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Abstract 
 This study looked at the factors that would attract employees towards an ‘Employer of Choice’. The 
study explored an analysis into the previous addressed literature along with exploratory sets of interviews held 
with fresh graduates and five focus groups working in various organizations. This resulted into a set of 
proposed factors which were compiled in the form of a questionnaire and distributed among 2000 individuals 
across various domains. Statistical results revealed a number of factors with relatively high importance that 
were grouped based on their relatedness into a proposed framework to define the factors that constitute ‘an 
employer of choice’. Future research should extend to other sectors to enhance the process of the generalization 
of the results. 
 

 

 
 

1. Introduction 
 The new struggle and war among organizations is to adopt fully the talent management 
process in the strict sense. Organizations are living in the era of “Talent –War”. The creation of a 
product brand relies on a brand-driven organization that can attract employees (Keller, Lane, Aperia, 
Georgson Mats, 2008). Historically, employer branding focused on developing a distinctive external 
image and goodwill (Backhaus and Tikoo 2004; Love and Singh, 2011; Mosley, 2007). The new 
perspective of employer branding is an approach of aligning both the internal practices and the 
external image in an attempt to achieve positive employees’ engagement and satisfaction (Mosley, 
2007). The nature of work is changing and is confronting several challenges with regard to 
recruitment and retention of employees. The changing employment trends aren’t only limited to 
globalization, but also to other aspects like, changing pace of work - life balance, social life demands, 
changing demographics and many other variables. Employer branding practices assume that human 
capital can create an added value through the adoption of optimum investment that in return 
improves performance (Backhaus et. al., 2004). The growing need to recruit qualified employees with 
a diversity of soft and technical qualifications is an ongoing urge to all organizations. Employer 
branding is likely to create a “magic-spell” that allows organizations to differentiate themselves from 
others in the market place. It is significantly strategic to utilize the employer brand to attract, and 
retain talents to create core competence within the human resources. This in return could create the 
organization’s unique distinctive advantage.  
 

2. Literature Review 
a) Defining Employer Branding 
 Employer branding is one of the growing areas of interest to organizations. Becoming a 
“desired employer” in the eyes of applicants is not an easy motto to attain. The origins of employer 
branding goes back to Ambler and Barrow. They were the first to address branding from corporate 
perspective building on the idea of branding for a given product/service.  Employer branding is “the 
package of functional, economic, and psychological benefits provided by employment and identified 
with the employing company (Ambler and Barrow, 1996, p.187). Sullivan (2004) defines employer 
branding as a multi-dimensional construct encompassing current and potential employees as well as 
stakeholders. On the other hand, (Shaker and Ahmed, 2014) defines employer branding as the 
process of portraying an image of the firm to its’ prospective employees in the labour market as a 
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great working place. Employer branding is the representation of an organization to the external 
potential employees as well as how the organization will appear to the current existing employees. 
Crain (2009) viewed employer branding as an emotional attachment and identification between 
organizations and employees. In this respect, organizational identity was assumed as a construct that 
helps in creating the notion of employer branding. The motto “Employer of choice” refers to the 
choice of a preferred employer among various employers in the market that in return will increase 
employee’s loyalty towards the choice of a desired employer (Petkovic M., 2008). Employer branding 
differentiates a given employer from other rivals in the market and is a key indicator of the 
relationship status between the employee and the organization (Backhaus et.al., 2004; Fernandez-
Lores, 2012; Kimpakorn and Tocquer, 2009; Love et. al., 2011). Some scholars looked at employer 
branding as the main organizational driver for the creation of competitive advantage (Edwards, 2010; 
Kimpakon et. al., 2009; Maxwell and Knox, 2009). The author defines employer branding as a 
complex process of emotionalizing an employer in the cognition of an individual through a bundle of 
offerings and impressions about an employer of choice.  
 

