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ABSTRACT

Employer Branding is the current buzz area in omgdion marketing. It was first introduced by markg
researchers but presently it is in the hands of pi&essionals. Employer branding through social imedols like
Facebook, Twitter, YouTube, etc. is increasinglyngd attention. Organization’s adopting social raedr good
relationships with their customers and employeesals been found that social media helps in inangabusiness
performance as well as business capabilities. Lid®wow a day’s social media used to build up theparate image
building. The purpose of this paper is to reveal ithpact of employer branding through social nekivay in corporate
image building. It also explains the use of soai@dia in knowledge sharing, employee relationships in recruitment
process. HR recruiters using social media for mgntwvide range of candidates for the job. Employmnding helps the

organization in maintaining the corporate imagédng and facing the competition in the competitwerld.
KEYWORDS: Employee Branding, Social Media, Corporate Imagidig, Human Resource
INTRODUCTION

In the field of Human Resource Management Empldending has recently get attention. In this new @
competitive corporate governance, the rising rdl&éwman resource supplied effective governance camgorate social
responsibility. Employer branding is all about mmakihe employees feel good about their organizafionployees can be
ambassadors for their organization and that impgotsl on them as well as to the customers andtsli@mployer
branding helps the organization to create a goaddimage in the markett is a set of attributes and qualities, often
intangible that makes an organization distinctipgmises a particular kind of employment experiesmog appeal to those
who will thrive and perform best in its culturéChartered Institute for Personnel and Developni209). “According to
research insight CIPD; 2009 there are three maisars why employer branding has gained attentiadhdrrecent past.
Firstly there has been a rise in importance of tras a social concept. Secondly HR professionaitrae to seek for
credibility and strategic contribution. Thirdly die tight labour market conditions where unemplogtremains low and
skills shortage continues”. HR professionals penfed various activities with their employees to potenthe employer
banding. They planned a strategy that providesppounity to an organization to face the compatitand to make a
bond with their clients and customers to build lopyaThe main objective of Employer Branding is ¢oeate an
organization brand unique, fascinating and a go&sate to work with. Employer branding attains tesvious importance
during the time period when there is shortage lefited candidates and it become difficult to inwtel to retain the talent.

According to Alan PriceHuman Resource Management, 4th edit®ook:"The basis of employer branding is the
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application of the same marketing and branding timee to a company's human resource activities cifpaly,

recruitment and retention) as it uses for consulargieted marketing and branding efforts. In otherds, the business
markets its brand image to its staff. And just astemers will cease buying a company's productseovices when a
promise is unfulfilled, its employees will also Wesaif the company fails to live up to its employgand promises." Kaplan
and Haenlien (2010) have defined social medida group of internet based applications that &&sed on ideological

and technological foundations of web 2.0 and alibe/creation and exchange of user generated cdntent

The demographics present that there is an extreansformation of the internet into social mediavense which
provides an excellent opportunities for the hunesource management. More than 70 % of companiesogsa media or
preparing themselves for the future aspects taem@porate image building. Online job portalssocial media replaced
printed advertisements. Companies use social nesd&acommunication channel and use it as a mediipresentation.
Corporate now a day's use social media sites likeeBook, twitter, LinkedIn, etc to interact wittethcustomers and
clients. On daily basis they used to update thegarmation on web and it reach to millions of peopi one go. On the
other hand, the disadvantage of social media e high competition between the companies ane iekenore of fake
data rotated around the world. The objective of gaper is to draw a conceptual framework of cbatidbn of employer
branding in corporate image building and how sonialia is effective in providing information abdbe organization
and how it can be used to invite the talent forjtte The paper also reflects the impact of sociatlia in building the

relationships within and outside the organization.
OBJECTIVES OF THE STUDY

The prime objective of the study is to showcaseftaemework for employer branding and its contribatiin

corporate image building. The other objectiveshdf paper are:

* To examine the role of employer branding for thepanies

» To study the role of social media in employer biagdnd corporate image building

» To explore the role of employer branding in reanght and knowledge sharing.

e To investigate the relation of employer brandind aarporate image building.
RESEARCH QUESTIONS

Following are the research questions for this study

 How Human Resource plays an important role in Eygri®randing?

» How can companies build their corporate brand imiadbe market?

» How HR professionals use social media for Empld@mnding?

* How social media helps the organization in recraitband knowledge sharing?

