguedibyiiUg

glai(2006),ihowever,i‘canibeimuchimoreimultidimensionalibyitheiriideology’.iBalmeriandiGrayi(2003)I

referithisimultidimensionaliaspectiasipeople,ivalues,ipracticesiandiprocesses.iUnlikeibrandingiiniitsigen

eraliunderstanding,iwhereicustomerIbasediimagesiareifocused,icorporateibranding,iaccordingitoiHatchi

andiSchultzi(2008),icontributesitoitheiimagesiofitheiwholeiorganisationiandialliitsistakeholdersiincludin

giemployees,icustomers,iinvestors,isuppliers,ietc.iTherefore,ieveryiactivityiofitheiorganisationiregardle

ssiofitimeiorileveliisiconsiderablyiinfluencedibyitheicorporateibrand. 

 

Theitopicioficorporateibrandingiisidiscussediinithisiresearchisinceiemployeribrandingiisitheimessageiinsi
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deicorporateibranding,itheiemployeribrandingiactivitiesiareisteeredibyitheistrategyioficorporateibrandig.i

Whileitheitargetioficorporateibrandingiaimsiatiaibroaderiscope,itheitargetiofiemployeribrandingiisiliiiilimit

editoitheilabouripool.iThus,itheicleariconnectionibetweenicorporateibrandingiandiemployeribrandingiisit

heyibothiserveiasitheiinstrumentitoiconveyitheiorganisation’simessage.iInithisiway,iemployeribrandingif

allsiunderitheiumbrellaioficorporateibrandingiandiemployeribrandingistrategyishouldibeiassociatediwithi

corporateibrandingistrategy. 

 

3.2iHumaniResourceiManagementi(HRM) 

 

Armstrongi(2012)idefinesiHRMiasi‘aistrategic,iintegratediandicoherentiapproachitoitheiemployment,ide

velopmentiandiwellibeingiofitheipeopleiworkingiiniorganisations’.iInianiearlieristudy,iBeeri(1984)ispeci

fiesithatiHRMiinvolvesimanagementidecisionsithatiinfluenceitheirelationshipibetweeniorganisationiandi

employees.iAttendingitoimoreidetail,iGuesti(1987)ipointsioutithatitheigoaliofiHRMiisitoimaximiseitheish

aredivaluesiatitheiworkplaceiincludingiorganisationaliintegration,iemployeeicommitment,iflexibilityian

diqualityiofiwork.i 

 

Servingiasiaimainifunctioniinieveryibusiness,iHRMiplaysianiintegraliroleiinitheisuccessiofitheiorganisati

oniinitermsiofiitsihumanicapitali(Armstrongi2012).iFurthermore,iUlrichiandiLakei(1990)iassertithati“HR

Misystemsicanibeitheisourceiofiorganisationalicapabilitiesithatiallowifirmsitoilearniandicapitaliseionithei

newiopportunities”.i 

 

Iniorderitoiattendieventualisuccessiofitheiorganisationithroughipeople,iHRMihasibeenidevelopediandihas

ibeenisuggesteditoibeiseeniasiaisystemiiniwhichieveryielementiofiitsifunctionsishouldibei‘coherentiandiint

ernallyialigned’i(KepesiandiDeleryi2008).iTheimainifunctionsiofiHRMiincludeiOrganisation,iResourci

ng,iLearningiandiDevelopment,iRewardiManagementiandiEmployeeiRelations. 
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AlthoughiHRMiisiaibroaditopiciconcerningihowiorganisationsimanageitheiriworkforceitoiachievei 

theirisuccess,itheiscopeiofithisiresearchionlyilimitsitoiRecruitment,iwhichiisiaifunctioniofiHRithatiii

nteractsidirectlyiwithicandidates,itheipotentialiemployees. 

 

3.2.1iRecruitmentiandiSelectioniprocess 

 

RecruitmentiisioneiofitheimainifunctionsiofiresourcingiwithiniHRM.iRecruitmentiisiintimatelyi 

connecteditoiSelectioniasitheyiareibothiinvolvediinifindingiandichoosingitheimostisuitableipeopleiii

foritheijobiandiorganisation.iRegardingiRecruitmentiandiSelection,iArmstrongi(2009)iillustratesit

hatirecruitmentiisitheiwholeiprocessiofiattractingiandicatchingisightioficandidatesithatifititheijobiori

organisation.iThisisuggestsiwhyiEmployeriBranding,iwhichiisipartiallyiconcernediwithiattractingi

potentialiemployees,iisicloselyirelateditoiRecruitment.iSelection,ionitheiotherihand,iisiaistageiwithi

nitheirecruitmentiprocessithatidealsiwithichoosingitheirightiapplicantiforitheijob.iIniotheriwords,iasi

aimainiroleiiniresourcingihumanicapital,itheirecruitmentiandiselectioniprocessiconsistsiofitheifunct

-ionsisuchiasiidentifying,iattractingiandichoosingisuitableicandidatesi(Beardwelli2004).i 

 

TheireviewiofiRecruitmentiandiSelectioniprocessisuggestsithatialthoughiEmployeriBrandingiisinot

iclearlyistateditoibelongitoithisiprocess,iitiisipresumablyibelievedithatiitihasiitsiownistanceiwithiniRe

-cruitmentiandiSelection.iFurthermore,iEmployeriBrandingiisiaboutiattractingipeopleiini 

theilabouripool,iwhichiisiaifunctioniofiRecruitment.iThus,itheitheoryireviewiofiRecruitmentiandiSe

lectionihelpsiexplainitheiroleiEmployeriBrandingiinitheiworldiofiHRM. 

 

3.2.2iStrategiciHumaniResourceiManagement 

 

Strategy: 

 

Inieveryiformiofibusiness,iachievingiparticulariorganisationaliobjectivesigivesiorganisationsireaso

nsitoiexist.iThatiisiwhereistrategyitakesieffectsiasiiticlarifiesiaiwayiforiorganisationsitoiachieveitheiri

goals.iInithatimeaning,iThompsoniandiStricklandi(1996)iexplainistrategyiasi‘theipatterniofi 

actionsimanagersiemployitoiachieveiorganizationaliobjectives’.iAccordingitoiArmstrongi(2011),is

trategyihasitwoimeaning,iiniwhichitheifirstimeaningiisitoidefineitheidestinationianditheimeansitoigeti
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toithatidestination.iWithinithisifirstimeaning,ilongeritermigoalsiareidefinediandistrategiciplanningiii

sicovered.iTheisecondimeaningiofistrategyiinvolvesiidentifyingitheiorganization’sipositioniinitheie

nvironmentiitioperates.iThus,imatchingiitsi‘capabilitiesiandiresourcesitoiopportunitiesiavailableiini

theiexternalienvironment’iisiaivitalirequirementiwhenidealingiwithistrategy. 

 

JohnsoniandiScholesi(2008)idescribesithisisecondimeaningiofistrategyiiniotheriwords:istrategyisig

nifiesi‘theidirectioniandiscopeiofianiorganizationioveritheilonger-

termiideally,iwhichimatchesiitsiresourcesitoiitsichangingienvironment,iandiiniparticular,itoiitsimark

ets,icustomersiandiclientsi 

toimeetistakeholdersiexpectations’. 

 

 

 

StrategiciHumaniResourceiManagementi(SHRM) 

 

Asimentionediearlier,iHRMiisi‘aistrategic,iintegratediandicoherentiapproachitoitheiemployment,id

evelopmentiandiwellibeingiofitheipeopleiworkingiiniorganisations’.iStrategiciHRMiisiregardediasi

aihigheriformiofiHRMiwheniitiisinotionlyilimiteditoitheiwellibeingiofitheipeopleiworkingiiniorganis

ationsibutiratheritoifulfilitheiorganisation’sigoals.iAccordingly,ihumanicapitaliisiaimajorisourceiofi

competitiveiadvantageianditheiorganisationaligoalsiareiachievedithroughihumaniresourcesiofitheio

rganisationsiusingitheimeansiofi‘integratediHRistrategies,ipoliciesiandipractices’iArmstrongi(200

6,i2011,i2012).iFromianotheriperspective,iSchuleri(1992)ipointsioutithatiSHRMiisirelateditoiactivit

iesithatienhanceibehaviouriofiindividualsitoi‘formulateiandiimplementitheistrategicineedsiofitheibu

siness’.iIniotheriwords,iStoreyi(2009)irefersiSHRMiasitheiwayitoimanageiemploymentirelationshi

psitoideliveritheibestiperformanceiofihumaniresourcesiand,ithus,itoiachieveitheiorganization’sigoal. 