b) Classification of Employer Branding 
 There have been several attempts to classify employer branding. Dutton, Dukerich and 
Hurquail (1994) classified employer branding as internal employer branding and external employer 
branding. Internal employer branding is how employees evaluate an employer based on their 
employment experience. Moroko and Uncles (2008) addressed that internal employer branding is 
tied to employees’ beliefs and directly influences other external employees’ who are interested in the 
organization. Aggreholm, Andersen and Thomsen (2011), highlighted that internal branding 
practices targeting existing employees would deliver a brand promise to external potential 
employees acting as a tool to recruit the right candidates. Chhabra and Sharma (2014) argued that 
internal branding practices that increase employer loyalty and at the same time enhance employer 
attractiveness for potential employees. On the other hand, De Chernatony (2001) focused on internal 
branding as an emotional symbol of creating the bond between employees and their organizations. 
Sullivan (2004) addressed employer internal branding efforts as the tool that creates the perception of 
external employer branding. 
 Another perspective of classifying employer branding addressed symbolic and instrumental 
employer branding. Lievens and Highhouse (2003) and Lievens, Hoye and Anseel (2007), looked at 
the symbolic employer branding as the subjective, symbolism and abstraction of intangible 
attributes. They linked the symbolic aspects to the creation of a sound organizational reputation and 
image that are tied to emotions and perceptions towards a given brand. Symbolic aspects would 
include; prestige, innovativeness, organizational culture and management style. The distinguishing 
attribute of symbolic benefits is tying employees' wants to the fulfillment of self-identity (Backhaus 
et. al., 2004; Lievens et. al., 2003). Contrary to that, (Lievens et. al., 2007) defined the instrumental 
aspects of employment branding as the tangible and objective attributes that are tied to employer 
offerings, for example; payment and bonus schemes. 
 

c) Benefits of Employer Branding 
 Several studies looked at the benefits and the advantages of employer branding that could be 
achieved by organizations as they become "an employer of choice". Through the review of literature 
the following perceived benefits were concluded as; creating and maintaining favourable customer 
image along with decreased employees' turnover (Lenaghan and Eisner, 2005; Minchington and 
Thorne, 2007), strengthening the organizational financial performance (Becker and Huselid, 2001); 
increased shareholders' returns (Shellenbarger, 1998), creation of positive identity and positive 
reputation (Luthans and Peterson, 2002), increased customer satisfaction, higher return on 
investment and profitability, reduced costs of employees' acquisition (Barrow and Mosley, 2007; 
Ritson, 2002), enhanced recruitment, retention and employee engagement (Backhaus et.al., 2004; 
Barrow et. al., 2005; Edwards, 2010; Love et.al.,2011; Michington et. al., , 2007; Van Mossevelde, 2010), 
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competitive advantage and assimilation of organizational values (Backhaus et. al., 2004; Love et. al., 
2011), improved employees' relations (Berthon, Ewing, Hah, 2005), increase in the quantity and the 
quality of job applicants ( Lievens et al., 2007), positions the organization as a great place to work for 
in the minds of potential employees (Branham, 2001), sending the right message about the 
organization thus, attract the appropriate candidate during the recruitment process (Smedley, 
2007),improved organizational supportive culture (Backhaus et. al., 2004), employer commitment to 
employees, a pleasant feeling towards working for a good reliable organization (Woodruffe, 2006) 
and shorter flexible recruitment process along with reduced recruitment costs (Heilmann, Saarenketo 
and Liikkanen, 2013) .  
 