LITERATURE REVIEW
Employer Branding

“The term Employer Brand (EB) was conceptualizeddnybler and Barrow (1996). They define EB“package

of functional, economic, and psychological bengditsvided by employment, and identified with thglegying company”.
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In identity statute Employee branding is a new twlishelps in shaping the employee behaviour fanipulating their
work style in accordance with the organization brémage. In this competitive world, companies seekttract the best
talent present in the market. Because of this redisbecomes difficult for the candidates to gedidle the company.
Current research results that employee brandings@amajor role in attracting the employee towahdsjob. No doubt,
that social media provides A to Z information abthg company. Those companies who have effectigsentation on
social media will get maximum advantage in emplolysnding. A Facebook and LinkedIn page is latest tised by the
companies to maintain their profiles on web ang stannected with millions of people at one plachey are not only
gaining advantage of attracting the customers tdsvlre company products but it also help the compashowcase their

image to their outside people.

In one of the research by Han and Collins in 2@bdy stated that being proactive in recruitmenticas will
help the organization in improving the quality andantity of the prospective candidates. They usaddequity approach
as a framework to explore how an organization grilte his perceived employer and brand equity amdihoonvinces
the job applicants to apply for the job. The resolt their research are that the authors have apitiat “brand awareness

plays an important role in influencing job decisibn

Research by Collins and Stevens in 2002, gaveferdift aspect regarding employer branding. Thete staat
exposure to prior recruitment activities such agestisement, publicity, word of mouth advertisemearid recruitment
advertisement on social media was positively rdldte job applicant’s attitude towards the organizat To make the
recruitment process effective, it is important tmaunce all the related information for the job laggmts so that they can
become aware about the corporate brand name dixgiing and about the job. The way advertisemelpsttae marketing

people in sales, similarly early recruitment comination help the HR people in selection process.

Similarly in one of the research by Gatewood, Gowad Lautenschlager in 1993, it has been examimegdab
applicants have a fair idea about the employerdngnand about recruitment image. Recruitment imagge function of
information that is provided in the recruitment seges. They said that more exposure to informduédos the applicants
and employer both in recruitment and selection @ecThe more information you update to the jokessethe more you

add on in your employer branding.

In 2001, Turban investigated on college students fan searched that familiarity is firmly related &tiraction
towards the organization. Familiarity can be byréasing the advertisement, publicity, by the emgtmployees, when
students read about organization in the class. Iaityi plays an important role in determining thgraction towards the

organization”.
Employee Branding and Internal Marketing

Employee branding and internal marketing are twlesiof the same coin. Employee branding actuallgns¢he
image of the company for the employees working wlithm. Whereas Internal Marketing emphasis on conicating
with each individual related to the company, hed slill be employee or client or customer. Intermarketing basically
deals with maintaining the customer brand promle®ugh behaviour, attitude and effective commuiocabf the
employees. Here, the product is employee. In enggldyranding the major focus is on company emplgyassto attract
them, motivate them and to retain them. Internalketang and employee branding together help thepzomies in making

good brand image in the market. And social hefni®ffective tool to gain all such advantage frbm internet. Research
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shows that social sites helps the companies resles but also in building good image in the mankeand it is so simple,

faster and effective.
Modes of Discovering Employer Brand

Organization culture plays crucial role in discamgrthe employer branding. Employer branding cdascf
strategy by creating a enlighten culture followedthe organization , working experience of emplasydhe drivers of
talent, vision of the organization , the leaderdni the various management practices. If compdo@sed on all these
areas for creating employer branding, they williniegly get success. But there should be propeffgrta for organising
all the related activities of human resource. Tlaeemany ways of communicating the developmergnarm of employee
branding, both qualitative and quantitative. Foaraple: conducting motivational talks, conferensesninars, focussing
on groups, etc. Every organization has their owre @ammpetencies, so they must maintain it for eggidranding and
for building corporate image. It can be providinglasies on time, organisingunctions for their ergplks, picnics,
corporate dinner, etc. Many companies interact Widir employees and invites feedback from throsgtial networking

sites to improve in the areas wherever needed.
Hewitt Associates has give five steps for develgg@rstrong employer brand: These are:
» Know your Organization from all aspects
» Created a “compelling promise” with the employerd austomer and that should be fulfilled on time.
« Originate the standards to evaluate the brand m&ami
» Motivate the employees for attaining the goal fraria promise.
* Implement and measure.

Some companies use different, committed employanding efforts focus on retaining their good emplesy

within the organization. Organization vision andues accomplish this goal towards corporate imagleling strategies.