 

Initheicontextiofithisiresearch,iStrategiciHumaniResourceiManagementiisiregardediasiaithemeitoiu

nderstanditheiResourcediBasediView,iwhichiisiaistrategiciapproachitoirecogniseihumanicapitaliasi

aiviableisourceioficompetitiveiadvantages.iTheifollowingipartsiprovideiin-depthiunderstandingi 

ofiResource-BasediViewiandihowiitiisiintegrateditoitheidomainiofiSHRM. 

 

3.2.3iResource-BasediViewiofiStrategiciHumaniResourceiManagement 



12 | 5 2  

 

 

 

 

 

Theitheoryiofi RBV: 

 

Resourcesiofiaifirm,ifromitheiviewpointiofiBarneyi(1991),iareieverythingiincludingiassets,icapabil

ities,iorganisationaliprocesses,iknowihow,ihumanicapital,ietc.ithatiempoweriaifirmitoiformulateian

diutiliseiaicertainistrategy.iBasedionipreviousiresearchesiofi(Williamsoni1975),i(Beckeri1993)iandi

Tomeri(1987),iBarneyi(1991)icategorisesiresourcesiintoithreeifieldsiwhichiareiphysicalicapitalires

ources,iorganisationalicapitaliresourcesiandihumanicapitaliresources.iInitermsiofiphysicalicapitalii

resources,itechnology,iplant,iequipment,ilocationiandiaccessitoirawimaterialsiareiconsidered.i 

 

Humanicapitaliresourcesiaccountiforitraining,iexperience,ijudgement,iintelligence,irelationshipsii

andiinsightiofiemployees.iOrganisationalicapitaliresources,ionitheiotherihand,iconsistiofistructure,i

planning,icontrollingisystemsiorirelationsibetweeniparties.iAlthoughilistingiaforementionediconc-

eptsiasiresourcesiofiaifirm,iBarneyi(1991)iarguesithatinotialliofithemiareiconsiderediasistrategicireso

urces.iWhileiseveraliserveiasicrucialiaspectsiforiaisuccessfulistrategy,isomeiothersiareineutraliandiis

omeiareieveniimpediments.i 

 

Barneyi(1991)iindicatesithationlyiresourcesiwithiaisetiofiparticulariattributesiareiregardediasicomp-

etitiveiadvantages.iAccordingitoiBarneyi(1991),iresourcesiofiaifirmimighticreateisustainedicompet

-itiveiadvantagesiwheniitsiresourcesiareivaluable,irare,iin-

imitableiandinonisubstitutable.iWithinitheiResourceiBasediViewi(RBV),itheifirm’siresourcesiserv

eiasitheidriveniforceioficompetitiveiadvantageiandiperformance.iAiresourceiisiaicompetitiveiadvan

tageiwheniitieitheriexploitsiopportunitiesiorireducesitheifirm’siowniweakness.iInitheibaseiofiRBV,it

heiresourceiisirareiamongitheicurrentiandipotentialicompetitors.iMoreover,itheiresourceiisi“imperf

ectlyiimitable”,iiniwhichiitiisichallengingiforiotherifirmsitoiaccessiifitheyidoinotiownithoseivaluablei

andirareiresources.i 

 

Lastly,itheiresourceimustibeiwithoutistrategicallyiequivalentisubstitutes. 

 

Furthermore,iBarneyi(1991)idifferentiatesibetweenicompetitiveiadvantageiandisustainedicompet-

itiveiadvantageibyiclarifyingihisiunderstandingibetweenithem:IAifirmiisisaiditoihaveiaicompetitivei

advantageiwheniitiisiimplementingivalueicreatingistrategyinotisimultaneouslyibeingiimplementedi
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byianyicurrentioripotentialicompetitors.iAifirmiisisaiditoihaveisustainedicompetitiveiadvantageiwh

eniitiisiimplementingiaivalueicreatingistrategyinotisimultaneouslyibeingiimplementedibyicurrentior

ipotentialicompetitorsiandiwhenitheseiotherifirmsiareiunableitoiduplicateiibenefitsiofitheistrategy. 

 

ThisilineiofireasoningisuggestsiairelationibetweeniStrategiciHRM,iEmployeriBrandingiandiResour

ceIBasediView.iMoreover,iitishouldibeiinterpretediinitheiwayitheiresourcesiareianiindispensableiiip

artiofistrategy.iDiscussingiaboutitheirationaleiforiresourceIbasedistrategy,iGranti(1991)arguesithati

I“Itheiresourcesiandicapabilitiesiofiaifirmiareitheicentraliconsiderationsiiniformulatingiitsistrategy:iII

theyiareitheiprimaryiconstantsiuponiwhichiaifirmicaniestablishiitsiidentityiandiframeiitsistrategy,iIIIIII

anditheyiareitheiprimaryisourcesiofitheifirm’siprofitability.iTheikeyitoiairesourceIbasediapproachit

oistrategyiformulationiisiunderstandingitheirelationshipsibetweeniresources,icapabilities,icompeti

tiveiadvantage,iandiprofitabilityiiiniparticular,ianiunderstandingiofitheimechanismsithroughiwhichi

competitiveiadvantageicanibeisustainedioveritime.iThisirequiresitheidesigniofistrategiesiwhichiexp

loititoimaximumieffectieachifirm’siuniqueicharacteristics.” 

 

Resource-BasediViewiofiStrategiciHumaniResourceiManagement 

 

BurkeiandiCooperi(2006)ipointiouti“theilogiciofiaiRBViemphasisiiniSHRMiisiunderstandableiasith

eiRBViprovidesiaibroadiargumentiasitoiwhyiHRMipracticesiandiemployeesimayibeiaipotentialisour

-ceiofivalueicreation”.iFurthermore,iWright,iMcMahan,iandiMcWilliamsi(1994)ialsoishowi 

thatiallithoseifourirequirements:ivalue,irarity,iinimitabilityiandinonIsubstitutabilityiareipotentiallyi

possessedibyitheiemployees.i 

 

Armstrongi(2012)iclarifiesitheisignificanceiofitheiresourceibasediviewiofitheifirmiisithati“itihighlig

htsitheiimportanceiofiaihumanicapitalimanagementiapproachitoiHRM.iThisiprovidesitheijustificati

oniforiinvestingiinipeopleithroughiresourcing,italentimanagement,iandilearningiandidevelopmentip

rogrammesiasiaimeansiofienhancingicompetitiveiadvantageiwithianiemphasisionibuildingiflexibilit

yiandidevelopingitheiintegrativeilinkage.” 

 

Colberti(2004)iconvincesithatiRBViisianiintegratingigroundiforiSHRMiiniwhichi“mostiresourceba

sediargumentsiareirootediinihumaniresourcesitheiskills,iknowledge,iandibehaviouriofiemployeesi–

ioriorganizationaliresourcesi–icontrolisystems,iroutines,iandilearningimechanismsi–
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ithatiareiproductsioficomplexisocialistructuresibuiltioveritimeiand,ithus,iareidifficultitoiunderstandia

ndiimitate”. 