d) Factors that attract employees to an "employer of choice" 
 There have been several attempts to explore the reasons behind attracting applicants to a 
given organization as well as the reasons that keep employees willing to stay within a chosen 
organization. The researcher identified the following factors from the review of literature as the key 
factors in attracting employees to an "employer of choice"; employer attractiveness as the degree to 
which an individual would feel a level of identification within a given organization (Ambler et al., 
1996; Moroko and Uncles, 2009), prestigious employer (Ambler et. al., 1996), an employer that can 
reflect self-image "who I am?" (Aaker, 1997), a good working place (levering, 1996; Woodruffe, 2006), 
organizational corporate social responsibility practices (Turban and Cable, 2003), organizational 
image (Belt and Paolilo, 1982; Gatewood, Gown and Lautenschlager, 1993; ; Knox and Freeman, 2006;  
Martin and Hetrick, 2006; Tom, 1971; Turban and Greening, 1997), dynamic business process, 
organization cares about the well-being of employees, task variety, clear opportunities for long-term 
career progression (Terjesen, Vinnicombe and Freeman, 2007), personality fits within a given 
organization brand (Byrne and Neuman, 1992; Cable and Judge, 1996), positive reputation and 
profitability (Cable and Turban, 2003; Pretson and O'Bannon, 1997), the type of industry or sector of 
operation (Burman, Schaefer and Maloney, 2008), work – life balance and compensation benefits 
(EBI'S branding global research), industrial health and safety programs (Watson, 2010), 
organizational rewards packages (Bretz, Ash and Dreher, 1989), training and development 
opportunities as well as global assignment opportunities (Jain, Bhalt, 2015), fulfilling promises and 
obligations towards employees (Barrow and Mosley, 2007), organizational ability to differentiate 
itself from competitors (Backhaus et. al., 2004; Erlenkaemper, Hinzdrof, Priemuth and Thaden, 2003), 
attractiveness and comprehensiveness of the company’s website (Sarabdeen, El-Rakhawy and Khan, 
2011), the interaction between existing employees and the general public in the form of the word of 
mouth especially if the existing employees interact regularly with a social group of friends and 
relatives (Dowling, 2001).  
 A second view addressed by (Kucherov and Zavyalova, 2012) looked at employer brand 
attributes from four perspectives; economic factors (such as: high salary, fair rewards and bonus 
system, and appropriate work schedule), psychological factors (such as: strong supportive corporate 
culture, favourable relationship among employees, teamwork, objective evaluation of the work 
itself), functional factors (such as: training, career growth, career development and utilization of 
employees’ knowledge and skills), and organizational factors (such as: market leadership, scope of 
international operations, products brand reputation, management style and reputation of top-
management).  
 A third view addressed by, Mckinsey &Company (2001) who identified four grouping of 
benefits that help in attracting and retaining the right calibers. In this respect, current and potential 
employees are attracted based on the benefits that they receive from the employer. There four 
grouping of benefits are; emotional benefits (describe soft employment offering like: culture, 
empowerment and teamwork), rational benefits (address employment elements as: working 
conditions, career path, career development potentials and training offerings), tangible associations 
(products, services and organizational success) and intangible associations (organizational roots, 
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organizational vision, mission and values). In their exploratory research (Chhabra and Sharma, 2014) 
identified compensation, career prospects, job profile, brand name, employee empowerment, 
corporate culture, supportive workmates, job security, recognition, and training as the core 
dimensions of employer branding. A fifth view looked at five different employer branding. The first 
value is economic value is likely to target current employees than potential applicants and includes; 
good salary, fair holidays, appropriate retirement packages (Berthon et.al., 2005). The second value is 
the development value such as good training opportunities, empowering and motivating 
environment, and a good supportive culture (Judge, Bono, Locke , 2000) as well as opportunities for 
promotion and development (Schnake, Williams and Fredenberger, 2007). Third is the social value 
that encompasses team spirit, friendly relationships, and respectable environment (Saari and Judge, 
2004). The fourth value is the diversity value which refers to the interesting aspects of the job 
(Berthon et. al., 2005) which includes; challenging job tasks (Backhaus et. al., 2004; Towers Perrin, 
2005) and task variety (Backhaus et. al., 2004). The fifth value is the reputation value (Berthon et. al., 
2005) and includes company's reputation, and brand name products (Cable and Turban, 2001). 
 

3. Research Problem 
 The notion "unique employment experience" is a multidimensional, stimulating construct to 
explore. Employer branding has received much attention from practitioners, but little in academic 
context particularly with empirical foundation in the Eastern domains. One of todays' challenges is to 
group and identify the factors that would attract the right potential employees and would retain 
current employees to an employer. An insight into the current literature revealed up to the 
knowledge of the researcher a debate around a grouping of factors that would lead to the choice of 
"employer branding preference". The research problem could be addressed as: What are the key factors 
that constitute "an employer of choice"? 
 

4. Research Objectives  
1. Identify the key factors that constitute employer of choice through the review of literature 
and interviews with focus groups. 
2. Examine and test statistically the relative importance of these factors. 
3. Propose a conceptual framework that addresses the factors which constitutes an ‘Employer of 
Choice’ based on the statistical analysis and results. 
 