HR Role in Employer Branding

In this competitive world, every company investednetary and non monetary resources on their emesofar
motivating them. Human resource plays a very ingrdrtole for the companies. HR acts as brand aratlass for their
organization. It has been observed that motivatetisatisfied employees results in good productiEtyen in employer
branding human resource plays a vital role. Itrgplyees of the company who present the organizagierywhere.
From word of mouth, the employees can spread floentation with the people outside the organizati®a, it is the duty
of the organization to create a good image on #maiployees. Employer branding is not only the celtvalues and ethics
of the organization but also an Employer Value Bsé@fon. Previously the branding comes under margepeople but
now the scenario is changed, presently each emplof¢he company is responsible for creating a @@ate image and

employer branding. Out of this human resource besoankey contributor for employer branding.

The other side is, good and intelligent studentstvta pursue their career with the organizatiort tes good
employer branding and better corporate image inntlaeket. Money is not only the need of candidatether they are
looking for brand name. Employer branding helpsdrganization in attracting those talented pool egtdin the existing

one. Also, company customers, clients and sharet®lglay an important role in employer branding, 8mployer
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branding is a critical process and difficult task.t
Employer Branding and Social Media

“Online” —is a word for Social Media? Our young agpend almost 80 % of their time on social meités dike
Facebook, Twitter, YouTube, etc. Social media idifferent platform of communication. People usestwre almost
everything on social media. Social media is adoptedlimost every human being of different ages fandlifferent task.
Companies use social media for social networkirdyinareasing their relationship bond with their éogees, clients and
customers by connecting them at one place andmghtreir information, emotions and communicatinghvthem. Social
Media has many advantages over other platform®witunication. The features provided by social med@fabulous

and creative. We can share pictures, videos, aatigswith everyone and at anywhere throughouttbgd.

Many Organizations allows their employees to useiasamedia for their work. It become so easy foe th
employees to stay connected with each other, Wghcompany customers, clients, shareholders by.ZRkype, another
social media tool used by millions for employeest&y connected with each other. Day by day, soe#lia is gaining
more and more importance as a communication phatfétuman beings become addicted by social medigts\Wa and
Facebook are the social media tools which almostl iy 99 % of the people of every age. Even therejéneration use
social media for social networking. Social mediaised by companies as well as entrepreneurs for b advantage.
Even for marketing department it become easy tacgehected with their customers. Marketing prodessome so easy
now a day, every activity of marketing like adveetinent, promotion, etc. is possible on social mdgi@ommerce is an
excellent example of marketing on social, mediaci@amedia provides employment to millions of pepphd create a
separate industry in the market. Amazon, Flip Gatytm, Naptol and many more are the companiesarfimerce which
are doing fabulous job and gaining maximum revedase by day. Likewise, for HR the social media siggbhumerous
advantages. The Human Resource manager use s@da to connect the team and assign the workrdarihg purpose,
for motivating through messages and emails andeftnuitment. Another, organizations started usiged media for their
own promotion through employer branding. Many resieers searched on social media for marketing, rideenent and

promotion of products. But, the concept of empldyending through social media is current and inten

im*

SOCIAL MEDIA &
EMPLOYER BRANDING
Figure 1

In one of the research by Geffen in 2010, it hasnbfund that there is huge difference betweenitivadl
employer branding and latest employer brandingdilimal employer branding tools were televisiomads, websites,
printed advertisement, online presentations anchspship. Latest social media tools include empoptogs, social
networking sites like Facebook, Twitter, etc., camp blogs, search optimization engine of comparandyr wikis and

virtual worlds. The result indicates that any ofigations use traditional methods of employer bragdimostly printed
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advertisements and search engine optimization. Tusgy Employee blogs (5%), Company Blogs (11%) aadiab
Networking Sites (5%). And many companies are planto use social media from 2011.

Waters & Jones (2011) states that the most pomaeial media tool used in the organization to etiueand
inform the employees is you tube videos. The omiun can share the videos link with their empésyand even check
who all have seen videos. This is the latest waypzfating the employees with entertainment. Sauiadlia has given
numerous of opportunities to the employer. It bee@o easy for the employer to stay connected \Wwéfr Employees in

much easier and quick way. Social media plays g iveportant role in corporate.