 

DeeperiinvestigationsiintoitheiaspectsiofiRBViiniSHRMiprovideimoreicluesiofihowihumaniresourc

esishouldibeiviewediasiaicompetitiveiadvantage.iAccordingitoitheiaforementionediresearchiofiBar

neyi(1991),iairesourceiisiregardediasiaicompetitiveiadvantageiwheniitiisirare,ivaluable,iinimitableia

ndinonIsubstitutable.iFirstiofiall,ihumaniresources,iaccordingitoiWrightietial.i(1994),iareinotiairarit

yibut,inevertheless,iabundantidueitoitheiendlessipooliofilabourisupply.iHowever,i 

 

Wrightietial.i(1994)iaddsithatiwhatiisiconsidereditoibeirareiinithisicaseiisiinifactitheiskills,icompeten

cies,icapabilitiesiandihighiqualityiamongitheiresourcesiareilimited.iInishort,ihumaniresourcesiareib

ountifuliyetitalentsiareirare.iSecondly,ihumanicapitaliresourcesiareivaluableisinceionlyihumanireso

urcesicanifacilitateitheidevelopmentiofibusiness.iThirdly,ihumaniresourcesiasicompetitiveiadvanta

geihaveitoibeiimperfectlyiimitable.iTheiinimitabilityiisiassuredibyitheithreeiprerequisitesinamelyiu

niqueihistoricaliconditions,icausaliambiguityiandisocialicomplexityi(Wrightietial.i1994).i 

 

Amongitheithreeirequisites,iuniqueihistoricaliconditionsiareiattacheditoitheifirm’siculture,ileadersh

ipioriunderlyingiassumptionsi(KotteriandiHesketti1992);icasualiambiguityiisitheiconditioniiniwhic

hifactorsiofiaicompetitiveiadvantageiareiambiguousitoitheicompetitorsi(Barneyi1991);isocialicomp

lexityiservesiasiaisourceioficomplexityiwhichimightihinderiinimitability.iLastly,ihumanicapitalires

ourcesineeditoibeinonIsubstitutableitoibeiconsiderediasicompetitiveiadvantage.iWrightietial.i(1994

)iassertsithatihumaniresourcesiareinotiobsoleteiandimeetitheicriteriaiofiaisustainableicompetitiveiad

vantageibyichallengingithati“onlyiresourcesithaticanisubstituteiforihumaniresourcesiareithoseiresou

rcesithatiareithemselvesivaluable,irare,iinimitable,iandinon-substitutable.” 

 

 

TheitheoryireviewiofiSHRMianditheiResource- 

 

BasediViewiofiSHRMiprovidesisolidigrounditoiconsideriHRMiasiaivaluableisourceiforisustainablei

competitiveiadvantage.iTheireasonibehindithisiisithatiHRMihasiallifourielementsiofisuchicompetiti

veiadvantageinamelyivalue,irarity,iinimitabilityiandinonIsubstitutability.iOnlyiwhenihumanicapita

liisiviewediasiaisourceiofisustainableicompetitiveiadvantageithatihelpiorganisationsioutpaceiinithei
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marketiandifulfilitheirigoalsicanitheyivalueihumaniresourcesiandispendieffortitoiattractiandidevelopi

effectiveistrategyiforithem.iTheiaforementionedireasoningisuggestsithatiEmployeriBrandingiisiaip

artiofiHRMistrategy.iTheipresenceiofiRBViiniSHRMiwouldileverageitheistatusiofiHRMiinieveryior

ganisation. 

 

3.3iEmployeriBranding 

 

EmployeriBrandiisiaiconceptidenotingiperceptionioficurrentiandiprospectiveiemployeesitowardiani

organisationiasiaigreatiplaceitoiworki(McLeodiandiWaldman,i2013).iInilineiwithithisidefinition,i 

 

EmployeriBrandingiisitheiprocessiofisendingioutithei‘greatiplaceitoiwork’iimageitoithoseigroups.i 

 

Involvediwithiemotionalivalues,iEmployeriBrandingiisiaistorytellingiprocessithatileverageitheiima

geiofitheiemployeriandihelpibringitheiemployericloseritoitheicandidateipooli(Sluisi2009).i 

 

Generallyiunderstanding,iwhileiMarketingiisitheicommunicatingiprocessiofisellingiaiproductiorise

rviceitoicustomersiandiHumaniResourceiManagementiplaysitheiroleiofiattraction,irecruitment,isel

ecting,itraining,idevelopment,iassessment,irewardingiandiotheriactivitiesirelateditoiemployment,i

EmployeriBrandingiisiregardediasitheiconnectionibetweenithoseitwoifieldsiasiitiinvolvesibuildingia

niappealingiimageiofitheiemployeriinitheimindiofipotentialiemployees.iThus,iMarketingiconceptsio

fibranding,iimage,ireputation,iawareness,iandiHRiconceptsiofiorganisationaliidentityiandiemploye

eisatisfactioniareiconvergediiniEmployeriBranding.i(BarrowiandiMosleyi2005)Theiperceptioniofip

rospectiveiemployeesitowardsiaibrandidependsigreatlyionitheiriexperiencesiwithithatibrand.iTheipr

ocessiofiprovidingithoseiexperiencesiforiconsumersiisiknowniasicreatingibrandiawareness.iMentio

nediinimarketingiliterature,itheirepeatediexposureiofiaibrandiwouldiincreaseiitsifamiliarityiand,ithu

s,ibrandiawareness.iExperiencesiofiaibrandithatiaiconsumerihaveiincludeiseeing,ihearing,ithinkingi

aboutiit.iDiscussingiaboutibrandiawareness,iKelleri(2008)iillustratesithativariousiformsiofiexposur

eirangingifromi‘brandiname,isymbol,ilogo,icharacter,ipackaging,iorislogan’itoiadvertisingiandipro

motion,isponsorshipiandieventimarketing,ipublicityiandipublicirelations,iandioutdooriadvertisingi

haveitheipossibilityiofiincreasingifamiliarityiandiawarenessiamongitheiconsumers.iEmployeriBran

ding,ithus,iisinotianiexclusionifromibrandingiactivitiesimentionediinimarketingiliterature.iTheiperc

eptionsioficonsumersi(inithisicase,icurrentiandipotentialiemployees)itowardsitheiemployeribrandiar
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eipartlyishapedifromitheiriexposureiofitheibrand. 

 

ReferringitoitheiresearchesiofiKelleri(1993)iandiAakeri(1991)ioniconsumeribasediequity,iasilongia

sitheiconsumersiacknowledgeiaiuniqueibrandiimageioficertainiproductsioriservices,itheiprobabilityi

ofithemibuyingithoseiproductsioriservicesiofiaicompanyiovericomparableiproductsioriservicesiofian

othericompanyiwilliincrease.iSimilarly,iaccordingitoiCableiandiTurbani(2001),itheiinnerimindiofic

andidatesiapplyingiforijobsiisiidenticalitoitheidecisioniofiaiconsumeribuyingiaiproductioriservice.i

Whatijobiseekersiacknowledgeiofianiorganizationiwouldiconsiderablyiaffectitheiridecisionitoiappl

yiforithatiorganisation. 