5. Research Methodology 
a) Research Design 
 The research adopted the usage of survey questionnaires to measure the relative importance 
of the factors that would attract employees to an employer of choice. The factors addressed in the 
questionnaire were derived from the literature review, as well as from the interviews held with a 
number of 50 fresh graduates and five focus groups encompassing employees working in reputable 
multinational, international and local operations organizations. The fresh graduates were from 
public and private universities in Cairo and Giza governorates and were asked to join the discussion 
collectively in one of the big sports clubs in Cairo. As for the five focus groups, participating 
organizations were asked to ensure that the selected candidates of the focus groups hold diversity in 
age, gender, income, job category and tenure. The five focus groups comprised a total of 35 
employees with various demographic characteristics. Each of the groups were met for a period of 
time in a room equipped with sound recorders, whereby the research objectives were fully explored, 
questions were raised and time was allowed for free discussion. Participants were given gift 
certificates as a gratitude for their contribution in the discussions. The interview responses were 
analyzed and identified some additional factors that were not addressed in the literature namely; 
amount of work loads, sense of workplace empathy and compassion, democratic working 
environment whereby employees' opinions are counted, and clear role-definition among employees. 
A stratified random sample of 25 organizations as well as fresh graduates who were targeted with a 
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total of 2000 questionnaires distributed among employees working inside various multinational, 
international and local organizations in various business sectors as well as to fresh graduates in Cairo 
and Giza governorates. The questionnaires items were to be rated on a five-point Likert scale ranging 
from unimportant to extremely important. The questionnaire also included fields for the 
demographic data. A total of 1627 questionnaires were returned complete and valid, with a response 
rate of 81.35 %.  
 

b) Initial Questionnaire 
 The initial questionnaire items were derived from the review of the previous research studies 
and the results of the interviews. The researcher grouped the benefits into a set of 43 items along 
with fields for demographic data concerned with; gender, age, marital status, employment status, 
and education level. In order to avoid any level of biasness, ex-ante procedural remedies as 
addressed by (Podsakoff, Mackenzie, and Podsakoff, 2012) were adopted; whereby the purpose of 
the research was announced in writing to the participants, and that data collected will be treated in a 
confidential manner, respondents were informed that there is no right or wrong answer and that it’s 
all about their perception. On the other hand, ex-post procedural remedies were also adopted in the 
form of factor analysis. The initial questionnaire is shown in Table (1). 

 
Table (1): Factors that constitutes an employer of choice: initial questionnaire items 
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6. Statistical Analysis and Results 
a) Pilot Study: a pilot study was administered on a random sample of 50 participants in order 
to test the validity and the reliability of the variables. Factor analysis, internal consistency, and 
reliability would provide evidence for the construct validity (Cronbach et al., 1955). Results of the 
pilot test are shown in Table (2) 

 
Table (2): Validity and Reliability of the study variables 
The statistical results as shown in Table (2) show that all the items are valid and reliable for the study 
purpose as Cronbach Alpha ranged from (0.648-0.946), accordingly the items can be used for the 
purpose of the study 
b) Descriptive Statistics: The questionnaires distributed included items related to the 
demographic characteristics. A summary of the demographic characteristics is presented in the 
following table 
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Table (3): The demographic characteristics of the research study 
c) Factor Analysis: the researcher used Second Order Factor Analysis. It is a statistical tool used 
to describe variability among observed, correlated variables to potentially lower number of 
unobserved variables. It is commonly used in social and behavioural sciences.  
The results of First Order Factor Analysis using Oblimin rotation and the fourteen factors that the 
results indicated are shown in Table (4) 
Item F1 F2 F3 F4 F5 F6 F7 F8 F9 F10 F11 F12 F13 F14
1 -0.696
2
3 -0.504
4 0.754
5 0.61
6 0.738
7 -0.538
8 -0.726
9 0.737
10 0.727
11 0.608
12 0.787
13 0.597
14 -0.621
15 -0.636
16 -0.558
17 0.508
18 0.779
19 0.692
20 -0.735
21 -0.662
22 0.634
23 0.7
24 0.721
25 -0.633
26
27 -0.682
28 -0.821
29 -0.598
30 0.645
31 0.707
32 0.699
33 0.596
34 -0.769
35 -0.834
36 -0.765
37 -0.624
38 -0.734
39 -0.82
40 -0.728
41 -0.617
42 0.639
43 0.609  
Table (4) Results of First Order Factor Analysis using Oblimin Rotation 
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i) Principle Component Analysis: this analysis was conducted on the 43 study variables using 
rotation in order to identify the items that will be used for the study. The results are shown in Table 
(5)  

 
The results shown in Table (5) indicate that there are four groups of factors that could be used to 
analyze the proposed items. Through the usage of oblimin rotation the proposed items 2 and 26 in 
the initial questionnaire were omitted from the study. The factors are shown in Table (6). 