Another research by Bondarouk, Ruel and WeekoulZPGignifies that websites plays pivotal role ¢w t
relationships between organizational attractiveaessemployer branding and also to find out doesaikes difference if a
company is using social media websites or corponatisites for employer branding. The results sttias there is a
direct relationship between employer and orgarorati attractiveness and these results are due pgosaxe of social
media sites and the relationship strengthened. Meryvehere is a small difference between Social iElesites and
corporate websites. Social media tool like Faceldoakd to be better designed for the purpose dfistpanformation and

social networking.
Employer Branding and Recruitment

Employer branding plays a significant role in régnent process. The most important components qfl@yer
branding is awareness and psychological benefitba$ been found that to become a good employerdbitee most
important is that the job applicants should knowuwbyou (organization). The other key componentsraployer brand
are the prestige and repute of the organizationctwikhould to known to all the job applicants. &benedia helps the
organization to share their information and can enaitofessional contact easily. In recruitment psscéhe most effective
social media tool used is LinkedIn where recruitigmd capable candidates and applicants can fibd foresearch was
carried out by (Maryam Ahmad, SamreenLodhi)on 20@ents of graduation at Karachi and question leas lasked that
which social sites they used to interact with psefenals and job purpose. Most of the studentsepdr LinkedIn as an
effective tool for job search. LinkedIn found to pefessionally oriented site in terms of searchimgjob and interacting
with company HR managers. Many companies have émployees on LinkedIn for searching the talentmtaates for

them.

With the help of social media it becomes easy toycaut recruitment process. The HR professionals post
the job advertisement on job portals and within feaeonds the information will land to millions oégple. Likewise,
inviting the applications, screening the CVs argliree and inviting the candidates for interview il done on the same
platform. There is a vast difference between tloeuigment processes of before and now. Applicantstdvait for Sunday
newspapers to search for job vacancies. They csily @acess to the online job portals and applttierjob. No doubt, the
work becomes easier than before and it will sawe @nd cost too.

Dr. Mahesh Kumar, K.R, 2015 in his research fourat job searcher social media is the most commoinuged
by the job seekers for searching the job. Orgaio@at make their own website for finding the worlderthrough
e-recruitment. There are many advantages of eitewnt over newspaper ads- cost saving, speedy coication and
time saving. He also said that Human Resource Dmpat are the backbone for the development of tigardzation

because HR department will hire the right peoptetie right job at the right time. It has been dsand that India ranked
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as 4" in the usage of computer network.

Prof. Dr. L. Vijayashree, 2015 in his research obsg that social media have many advantages. Malsdy
graduate students use social media for sharingnE#ton on web. They make contacts with companygtdessionals
through Facebook, LinkedIn, and Twitter. In hiseagh he collected primary as well as secondagy fdam 200 graduate
students of Bangalore and he found that on socgalianpromote their brands and make social netwgrkitth number of
people around the world, which will help the orgaation to find the right candidate and they wil@bbserve number of

things from candidates social account like commation style, personality, behaviour, etc.

Mr. Aggarwal, 2013 evaluate that today’s is a digiworld. Almost all over the world is using socrakdia for
their personal as well as professional work. Infggsional, recruitment, branding and marketindhé most common and
regular activity on social media. With the helpstétistical tool he calculated that 99.9 % orgaiora use emails, e-
recruitment for inviting the applications (CV/ReseimAnd they found it so easy and convenient. &tgs helps in saving
paper and posting cost to the applicants and rtecsutan manage all the data at one place withaay @pplications they
want to save for themselves. Not only this, all tlsguired communication regarding for recruitmemd aelection process

can be done on social media tools.

Various online mediums such as rating portals, aooétworking sites and blogging sites are there ahe
promoting recruitment on web through promote of yalzancies and inviting the candidates. With tlub, seekers will
definitely got an idea about the working practi@asl the culture of the organization. Now a day'same use the

traditional career booklets/ brochure or visit camp website for job search.
Employer Branding and Knowledge Sharing

Employer Branding via Social media result in onerenadvantage i.e. Knowledge Sharing for professiona
development. The key strategic need in employeeldpmnent is knowledge sharing. For every profesdidris important
to be updated with all the happenings around hichwaith all the latest information about the woMarious organizations
prefer their employees to get engaged in generatevess program organized within the company. Aswbime of tight
schedule of job and hectic timetable employeesalioeved to excess the internet and can use soefalanking sites and
blog to gain knowledge and to share good thingh edéch other. Sometimes, it acts as energy bofusténe employees.
Exchange of Information and knowledge is an impurfaart of knowledge Management. Knowledge managérmaed

increasing use of internet and other technologésscihanged the style of doing businesses.