 

Theimarketingiliteratureihasipointedioutithatiimageiofiaibrandiisipossiblyiperceivedidifferentlyiinte

rnallyiandiexternallyi(DukerichiandiCarteri2000).iThisiindicatesithatitheiemployeribrandiofiaicomp

anyiisiperceivedibyiitsicurrentiandiprospectiveiemployeesiinitheiwayiillustratediinimarketingiliterat

ure. 
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iEmployeriBrandingiinirecruitmentiprocessibyi 

(KnoxiandiFreemani2006)i(DukerichiandiCarteri2000) 

 

 

 

 

 

4. Instrumental-SymboliciFrameworkiiniMarketing- LievensiandiHighhousei 

 

LievensiandiHighhousei(2003)ihaveiconductediairesearchitoiexploreihowijobioriorganisationalifact

orsiandicharacteristicsiofiaicompanyiaffectitheiperceptionsiofipotentialiemployeesitowardsitheicom

pany’siattractivenessiasianiemployer.iFromitheiinstrumentaliandisymboliciframeworkiestablishedi

fromimarketingiliterature,ieachiproductihasibothifunctionaliandisymbolicimeanings.i 

 

Theifunctionalioriinstrumentalifunctionsiofiaiproducticorresponditoiitsiphysicalioritangibleivalues.i

Foriexample,iaiconsumeribuysiaimobileiphoneibecauseihe/sheiwantsitoiutiliseiitsiinstrumentalifunc

tionsisuchiasicommunicationipurposesiandiconvenience.iOnitheiotherihand,isymbolici 

functionsiofiaiproductiareiassociatediwithiitsiintangibleioriimaginaryiattributesithatiwouldihelpienh

anceitheiconsumers’iselfiimageiorimaintainitheiriselfiidentity.i 

 

 

 

Foriexample,iaiconsumeribuysiaismartiphoneibecauseiitsitraitsioriimageimightishowiwhoihe/sheiisio

ritheiwayihe/sheiwantsiotheritoiseeihim/her. 
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Instrumental-SymboliciFrameworkiiniMarketing 

 

 

 

Regardingicompany’siimageiasianiemployeri(asiknowniasiemployeribrand),iLievensi&iHi

ghhousei(2003)iassumeithatitheiinstrumentalIsymboliciframeworkihasimajorisignificancei

oniattractingiapplicantsitoitheicompanies.iInitheiworldiofihumaniresources,iwithinithisifra

mework,iinstrumentaliattributesiattenditoifunctional,iconcreteiandifactualiaspectsiofitheijo

bioritheiorganisationisuchiasifinancialibenefitsinamelyisalary,icommission,imonetaryirewa

rds,ietc.iorinonIfinancialibenefitsiforiinstanceigym,iinsurance,imedicalicare,ietc.iorisizeiofit
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heicompanyioriitsilocation. 

 

Additionally,iLievensiandiHighhousei(2003)ispecifyithatiinstrumentaliattributesiofitheijobi

oriorganisationicannotibeitheionlyibasisithatideterminesiapplicants’iinitialiattractionitoiaico

mpany.iSymboliciattributesiareialsoiaisourceiofiattractingiapplicants.iAakeri(1997),isugges

tsithatisymboliciuseiofibrandsicouldibeicategorisediintoifiveidimensionsiofibrandipersonalit

yinamelyiSincerity,iExcitement,iCompetence,iSophisticationiandiRuggedness.i 

 

 

 

 

Lievensi&iHighhousei(2003)iexplainitheifiveitraitsias:i“Sincerityidenoteditraitsirelateditoi

warmth,iacceptance,iandihonesty.iExcitementiencapsulateditraitsidescribediasitrendy,ispir

ited,iandiimaginativeiCompetenceiwasitypifiedibyitraitsireferreditoiasireliable,isecure,iandi

successful.”iSophisticationiisi“characterisedibyitraitsisuchiasiupperclassiandiprestigious”ia

ndiRuggednessiisi‘presentedibyitraitsisuchiasimasculineianditough’.iFurthermore,itheiresea

rchiofiLievensiandiHighhousei(2003)iprovesithatisymboliciattributesihaveimoreieffectsioni

attractingiapplicantsithaniinstrumentalivalues. 

 

 

 

4.1 BrandiPersonalityiScale 
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Withinithisiresearch,itheseitwoitypesiofiattributesiiniEmployeriBranding:iinstrumentaliandisymbol

iciattributesiareiresearcheditoiexploreitheiriimportanceiinistudents’idecisionitoiconsiderianiITiSMEi

asiaiprospectiveiemployer.iTheianswersireceivediwouldigiveiaihintiforiITiSMEsioniwhichipointsith

eyishouldifocusiinicaseitheyidecideitoipursueiEmployeriBranding.iRegardingiinstrumentaliattribut

es,i7ioptionsiofithisitypeiofiattributesiareiincluded.iOnitheiotherihand,ifiveiattributesiofisymbolicival

ueiareinotidirectlyiquotediinitheiquestionnaire.iTheibasicidefinitionsiandiexamplesiofithemibasedio

nitheoryipresentediareiincludediinstead.iTheifiveisymboliciattributesiareiinterpretediasifollowing: 

1. Sincerity:i‘Aiworkplaceithatiisiopen,ifriendlyiandisincereiwhereihonestyiisiemphasized’. 

 

2. Excitement:i‘Aiworkiplaceiwhereimyiinnovativeiandicreativeithinkingiareiencouragedian

divalued’. 

 

3. Competence:i‘Aiworkplaceiwhereimyicompetenciesiareivaluediandirewarded’. 

 

4. Sophistication:i‘Aiworkplaceiwhereitheivaluesiofibeingitrendy,iclassyiorihavingicharmin

gistyleiareiappreciated’. 

5. Ruggedness:i‘Aiworkplaceiwhichiisidynamic,iperformance-driveniandiresult-oriented’. 

 

 

5.iTHEORETICALiFRAMEWORKiOFiTHEiRESEARCH 

 

TheitheoryiofiEmployeriBrandingiisibuiltibasedionitheiconjunctioniofiMarketingiandiHumaniReso

urce.iTheiunderstandingiofiEmployeriBrandingirequiresitheibaseiofibothifields.i 

 

EarlieriliteratureisuggestsithatiEmployeriBrandingiisiderivedifromitheibrandingiactivitiesiofiMark

eting.iThus,itheiconceptsiofiBrandiandiBrandingiareiexaminediandiservediasifoundationiforifurtheri

researchioniEmployeriBranding.iMoreover,iEmployeriBrandiisiknownitoibeiaipartiofiCorporateiBr

and.iWhileicorporateibrandisendsioutitheiimageitoiaibroaderiscope,iwhichiincludesialliitsistakehold

ers,iemployeribrandiisispecificallyidesignediforiitsicurrentiandiprospectiveiemployees.iTheitheoret

icaliresearchiofiCorporateiBrandiensuresithatiEmployeriBrandiisiinilineiwithiitsibroaderiumbrella,i

CorporateiBrand.iFurthermore,ifromitheiperspectiveiofiEmployeriBranding,icurrentiandipotentiali

employeesiareiregardediasiitsi‘customers’,icompareditoitraditionalicustomersiiniMarketing. 

 

FromitheiperspectiveiofiHRM,iEmployeriBrandingiisiintegratediwithiHRMisinceiEmployeriBrand
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ingiinvolvesiattractingipotentialicandidates,iwhichiisicloselyirelateditoitheiRecruitmentiandiSelecti

on,ioneiofitheimainifunctionsiofiresourcingiwithiniHRM.iAlongiwithiHRMiandiparticularlyiRecrui

tmentiprocess,itheiliteratureiofiStrategiciHRMianditheiResourceIBasediViewiofiStrategiciHRMiar

eiasiwellirecited.iTheiintegrationiofisuchisubjectsisuggestsithatiEmployeriBrandingiisirequireditoib

eiadhereditoitheioverallistrategyiofitheicompanyiand,ithus,iinvolvesitheiparticipationiofiHRidepart

mentitoiaihigheridegree.i 

 

ViewiwithiniStrategiciHRMiimpliesithaticonsideringihumaniresourcesiasistrategicicompetitiveiad

vantageiwithifourivaluesiimmenseielements:ivalue,irarity,iinimitabilityiandinonIsubstitutabilityiisi

airequisiteiconditionitoitheisuccessiofiEmployeriBranding.iApartifromitheitheory,ichapteri3iprovid

esitheithemeiofibusinessienvironmentiiniFinland.iFactsiofibusinessienvironment,iITiindustry,iandip

articularlyiSoftwareiandiGameiindustryiareipresented.i 

 

InformationiregardingiSMEsianditheirisignificantiroleiiniFinnishieconomyiisialsoishowed.iTheiins

pectioniofiSMEsiiniFinnishibusinessienvironmentiprovidesisoundifoundationiofihowisomeiquestio

nsirelateditoiSMEsiinitheiquestionnaireiareishaped. 