 
 The results in Table (6) show that the four groups (FF1, FF2, FF3, FF4) help in analyzing the 
items that constitute an Employer of Choice. Table (7) will present the analysis for the second order 
factor analysis and its’ relative importance. 

 
7. Discussion 
 This research study tried to investigate the factors that constitute employer branding and that 
would define ‘an employer of choice’. Through the review of literature a number of items were 
posed along with four additional items that were developed from analyzing the results of the 
interviews. Based on the statistical analysis a number of factors were identified to be of high 
importance. The researcher grouped the factors of high importance based on their relatedness into a 
conceptual framework with four main dimensions. The framework is named as the ‘BLCG Employer 
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Branding Framework’ as an abbreviation of the four main dimensions namely; Bloom-Live-Connect-
Grow. The proposed framework is explained below and is shown in figure (1) 
a) Bloom: this dimension represents the apparent factors outside the organizational boundaries. 
This is what will appear to the general public as well as to the potential applicants about the 
organization. Bloom dimension acts as the magnetic force that would attract potential applicants. 
Bloom would also help in retaining existing employees as they feel a sense of self-image and prestige 
conveyed about their working place to external environment. Bloom dimension includes; prestigious 
employer, corporate social responsibility practices, positive image conveyed to the general public, 
type of industry, scope of international operations, comprehensive website, employer is a market 
leader, range of products and services, employer’s ability to differentiate itself from competitors, 
vision, mission and core values, employer’s country of origin and the ability to maintain a positive 
reputation.     
b) Live: this dimension is the actual working environment where employees operate. This 
basically revolves around the hygiene factors with respect to the working conditions essential for job 
functioning and execution. Live dimension includes; salary scheme, fair rewards and bonus system, 
appropriate compensation, sense of workplace empathy and compassion, pleasant working place, 
supportive corporate culture, fair holidays, appropriate retirement packages, dynamic business 
process, work-life balance, and good industrial health and safety programs. 
c) Connect: this dimension revolves around the aspects tied to the interactional relationship 
between the employee and the organization. The interaction is a complex process as it involves 
human readiness to exchange workplace compassion and empathy with other workmates. Connect is 
realized through existing employees and sometimes conveyed through the word-of-mouth outside 
the organizational boundaries to the external community. Connect dimension includes; caring about 
employees’ well-being, adopting teamwork and team spirit practices, a positive image is always 
conveyed through existing employees to the general public, management style and interaction with 
employees, branded products matching employees personality, and employers’ ability to fulfill 
obligations towards employees.   
d) Grow: this dimension is concerned with the factors related to an employee potential growth, 
self-development and progression in the workplace. Grow dimension includes; long-term career 
development opportunities, jobs with task variety, challenging opportunities to grown and learn, 
training and development opportunities, utilization of employees’ knowledge and skills, objective 
evaluation, feedback for employees’ development, and job security that allows for future growth. 
 

 
Source: Conceptual Model developed by the researcher 

8. Limitations and Directions for future research 
 This study proposed a framework to identify the factors that constitute an employer of 
choice. Due to the costs and inability to access other governorates in Egypt as well as overseas 
countries, the research was only adopted on the Egyptian environment specifically Cairo and Giza 
governorates. It is recommended that future research should explore and test the proposed 
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framework and the dimensions relatedness in other domains to provide a better in-depth insight on 
the addressed factors and to enhance the generalization of the results. The present literature up to the 
knowledge of the researcher lacks a scale to measure the employer branding construct. It is 
recommended that future research could use the BLGC framework to develop a scale to measure 
employer branding construct. In this respect, research methods for scale development and 
procedural remedies should be fully utilized. 
 

References 
Aaker, J.A. (1997), “Dimensions of brand personality”, Journal of Marketing    

Research, Vol. 34 No. 3, pp. 347-356. 
Aggerholm, H.K., Andersen, S.E., and Thomsen, C. (2011), “Conceptualising  employer branding in 

sustainable organisations”, Vol.16 No. 2, pp. 105-123.  Ambler, T. and Barrow, S. 
(1996, “The Employer Brand”, Journal of Brand  Management, 4,pp. 185-206 

Ambler, T., and Barrow, S. (1996), “The employer brand”, Journal of Brand    
Management, Vol.4, pp.185-206. 