In the last 20 years there is a significant tecbgichl development around us. Internet makes lilgito connect
all the people with each other. Internet helpsrusannecting, sharing information, video, photas;uments, etc. at any
time at any place. People can increase their saei@lorks, can gather information and can promiogér tousinesses on
social media sites.
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Asses

Knowledge Capture Knowledge Sharing
and/or Creation and Dissemination

c Contextualize
Knowledge Acquisition
Update and Application :

Figure 2: Integrated Knowledge Management Cycle (Dalkir2005:43

Vuori (2011) characterizesocial media by considering the extent to whichytiseipport communicatiol

collaboration, connecting, completing and combin{®g) (Jalonen, 2014

» Communication: social media provides new tools to share, store @unalish contents, discuss and exp

opinions and influence:
» Blogs (e.g. Blogger) anahicro blog: (e.g. Twitter),
e Video sharing (e.g. YouTube
» Presentation sharing (e.g. SlideSha
» Instant messaging service (e.g. Sky,
» Collaboration: social media enables collective content crei and edition without location and time constrai
*  Wikis (e.g. Wikipedia)
» Groupware/shared workspaces (e.g. GoogleD

e Connecting: social media offers new ways of networking with esttpeople,socializing oneself into the

community:
e Social networkig services (e.g. Facebook, Linkedl

 Completing: social media tools are used to complete contentidscribing, adding or filtering informatio

tagging contents, and showing a connection betweatents
» Visual bookmarking tool (e.g. Pinteres
* News aggregator (e.g. Digg).

» Combining: social media tools are developed for mixing andcimag contents. Combination of |-existing web
services that allowa certain user within a platform to use anotheiiegion, in a specific window, without tt
needto get out of the initial website (Bonson and F#r2011)

e Mashups (e.g. Google Maps
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Employee Branding and Corporate Image Building

Corporate Image refers to the company reputatitwe. "Eorporate image" means what the public perceiven
they see the name of the company. A good corpanadge is an asset for the organization. It helgs dbmpany to
translate their corporate image into dollars. Towecept of Corporate Brand Image is new for the @@ and companies
spend lots of expenses to build corporate imagagérconsists of corporate name, culture, employbigs, customers,
products, clients, shareholders, etc. managemeganae various activities for building the corperéirand image in the
market. They use to organize campaigns, promotiaci@ities, advertisement, and publicity for ttzene. But latest, they
focused on human resource of the company. Now tff@ager branding and corporate image building arghe same
base. Human Resource is the priority in corporatage building. HR professionals said that when dbepany’s

employees are satisfied and motivated, than theoaamwill itself get good brand image in the market

Corporate Image is the addition of all the impressileft on the company’s name by public. But iésy critical
to maintain the corporate brand image. Single rkéstean cause number of harms to the organizaticause one

information can reach millions of people in one go.
The common elements of Corporate Image Building are
» Performance of the company and financial status.
» Reputation of brands and activities of the company.
e Technological advancement and innovation.
» Company salary policies for employees and workers.
» Relations with employees, customers, clients aadettolders.
» Brand Identity and trust.
Charismatic leaders of some companies are famawifting lustre to their organizations.

There are few cases where company have singleatégutfrom all the people (Apple, Google, Microsadtc).
And in many cases public have different view poifis companies based upon their interests. For pl@nsome
companies have very good reputation in the brandhay may have poor image among their merchantiealers because
of late payments, no loyalty to vendors, etc. Coapmbrand image is difficult to handle, comparsiksuld take care of all

little things for maintaining their brand image amahe competitors.
CONCLUSIONS

Employer branding and corporate image buildingrisative and salient factor in organization growth.this
digital world, social media plays an important rake employer branding and corporate image buildiRgcebook,
LinkedIn, Twitter, You tube and Google++ are the sineommon social media tools used by the orgawoizafor
information sharing, for social networking , bramgli, marketing and searching the applicants for fghployer can create
the good corporate image by creating good workpéaséronment for their employees. Job seekers osialsmedia sites
like job portals and e-recruitment. Companies vgthficient brand image can hire the most effecveployees, often
paying less salary. The corporate with good brandge can get the employees who have low abserdaties more

committed for the job, satisfied and motivated. fowate with good brand image also get financial @odio-
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psychological benefits based upon the productizitg performance of the employees. HR (company maapmlays a

significant role in employer branding. Moreover,gayer branding is in the hands of human resoufd@e companies.

Motivated and satisfied employees input 60 % in leygr branding. Knowledge sharing is another impaoirtway of

getting good employer branding. For every orgaiopatit is important to update them with the latessthnology to meet

the competition around the world and make a go@hdrimage in the people eyes. This way can helgdngorate to

grow and more and get complete benefits.
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