 

Withinitheiquestionnaireiaimsiatifiguringioutiifitheiconceptiofi‘EmployeriBranding’iisipopulariamo

ngitheistudents.iTheiknowledgeiofistudentsiaboutitheiresearcheditopiciwouldidetermineihowitheyir

eactitoifollowingiquestions.i 

 

Questionsi2i(7iitems)iandiquestioni3i(6iitems)iareicoordinatediwithitheiliteratureiofiinstrumentalian

disymbolicivaluesiofiemployeribrandi(LievensiandiHighhousei2003).iHowever,iquestioni3fiisinotia

sipartiofitheiliteratureibutiisiintentionallyiincludeditoistudyitheiimportanceiofiinternationalidiversit

yiwhenistudentsilookiforiaijob.i 

 

Afterward,iquestioni4i(8iitems)ilistsioutitheipossibleisourcesithatiareimostilikelyiexposeditoitheistu

dents.iQuestioni4iisiincludeditoiinvestigateihowiexperiencesiofitheiperceiversiaffectitheiprocessiofi

buildingibrandiawarenessiandihowibrandiawarenessiisishapedi(Kelleri2008).i 

 

 

Questionsi6iandi7idirectlyifigureioutiopinionsiofistudentsitowardsiSMEs’iemployeribrandianditheii
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mpactiofiSMEs’iemployeribrandi(ifiany)ionistudents’ipreference.iLastly,iquestioni8iisianiadditiona

liopen-

endediquestionitoiacquireiotheriopinionsionihowiaiSMEicouldiattractitheistudentsiifiitsiemployeribr

andidoesinotiwork. 

 

 

 

 

6. Methodologyi 

 

6.1iSelectioniofitheiResearchiMethod 

 

6.1.1iQuantitativeiResearch 

 

Theiresearchiaimsiatidevelopingiinitialiunderstandingiofistudentsiexpectationsiandihavingianiover

alliviewiofiemployeribrandingiiniiITiSMEs.iThus,itheiquantitativeiresearchiisichosen.i 

 

Thisichosenimethodiwouldimakeitheicollectedidataiquantifiable,ireliableiandieasyitoigeneraliseitoil

argeripopulation,iwhichihelpsiunderstanditheiroleiofiEmployeriBrandingiiniailargeriscale. 
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Aifixediquestionnaireiwithiclosed-

endediquestionsiisiselectediasithisitypeiofiresearchiallowsitheiusageiofivariousistatisticalianalysisito

ols.iInitheiformiofiaistandardisediquestionnaire,itheidataicollectediisiexpecteditoibeimoreiobjective.i

Furthermore,itheilimitedivariablesiofianswersiiniquestionnaireimethodiwouldimakeiitieasieritoicon

trolitheiresearch. 

 

6.1.2i DataiCollection 

 

TheiITiandiBusinessistudentsifromicollegeigroupsiatiDelhiiTechnologicaliUniversityiandiWhatsap

pigroupiofipreviouslyiinternshipimembersiareithei 

 

targetiinithisiresearch.iWithinithei181irespondents,i40iareibusinessistudentsianditheiotheri141iareiI

Tistudents.iWithinithoseistudents,ithereiarei93ifirstiyearistudents,i79isecondiyearistudents,i8ithirdiy

earistudentsiandi1ilastiyearistudent.i 

Theinumberiofisenioristudentsiisilimitedisinceimostiofithemiareinotipresentiasitheyiareidoingitheirip

racticalitrainingioridoinotihaveianyiothericlasses. 

 

Theistudentsifromi12igroupsiwereidirectlyiaskeditoidoitheiquestionnaireiinitheiclassroomsiduringit

heilecture,iasitheiapprovaliwasigivenibyitheilecturersiandischoolipresidentibeforehand.iTheidirectia

pproachiassuresitheiresponseirateitoibei100%iwithitheisampleisizeiofi181. 

 

 

 

 

6.2iDataiAnalysis 

 

Withinithisiresearch,idescriptiveistatisticsiisiusediinieveryiquestionitoifigureioutitheifrequencyidistr

ibutioniofieachivariable.iThisiensuresithatiallivariablesianditheirinumberiofiresponsesiareiattainedit

oiprovideiaiholisticiviewiofitheidataicollected.iDependingionieveryivariable,ifrequencyidistribution

iisipresentediinifiguresioripercentages.iBesides,icrosstabs,ifrequencyitables,ibarichartsioriotheristati

sticsifiguresiareigoodimeansitoidemonstrateiunivariateiandibivariateidataiareialsoiusediinithisiresear

chi(MooiiandiSarstedti2011). 
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Alongitheiresearch,iChi_Squareitestiisiuseditoimeasureiifitheiobservedidistributioniisidueitoichanc

eiand,ithus,itestiifiaicertaininumberiofivariablesiareiindependentiofioneianother.iIniorderitoitestifurth

eritheirelationshipibetweenisomeivariables,idependingionimeasuresiofitheivariables,i 

 

Pearsoniproductimomenticorrelationicoefficienti(Pearson’sicorrelation)ioriSpearman’sirankicorre

lationicoefficienti(Spearman’sirho)icanibeiuseditoianalyseitheicorrelationibetweenitwoicertainivari

ables.iMoreover,iforivariablesithatiareinotinormallyidistributed,iManniWhitneyiUiTestiisiuseditoi

compareidifferencesibetweenithem.i(MooiiandiSarstedti2011) 

However,iinisomeianalysesiwhereiChi_Squareitestiisiinvalidiasithereiareiemptyicellsioricellsiwithie

xpectedivaluesilessithani5,iMonteiCarloitestiisiusedialternatively.iNevertheless,itheivalueicalculate

difromiMonteiCarloimethodishouldionlyibeiusediasiaiguidelineitoiseeiifivariablesiareiindependent. 

 

6.3iValidityiandiReliability 

 

Validityiisiaiconceptithatirefersitoi‘whetheriweiareimeasuringiwhatiweiareimeasuring’iandihowiwel

litheisurveyimeasuresiwhatiitisetsioutitoimeasure.iValidityicanibeiassessediinimanyiforms.i 

 

Contentivalidityiisioneiofithem,iiniwhichitheiquestionsionitheiquestionnaireihaveitoirelateitoitheicon

structimeasured.iThisirequiresitheidefinitioniofiwhatitoimeasureiandidiscussioniofiwhatitoiincludei(

MooiiandiSarstedti2011).iThisiaspectiofivaliditycouldibeiassessedithroughitheitheoreticaliframewo

rk,iwhichiisimainlyibasedioniEmployeriBranding.iThisitheoreticaliframewoekiclearlyidefinesiwhat

itoimeasureiandidirectlyilinksitheitheoryiwithitheiitemsiinithei 

questionnaire. 

 

Reliabilityirefersitoitheicircumstanceiiniwhichitheiquestionnaireicaniproduceitheiexactiresultiwhilei

conductediunderiidenticaliconditions.iValidityiisirequiredibeforeiaccessingireliability.iReliabilityi

canibeiassessediinithreeiformsiincludingitestiretestireliability,iinterraterireliabilityiandiinternalicon

sistencyireliabilityi(MooiiandiSarstedti2011).iTheitestiretestireliabilityiisichallengingitoiassessinith

isiresearchidueitoitimeiandieffortirestriction.iFurthermore,imakingiairespondentiansweritheiquestio

nnaireitwiceimightirelateitoitheipastisurveyiandifeeliuncomfortableidoingiitiagain.iWhileitheiinter-

raterireliabilityiisionlyiuseditoiassessitheireliabilityiofisecondaryidataiofiqualitativeidata,iinternalico
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nsistencyireliabilityiisitheioptioniforithisiresearchi(MooiiandiSarstedti2011). 