Backhaus, K. and Tikoo, S. (2004), “Conceptualizing and researching employer  branding”, 
Career Development International, Vol. 9 No. 5, pp. 501-517. 

Barrow, S. and Mosley, R. (2006), The Employer Brand: Bringing the Best of Brand  Management to 
People at Work, John Wiley & Sons, Chichester. 

Becker, B.E., Huselid, M.A., & Ulrich, D. 2001. The HR scorecard: Linking people,  strategy, and 
performance. Boston, MA: Harvard Business School Press. 

Belt, J.A. and Paolilo, J.G.P. (1982), “The influence of corporate image and     
specifically of candidate qualifications on response to recruitment     
advertisement”, Journal of Management, Vol. 8, pp. 105-112. 

Berthon, P., Ewing, M. and Hah, L.L. (2005), “Captivating company dimensions  of 
 attractiveness in employer branding”, International Journal of Advertising, Vol.  24 No. 
2, pp. 151-172. 

Branham, L. (2001), Keeping the People Who Keep You in Business: 24 Ways to Hang on  to Your 
Most Valuable Talent, American Management Association, New York,  NY. 

Bretz, R.D. Jr, Ash, R.A. and Dreher, G.F. (1989), “Do people make the place? An  examination of 
the attraction-selection-attrition hypothesis”, Personnel  Psychology, Vol. 42 No. 3, pp. 561-581. 

Byrne, D. and Neuman, J. (1992), “The implications of attraction research for  organizational issues”, 
in Kelley, K. (Ed.), Theory and Research in  Industrial/Organizational Psychology, 
Elsevier Science Publishers, New York,  NY, pp. 29-70. 

Burman, C., Schaefer, K. and Maloney, P. (2008), “Industry impacts: it’s impact one  brand image of 
potential employees”, Journal of Brand Management, Vol. 15 No.  3, pp. 157-176. 

Cable, D.M. and Judge, T.A. (1996), “Person-organization fit, job choice decisions  and 
 organizational entry”, Organizational Behavior and Human Decision  Processes”, Vol. 67, pp. 
294-311. 

Cable, D.M. and Turban, D.B. (2001), “Establishing the dimensions, sources, and    
value of job seekers” employer knowledge during recruitment”, in  Rowland, K. and Ferris, 
G. (Eds), Research in Personnel and Human  Resource Management, JAI Press, Greenwich, 
CT, pp. 115-63. 

Cable, D.M. and Turban, D.B. (2003), “The value of organizational reputation in  the 
 recruitment context: a brand equity perspective”, Journal of Applied Social  Psychology, 
Vol. 33 No. 11, pp. 2244-2266. 

Chhabra, N.L., Sharma, S. (2014), “Employer branding: strategy for improving  employer 
attractiveness”, Vol.22 No.1, pp. 48-60. 



Journal of Business and Retail Management Research (JBRMR), Vol. 11  Issue 1 October 2016 
 

www.jbrmr.com  A Journal of the Academy of Business and Retail Management (ABRM) 164 
 

Crain, Marion G., Managing Identity: Buying into the Brand at Work (October 2,  2009). 
 Washington U. School of Law Working Paper No. 09-10-01, Available at  SSRN: 
 http://ssrn.com/abstract=1481762 

Cronbach, L.J., and Meehl, P.C., 1995, 'Construct validity in psychological tests', Psychological
 Bulletin, Vol.52, pp.281-302 

De Chernatony, L. (2001). From brand vision to brand evaluation. Oxford, Butterworth- Heinemann 
Dowling, G.R. (2001), Creating Corporate Reputations: Identity, Image and Performance, Oxford: 

Oxford University Press 
Dutton, J. E., and Dukerich, J. M. (1991). “ Keeping an eye on the mirror: Image and  identityin 

organizational adaptation. Academy of Management Journal”, Vol.34  No.3, pp.517-554. 
Dutton, J.E., Dukerich, J.M. and Harquail, C.V. (1994), “Organizational images and  member 

identification”, Administrative Science Quarterly, Vol. 39, pp. 239-63. 
Edwards, M.R. (2010), “An integrative review of employer branding and OB  theory”,Personnel 

Review, Vol. 39 No. 1, pp. 5-23. 
Erlenkaemper, S., Hinzdorf, T., Priemuth, K. and von Thaden, C. (2003), “Employer  branding 

through preference matching”, Personal, Vol. 8, pp. 19-22. 
Fernandez-Lores, S., Unpublished Ph.D. dissertation 2012. Com-promiso Afectivo con la Marca del 

Empleador: Dise˜no de unaherramienta para su medición. Complutense University. 
Gatewood, R.D., Gowan, M.A. and Lautenschlager, G.J. (1993), “Corporate image,  recruitment 

image, and initial job choice decisions”, Academy of  Management  Journal, Vol. 36, pp. 
414-427. 

Heilmann,P., Saarenketo, S.,  and Liikkanen K. (2013), “ Employer branding in power 
 industry”, Vol. 7 No.2, pp. 283-302. 

Jain, N., Bhatt, P. (2015), “Employment preferences of job applicants: unfolding    
employer branding determinants, Journal of Management Development”, Vol.34 No.6, pp. 634-
652. 

Judge, T.A., Bono, J.E. and Locke, E.A. (2000), “Personality and job satisfaction: the  mediating role 
of job Characteristics”, Journal of Applied Psychology, Vol. 85  No. 2, pp. 237-49. 

Keller, Kevin Lane; Apéria, Tony; Georgson, Mats, 2008. Strategic Brand Management.   
A European Perspective, Harlow, England and New York: Prentice Hall Financial Times. 

Kimpakorn, N., Tocquer, G., 2009, “Employees´commitment to brandsin the service  sector:luxury 
hotel chains in Thailand. J. BrandManag”, Vol.16 No.8, pp. 532- 544. 

Knox, S. and Freeman, C. (2006), “Measuring and managing employer brand image in the service 
industry”, Journal of Marketing Management, Vol. 22  Nos 7-8, pp.  695-716. 

Kucherov, D., Zavyalova, E. (2012), “ HRD practices and talent management in the  companies with 
the employer brand, European Journal of Training and  Development”, Vol.36 No. 1, pp.86-
104. 

Lenaghan, Janet A. and Eisner, Alan B. 2005, “An Exploration of the Competitive  Advantage of 
Employer of Choice Programs on International Human  Resource Management”, Journal of 
International Business Research,  Volume 4, Issue 2, pages 87-97 

Lievens, F. and Highhouse, S. (2003), “The relation of instrumental and symbolic  attributes to a 
company’s attractiveness as an employer”, Personnel  Psychology, Vol. 56, pp. 75-102. 

Lievens, F., Van Hoye, G. and Anseel, F. (2007), “Organizational identity and  employer image: 
towards a unifying framework”, British Journal of  Management, Vol. 18, pp. S45-S59. 

Levering, R. (1996, September 12): “Employability and trust”. Conference Board  meeting, 
Chicago 

Love, L.F. and Singh, P. (2011), “Workplace branding: leveraging human resources management 
practices for competitive advantage through ‘best  employer’ surveys”, Journal of 
Business and Psychology, Vol. 26 No. 2,  pp. 175-181. 



Journal of Business and Retail Management Research (JBRMR), Vol. 11  Issue 1 October 2016 
 

www.jbrmr.com  A Journal of the Academy of Business and Retail Management (ABRM) 165 
 

Luthans F. & Peterson S.J. (2002): “Employee engagement and manager self- efficacy: Implications 
for Managerial Effectiveness and Development”, Journal of Management Development, Vol. 
21No. 5, pp. 376–387. 

Martin, G. and Hetrick, S. (2006), Corporate Reputations, Branding and People  Management, 
Elsevier, Oxford. 

Maxwell, R., Knox, S., (2009), “Motivating employees to ‘live the brand’: a comparative case study of 
employer brand attractive-ness within the firm. J.Mark. Management’’, Vol. 25 No. 9, pp. 893-
907. 