 

AccordingitoiMooiiandiSarstedti(2011),itheiuseiofiinternaliconsistencyitoiassessireliabilityiofitheiq

uestionnaireirequiresitheiuseiofimultipleivariablesitoimeasureitheisameithingiandiexamineihowithes

eimeasuresirelateitoioneianother.iIfithoseimeasuresirelateistronglyiandipositively,itheidegreeiofiinte

rnaliconsistencyishouldibeihigh.iCronbach’siαiisianiindexithatimeasuresiinternaliconsistency.iThei

valueiofiCronbach’siαivariesifromi0itoi1.iTheiquestionnaireiisigenerallyiregardediasireliableiwhenit

heicoefficientiisi0.70.iForiexploratoryistudiesisuchiasithisiresearch,i0.60iisianiacceptableivaluei(Mo

oiiandiSarstedti2011).iAligningiwithithisiguideline,iwithinithisiquestionnaire,itheiitemsiiniQ1imeas

ureitheisameitopic,iinstrumentalivaluesiofiemployeribrand.iCorrespondingly,itheiitemsiiniQ2imeas

ureisymbolicivaluesiofiemployeribrand.iTheiusageiofiSPSSimakesiitisimpleitoicalculateiCronbach’

siαiofiitemsiiniQ1iandiQ2.iTheicoefficientiofiQ1iisi0.616i(7iitems)iandithatiofiQ2iisi0.732i(6iitems)iw

hichisatisfyitheiconditionsitoibeiregardediasireliable. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

7. iEMPIRICALiFINDINGSiANDiDATAiANALYSIS 

7.1iTheiImpactiofiEmployeriBrandioniStudents’iDecisionitoiWorkiforiaiCompany 
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.iQ6:iDoesiaiSMEihasianiemployeribrand?i(n=178) 

 

 

iQ7:iWillitheiemployeribrandiofiaiSMEiattractitheistudentsitoiconsideriitiasiaiprospectiveiemployer?i(n=178

) 

 

Itishowsithatitheimajorityiofirespondents,iwhichiarei165ioveri13irespondents,ithinkithatiSMEsihaveianiempl

oyeribrand.iEquivalently,i163ioveri15irespondentsithinkithatiemployeribrandiofiaiSMEiwouldiattractitheistu

dentsitoiconsideritheicompanyiasiaiprospectiveiemployer.iCorrespondingly,ibelowiresultsipresentsithati86.

9%iofitheirespondentsithinkithatiaiSMEihasianiemployeribrandianditheiemployeribrandiofitheiSMEiwouldiat

tractitheistudentsitoiconsideriitiasiaiprospectiveiemployer. 
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7.2 HYPOTHESISiANALYSIS; 

 

 

H1:iEmployeriBrandipositivelyiaffectsistudent’sidecisionsitoiapplyiforiaijobiiniSMEs 

Theicontingencyicoefficientivalueicalculatedipreviouslyiindicatesithatithereiisipositiveirelationibetwee

nitheistudents’iperceptionithati‘SMEsihaveianiemployeribrand’iandi‘EmployeribrandiofiaiSMEiattractsit

heistudentsitoiconsideritheiSMEiasiaiprospectiveiemployer’.iAlthoughitheicorrelationi 

isislight,iiticanistillibeidrawnioutifromithisiresultithatiEmployeriBrandipositivelyiaffectsistudent’sid

ecisionsitoiapplyiforiaijobiiniSMEs.iThisimeansithatiH1iisiaccepted.i 

 

H2:iInstrumentaliattributesiareipositivelyirelateditoiperceptionsiofistudentsioniEmployeriBrand

ing. 

IniorderitoitestiH2,itheiMann-

WhitneyiUitestiisiutiliseditoicompareimeansiofianswersifromitwoiquestionsiQ2iandiQ7itoiseeiifiinstrume

ntaliattributesiareipositivelyirelateditoiperceptionsiofistudentsioniEmployeriBranding.iIniQ2,ithei1-

5iLikertiscaleiwasiuseditoimeasureiopinionsiofitheirespondents.i 

 

Inithisitest,itheimeansiofi7ivariablesiareicalculateditoiuseiforiMann-

WhitneyiUitestitoicompareiwithitheianswerifromiQ7.iTheicalculationiofimeanirankigivesitheivalueiofi74.

80ifori‘No’ianswersiandi89.24ifori‘Yes’ianswers.iTheip-

valueiisi0.289,iwhichiisihigherithani0.05.iThus,itheimeansifromiQ2iandiQ7iareiequal.iThisisuggestsithati

aichangeiinioneivariableiwouldinotileaditoiaichangeiini 

anotherivariableianditwoivariablesiareinoticorrelated.Therefore,iH2iisirejected,iwhichimeansithatiins

trumentaliattributesiareinotiprovenitoibeipositivelyirelateditoiperceptionsiofistudentsioniEmploy

eriBranding. 

 

H3:iSymboliciattributesiareipositivelyirelateditoiperceptionsiofistudentsioniEmployeriBranding. 

 

Similarly,itheiidenticalitestiisicarriedioutitoitestiH3itoiexploreiifisymboliciattributesiareipositivelyirelate

ditoiperceptionsiofistudentsioniEmployeriBranding.iWithinisymboliciattributes,itheimeanirankiofi‘No’ia

nswersiisi88.4iwhileitheimeanirankiofi‘Yes’iansweriisi89.6.iTheip-valueifromithisi 
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Mann-

WhitneyiUitestiisi0.931,iwhichiisiveryicloseitoi1,iimpliesithatitheimeansiofiQ3iandiQ7iareibasicallyitheisa

me,iandithus,iH3iisialsoirejected.iTheiconclusionifromithisiH3itestisuggestsithatisymboliciattributesi

areinotiprovenitoibeipositivelyirelateditoiperceptionsiofistudentsioniEmployeriBranding. 

 

H4:iIniEmployeriBranding,isymbolicivaluesihaveistrongeriinfluenceithaniinstrumentalivalues. 

 

H2iandiH3,iwhichiareitheipreconditionsiofiH4iareinotifulfilled.iThus,iH4iisiabandonedidueitoitheiuna

vailabilityitoicarryioutitheitestiandicompareitheicorrelationibetweenitwoigroupsiQ2xQ7iandiQ3X

Q7 

 

 

 

AimingiatiexploringitheiroleiofiEmployeriBrandiiniSMEsifromitheiperspectiveiofistudentsiand,itheicons

tructiofitheiresearchiencompassesiliteratureireview,iresearchiquestions,ihypothesesiandisurveyiquestio

ns.iWhileitheitheoriesiareiutiliseditoireflectitheiobservations,ihypothesesiandisurveyi 

questionsiplayiaivitaliroleiiniansweringitheiresearchiquestions.iTheisuccessiofithisiresearchiisiachievedi

whenitheianswersiofiallifourifollowingiresearchiquestionsiareiaddressed: 

 

RQ1:iWhatiisitheiimpactiofiEmployeriBrandingionistudents’idecisionitoiworkiforiaiSME? 

 

RQ2:iWhatiattractitheigraduatingistudentsiwhenitheyilookiforiaijob? 

 

RQ3:iFromiwhichisourceidoitheistudentsibuilditheiriemployeribrandiperception? 

 

RQ4:iWhatiisitheicareeriorientationiofitheistudentiafterigraduating? 

 

Theiempiricalifindingsipresentediitoiansweritheifouriresearchiquestions.iTheidiscussionsiinithisichapteri

correspondiwithifouripartsiofidataianalysisidemonstrated 

 

ResearchiQuestioni1:iWhatiisitheiimpactiofiEmployeriBrandingionistudents’idecisionitoiworkiforiaiS
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ME? 

 

TheiresultsiofiQ6iandiQ7ishowniiniclearlyishowithatimostiofitheirespondentsistronglyibelieveithatiSME

sihaveiemployeribrandianditheiemployeribrandiofiSMEsiwouldisignificantlyiaffectitheidecisioniofitheist

udentsitoiconsideritheiSMEiasiaiprospectiveiemployer.iFurthermore,itheiresultsialsoishowithatithoseiwh

oithinkithatiSMEsihaveiemployeribrandiandithoseiwhoithinkiemployeribrandiofiSMEsiwouldiattractithe

mihaveiaicloselyirelatediopinion.i 

 

HypothesisiH1ihasigivenitheiansweriforiRQ1.iRegardingitheiimpactiofiEmployeriBrandingionistudents

’idecisionitoiworkiforiaiSME,iEmployeriBrandihasishownitoihaveipositiveiimpactionitheidecisionsiofistu

dentsitoiapplyiforiaijobiiniSMEs.iThisistronglyiconvincesithatiexercisingiemployeribrandingiwouldihelp

iSMEsiwinitheipeopleiofitheirichoiceioveriotheriSMEs.iHowever,itheianswerioriRQ1iisionlyilimiteditoith

eiextentithatiEmployeriBrandingimightibeihelpfuliforiSMEsitoiattractitheiriinterestedipeople,itheiexami

nationiofiiniwhichiwayicouldiEmployeriBrandingitakesieffectsiisiyetitoibeidiscussed.i 

 

ResearchiQuestioni2:iWhatiattractitheigraduatingistudentsiwhenitheyilookiforiaijob? 

 

AccordingitoitheidataipresentedimoreithanihalfitheirespondentsiareinotiacquaintediwithitheiconceptiofiE

mployeriBranding.iThisispellsioutithatiamongitheistudents,ithoseiwhoidoinotiknowitheiexistenceiofiwha

tiisicalledi‘EmployeriBrand’iisistillitheimajority.iThisiimposesiaithreatiforicompaniesiintendingitoilaunc

hitheiriemployeribrandingicampaignitowardsitheistudentsithatithei 

studentsimightinotigetitheimessageitheiSMEsitryitoisendioutianditheyimightiperceiveitheimessageiiniaidif

ferentiway.iHowever,ithisiunpavedipathicouldibeiseeniasianiopportunityisinceithoseiSMEsiwhoifirstipro

ceediwouldihaveiaihigheriprobabilityitoidominateitheilateicomers.iReflectingifromitheitheoreticaliframe

work,iemployeribrandiisicategorisediintoiinstrumentaliandisymbolicivalues.iOnitheisideiofiinstrumental

ivaluesiofiemployeribrand,icareeriopportunityiandicompetitiveifinancialibenefitsiareiobviouslyiseeniasit

heimostiattractiveiattributesithatiaistudenticonsideriwheniheiorisheilooksiforiaijobiafterigraduating.iHow

ever,ifinancialibenefitsiareiaichallengingipointiforiaiSMEitoicompeteiwithiotheriSMEsiorilargeicompani

esitoiattractigraduatingi 

students,idueitoilimitediofifundiforiHRiandibrandingiactivities.iNotiwithstanding,iopportunitiesiforicare

eriadvancementiareiwhatiSMEsicouldiofferitheiriemployeesiasiaisellingipoint.iUnlikeilargeicompaniesi

withisophisticatediandihighly-
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structuredisystem,iSMEsiareimoreirelaxingiandiitishoulditakeishorteritimeiforipromotion.iWithimoreith

ani70%iofitheirespondentsirankingithisiattributeiasitheiritopipriorityi(rankediasi‘important’iandi‘veryiim

portant’),ithisiisisurelyianiaspectiforiSMEsitoiputieffortsiinitoigainistudent’siattentioniandieventuallyithe

iriskills.iAnotheriperspectiveithati 

shouldibeiconsiderediasianiintriguingipossibilityitoiattractigraduatingistudentsiisithei‘empowermentitoi

workiindependently’.iConsideringitheiconditionsiofiSMEs,iwhichiareiallegedlyiknownitoibeiflexible,io

fferingiemployeesitheipoweritoiworkionithemselvesiisinotinecessarilyiseeniasitroublesomeibutiratheriani

effectiveistrategyithatihelpsitheiemployerigainiitsipositiveiimage.iMoreover,ithereiisianiindicationiinithei

dataicollectedifromiQ2ithatimostiofitheirespondentsi(93.9%)ithinkithatisizeioficompanyidoesinotireallyi

matter.iFurthermore,i73.9%iofitheirespondentsialsoithinkithatisizeiofitheicityiwhereitheiworkplaceiisiloc

atediisinotiimportantieither.iTheseitwoielementsicanibeiviewediasiopportunitiesiforiSMEsitoicompeteifo

rihumaniresourcesiwithilargeicompanies. 

 

 

Initermsiofisymbolicivaluesiofiemployeribrand,i‘Sincerity’,i‘Competence’iandi‘Excitement’iareiranked

iamongitheitopiwithinoisignificantidifferentibetweeniitsimean.i‘Sincerity’irefersitoiaiworkplaceithatiisiop

en,ifriendlyiandisincereiwhereihonestyiisiemphasized.i‘Competence’iindicatesiaiworkplaceiwhereicom

petenciesiareivaluediandirewarded.i‘Excitement’ispecifiesiaiworkplacei 

whereiinnovativeiandicreativeithinkingiareiencouragediandivalued.iThoseiareitheithreeisymbolicifieldsi

thatistudentsipayispecialiattentionito. 

 

TheiansweritoiRQ2iisidiscoveredibyitestingiH2iandiH3,iH2iandiH3iimplyithatitheiinstrumentaliandisym

boliciattributesiplayianiimportantiroleioniEmployeriBrandingianditheyishapeitheiperceptionsiofistudent

sitowardsiEmployeriBranding.iTheianswericouldibeiconsiderediasiaiguidelineiforiITiSMEsioniwhichiatt

ributesitheyicouldifocusispendingieffortsioniinicaseitheyidecideitoiexercisei 

 

BothihypothesesiH2iandiH3iareirejected.iThisimeansithatineitheriinstrumentalinorisymboliciattributesih

aveiinfluenceionihowistudentsishapeiperceptionsitowardsiEmployeriBrandiofiaiITiSMEiandimakeithemi

considerithatiSMEiasiaiprospectiveiemployer.i 

 

AlthoughibeingisupportedibyitheiresearchiofiLievensiandiHighhousei(2003),iwhichiprovesithatisymbol

iciattributesiholdistrongeriinfluenceithaniinstrumentaliattributes,ihypothesisiH4icouldinotibeitestediinith
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isiresearchidueitoitheirejectioniofiH2iandiH3. 

 

However,itheivalidityiofitheitwoihypothesesiH2iandiH3iareisuspicious.iTheireasonibehinditheisuspectiisi

theilimitationiofirespondentsiasiwelliasitheiriknowledgeiofiEmployeriBranding,isinceimostiofitheirespo

ndentsiareifirstiorisecondiyearistudents.i 

 

ResearchiQuestioni3:iFromiwhichisourceidoitheistudentsibuilditheiriemployeribrandiperception? 

 

Regardingitheisourcesiofiemployeribranding,itheidataipresentedigiveianiideaithroughiwhichichannelish

ouldiemployeribrandingibeidirectediiniorderitoireachitheimostiattendantsithatiSMEsimightibeiinterestedi

in.iPositioningionitheitopiisitheiattributei‘useiproductioriserviceiofitheicompany’.i 

 

Thisiindicatesithatidirectlyiusingitheiproductioriserviceiofiaicompanyihasiaistrongieffectionihowianiindiv

idualishapeitheibrandiofithaticompany.iThereiarei86.7%iofitheirespondentsiagreeioristronglyiagreeiwithit

hisiattribute.iThisilineiofiopinionisuggestsithatiifiSMEsiprovideipotentialicandidatesiwithitheiproductiori

service,iitiisilikelyithatiitiwouldipositivelyiaffectitheiperceptioniofi 

theiuseritowardsiemployeribrand.iBesides,i‘interactiwithitheicompanyi(viaipreviousijobiapplicationiorii

nquiry)’iisianotheriaspectithatihelpsistudentsishapeitheiriemployeribrandiperception.iThisiopensiupiailoti

ofifieldsiwhereiSMEsicouldibuildioriimproveiitsiemployeribrandisuchiasiaiuserifriendlyiorivividiplatfor

mionitheiwebsiteiforicandidatesitoiapplyiforijobioriinquireiinformation.i 

 