McKinsey & Company, Inc. 2001. “War For Talent”. 
Minchington, B. and Thorne, K. (2007), “Measuring the effectiveness of your  employer 

brand”,Human Resources Magazine, Vol. 12 No. 4, pp. 14-16. 
Moroko, L. and Uncles, M. (2008), ‘‘Characteristics of Successful Employer Brands’’, Brand 

Management, Vol.16 No.3,pp. 160-176. 
Moroko, L. and Uncles, M.D. (2009), “Employer branding and market segmentation”, Journal of 

Brand Management, Vol. 17 No. 3, pp. 181-196. 
Mosley, R. (2007), “Customer experience, organizational culture and the employer brand”, Journal of 

Brand Management, Vol. 15 No. 2, pp. 123-134. 
Preston, L.E. and O’Bannon, D.P. (1997), “The corporate social-financial performance 

 relationship: a typology and analysis”, Business and Society, Vol. 36 No. 4, pp.  419-29. 
Petkovic, Mladen, 2008. Employer Branding. Ein markenpolitischer Ansatz zur  

 Schaffung von Präferenzen bei der Arbeitgeberwahl.2., München: Hampp.  
Podsakoff,P.M., Mackenzie,S.B., and Podsakoff,N.P. (2012), “Sources of method  bias in social 

science research and recommendations on how to control it”, Annual Review of Psychology, 
Vol.36, pp.539-569 

Ritson, M. (2002), “Marketing and HE collaborate to harness employer brand  power”, Marketing, 24 
October, p. 24. 

Saari, L.M. and Judge, T.A. (2004), “Employee attitudes and job satisfaction”,  Human Resource 
Management, Vol. 43 No. 4, pp. 395-407. 

Sarabdeen, J., El-Rakhawy, N. & Niaz Khan, H. (2011), “'Employer branding in  selected 
companies in United Arab Emirates',Communication of the  IBIMA”, Vol. 2011No. 228533, 
pp. 1-9.  

Schnake, M.E., Williams, R.J. and Fredenberger, W. (2007), “Relationships between frequency of use 
of career management practices and employee  attitudes, intention to turnover, and job search 
behavior”, Journal of Organizational Culture, Communications and Conflict, Vol. 11 No. 1, pp. 
 53-64 

Shaker F, Ahmed AS. 2014, “ Influence of Employer Brand Image on Employee Identity. Global 
Disclosure of Economics and Business”, Vol.3No.3, pp.51- 59. 

Shellenbarger, S. 1998a. Accounting Firms Battle to Be Known as Best Workplaces. Wall  Street 
Journal, January 21, 1998, p. B1. 

Smedley, T. (2007), “Employer brand is ‘bigger than HR’”, available at:  
 www.cipd.co.uk/pm/peoplemanagement/b/weblog/archive/ 
Sullivan, Dr. John, 2004. The 8 Elements of a Successful Employment Brand. New York: John 

 Sullivan.  
Terjesen, S., Vinnicombe, S. and Freeman, C. (2007), “Attracting generation Y    

graduates: organizational attributes likelihood to apply and sex difference”, Career 
Development International, Vol. 12 No. 6, pp. 504-522. 

Tom, V.R. (1971), “The role of personality and organizational images in the recruiting process”, 
Organizational Behavior and Human Performance, Vol. 6,  pp. 573-592. 



Journal of Business and Retail Management Research (JBRMR), Vol. 11  Issue 1 October 2016 
 

www.jbrmr.com  A Journal of the Academy of Business and Retail Management (ABRM) 166 
 

Towers Perrin (2005), Winning Strategies for a Global Workforce: Attracting,  Retaining,and 
Engaging Employees for Competitive Advantage, Towers  Perrin  Global Workforce 
Study, Executive Report TP440-05, Towers Perrin, Stamford,  CT. 

Turban, D.B. and Greening, D.W. (1997), “Corporate social performance and  organizational 
attractiveness to prospective employees”, Academy of Management Journal, Vol. 40 No. 3, pp. 
658-672. 

Turban, D. B., & Cable, D. M. (2003): “Firm Reputation and Applicant Pool  Characteristics”, 
Journal of Organizational Behaviour, 24, pp. 733-751 

Turban, D.B. and Greening, D.W. (1997), “Corporate social performance and    
organizational performance attractiveness to prospective employees”, Academy of 
Management Journal,Vol. 40, pp. 658-673. 

Van Mossevelde, C. (2010), “Employer branding: five reasons why it matters & five steps  to 
action”, available at: www.employerbrandingtoday.com/uk/ 

Watson, T. (2010), “Staying@work report: the health and productivity advantage”,  available at: 
www.towerswatson.com/assets/pdf/  

Woodruffe, C. (2006), Employee engagement: the real secret of winning a crucial  edge  over 
your rivals, British Journal of Administrative Management, Vol.(50),pp. 28- 29 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