Furthermore,itrainingiemployeesitoidirectlyicommunicateiwithitheioutsideisuchiasiapplicantsiorithosei

whoiacquireiinformationicouldibeianieffectiveiwayiofibuildingiEmployeriBrand.i 

 

TheiresultsifromiQ4ipartiallyisupportithatidirectiinteractioniwithitheiemployeriisioneiofitheistrongestiso

urceiofibrandiperception.i‘Usingitheiproductioriserviceiofitheicompany’iisiagreedibyitheimajority,iwhic

hiisi86.7%.iConsideringiapplyingithisipracticeiofiEmployeriBrandingiinitheicontextiofiITiSMEsiiniFinla

nd,itheinumberiofiproductsiandiservicesiofithoseiITiSMEsiusingibyigraduatingistudentsianditheinumberi

ofistudentsiusingiproductsiandiservicesiofithoseiITiSMEsiareiveryilimited.iThus,idirectiinteractionicanib

eiacceptediinithisicontextiasitheistrongestisourceiofiEmployeriBrandiforiITiSMEs.i 

 

ResearchiQuestioni4:iWhatiisitheicareeriorientationiofitheistudentiafterigraduating? 
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Theiresultsiobtainedifromistudent’sipreferenceitowardsitheiricareeriorientationisuggestithatibetweeniw

orkingiforiaicompanyiandistartingiupianiownicompany,imostiofitheistudentsipreferrediworkingiforiaico

mpany.iReflectingithisitendency,i66.3%iofitheirespondentsi(38.1%ipreferrediandi 

28.2%imostipreferred)iareiaffiliatediwithithei‘workiforiaicompanyiiniITiindustry’ioption.iLikewise,i63

%iofitheirespondentsi(49.2%ipreferrediandi13.8%imostipreferred)iareionitheisideiofi‘workiforiaiSME’.i

Onitheicontrary,ionlyi30.9%ithinkithatistartingiupiaicompanyiisitheirichoicei(23.2%ipreferrediandi7.7%i

mostipreferred).iThisiisiseeniasianiadvantageiforiSMEsithatirightiafterigraduating,imostiofitheistudentsit

enditoijumpidirectlyitoitheijobimarket.iHowever,ithis,iasiwell,iisiaichallengeithatiitibringsiupitheiquestion

sionihowitoiattractiandirecruititheirightionesionceithereiareimanyiofitheigraduates. 

 

Moreover,ianotherichallengeiforiITiSMEsiinipractisingiitsiEmployeriBrandingistrategyiisithatialthoughi

theimajorityiofistudentsichooseitoiworkiforiaiSMEsianditheimajorityialsoichooseitoiworkiiniITiindustry,ii

tishouldibeinotedithatithereiisinoirelationshipibetweenithisitwoifields.iThisitranslatesithatiITiSMEsimigh

tinotibeiaipreferenceiforistudentsiandiitirequiresiattentionifromiITi 

 

SMEsitoiattractitheirightipeople.iMeanwhile,iitiisiconsiderediasianiopportunityiwhenistudentsialreadyipr

eferitoichooseieitheriworkingiforiaiSMEioriworkingiiniITiindustry. 

 

 

8..CONCLUSION 

 

8.1iOutcomeiofitheiStudy 

 

Asiairecap,itheimainiobjectiveiofitheiresearchiisitoistudyitheiroleiofiEmployeriBrandingiiniITiSMEsiThei

processiofiattainingitheiresearchiobjectiveiinvolvesiansweringifouriresearchiquestions.iTheoreticalifra

meworkiofitheiresearchiwasibuiltibyiusingitheitheoriesiofiMarketing,iHumaniResourceiManagement,iSt

rategiciHumaniResourceiManagement,iResource-

BasediViewiandifinallyiEmployeriBranding.iFromitheifoundationiofiEmployeriBrandingiandirelatedito

pics,iresearchiquestionsihaveibeeniframeditoishapeitheioutlineiofitheiresearchiiniwhichiseveralihypothes

esiwereiinitiatedianditheiquestionnaireiwasiconducteditoicollectiappropriateidataitoitestitheihypotheses.i

Eventually,itheianswersiofiresearchiquestionsihaveibeenideliveribothidirectlyiandi 
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viaitestingihypotheses.iQuantitativeiresearchiinitheiformiofiaiclose-

endediquestionnaireihasibeenichoseniforithisiresearchiasiitiallowsitheiusageiofifurtheristatisticalimethod

sitoianalyseinumericidataiandigeneraliseithei 

resultiupitoiailargeriscale.. 

 

TheioutcomeiofitheiresearchiisiintriguingiwheniitisuggestsithatiEmployeriBrandingihasipositiveiinfluen

ceionistudents’idecisionitoiapplyiforiaijobiatiaiSME.iThus,itheipractisingiofiEmployeriBrandingiofiITiS

MEsiwouldiseeminglyiattractitheigraduatingistudents.iHowever,ialthoughimentioningithatiEmployeriB

randingiisiusefuliandiseveraliinstrumentaliandisymbolicivaluesiofiEmployeriBrandiappearitoigainiprefe

rencesiofitheistudents,ibothitypesiofiinstrumentaliandisymbolicivaluesimightinotihaveidirectiimpactionip

erceptionsiofistudentsitowardsitheiEmployeriBrand.i 

 

Notiwithistanding,ilargeriscaleiofiresearchesiregardingimoreistudentsiinithirdiorifourthiyeariareisuggest

editoiconductiasitheyicouldihelpistudyideeperionitheicorrelationibetweenitwoitypesiofi 

 

EmployeriBrand’sivalueiandiperceptionsiofiprospectiveiemployeesitowardsitheiEmployeriBrand. 

 

Iniaddition,itheiresearchispecifiesithatiusingitheiproductioriserviceiandihavingidirectiinteractioniwithith

eicompanyiareitheistrongestisourcesithatistudentsibuilditheiriemployeribrandiperception.i 

 

Moreover,iregardingicareeriorientationiafterigraduating,iworkingiforiITiSMEsiareiyetitoibeiaipreferablei

choiceiforimostiofitheirespondents. 

 

8.2iLimitationsiofitheiResearchiandiSuggestionsiforiFutureiResearch 

 

Theimajorilimitationiofitheiresearchiisimostiofitheiresearchedistudentsiareifirstiyeariorisecondi 

 

yearistudents,iwhichiaccountifori95%iofitheirespondents.iTheifirstiandisecondiyearistudentsiareithoseiw

hoijustienterischooliorirecentlyichooseitheirimajoriandistartitoishapeitheirimindiaboutitheirealiworkingie

nvironment.iAsiairesult,iitiwasichallengingitoigeneraliseitheiopinionsiofiallitheistudentsiinigeneralitheithi

rdiandifourthiyearistudentsiwereichallengingitoireachiiniailargeiscale.i 
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ItiwouldibeiinterestingiififurtheriresearchicouldiexamineiEmployeriBrandingifromianotheriperspectivei

whichiisifromitheisideiofiITiSMEs.iTheiempiricalifindingsifromithisiresearchicouldibeiusediasiprelimina

ryidataiforithatiresearchithativiewifromitheisideiofiSMEs.iFurthermore,iexaminingitheiopinioniofiseniori

studentsioristudentifromiotheripartsiiisianotherisuggestioniforifutureiresearch.iTheiresultsiwouldibeiinter

estingiasitheyihelpiunderstanditheiviewpointiofibusinessiandiITistudentsitowardsiEmployeriBrandingiin

iSMEsiinigeneral 
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10. ANNEXURE.i 

 

10.1 Questionnaireisurvey 
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10.2 Results from SPSS 

Questioni1:iFrequencyitable 

 

Questioni2:iDescriptiveistatisticsiandifrequencyitables 
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Questioni3:iDescriptiveistatisticsiandifrequencyitables 
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Questioni4:iDescriptiveistatisticsiandifrequencyitables 
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Question 5: Descriptive statistics, frequency table and nonparametric correlations 
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