
As the battle to become the employer of choice 
rages on, organisations are having to work 
harder to attract top talent, even for household 

names. With the recession easing, the best people can 
afford to be more fussy, and for global brands such as Coca-
Cola, IBM and Microsoft, the need to attract ambitious 
recruits looking for a big name on their CV has made 
effective recruitment off a great consumer brand more 
important than ever.

 In The Devil Wears Prada, Andrea Sachs, played by Anne 
Hathaway in the Hollywood movie, lands the job “a million 
girls would kill for” at a successful fashion magazine. As she 
soon discovers though, the magazine’s strong corporate 
image isn’t reflected in its employer brand, and her 
belligerent and belittling employer clearly values employees 
considerably less than the clothes in the stockroom.

Although Sach’s predicament is an exaggerated 
example, the reality in many successful businesses is that 
the pressure to succeed has pushed their employer brand 
far out of mind. This is clearly a mistake. 

“If an organisation devises an employer brand that 
doesn’t have a correlation and a close relationship between 
that and the organisation’s corporate positioning, it’s 
missing the point,” says Neil Harrison, Head of Employer 
Branding at TMP Worldwide, “absolutely, one should drive 
the other.”

One of the main ways an organisation can promote 
its employer brand is during its recruitment processes. 
While recruitment agencies and consultancies can provide 
an effective means of finding the right talent for an 
organisation, using a range of recruitment methodologies 
can give businesses much greater control over the tone and 
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Brand puzzles
For a potential employee, joining an organisation with a 
positive image is high on the agenda. But are organisations 
with a strong consumer brand considering their image as 
an employer?
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scope of their broadcasts. 
Even in the frequently passive social media space, direct 

sourcing creates far more awareness of the organisation, 
and far greater connectivity to prospective employees. 
Getting this tone right when communicating with 
potential recruits can make a massive difference to the 
quality, determination and loyalty of applicants. As Phil 
Clarke, Director of HR Consultancy, Independent, says, 
“there are not many magic bullets in getting recruitment 
right, but employer brand is probably one.” 

It is obvious that a strong corporate brand demands 
an attractive and effective website, but, says Clarke, there 
is also enormous value in a website that quickly provides 
candidates access to the jobs and information they need. 
The employer brand needs to be involved in the entire 
recruitment process, says Clarke: “As well as the message 
that attracted the candidate in the first place, do they get 
the same impression at the interview stage?”

 New research by Alexander Mann Solutions (AMS) 
illustrates how negative views of a company spreads fast, 
suggesting that 87% of UK respondents would go on to 
share a negative interview experience with their personal 
or professional networks. 

These networks are a growing resource for people 
ready to broadcast their experiences about a company, 
whether good or bad. But social media can be harnessed 
to promote an organisation’s employer brand, and not just 
through advertising.  As Harrison explains, “increasingly, it’s 

a two-way street. It’s not just a question of broadcasting 
your employer brand, it’s engaging with people who want 
to learn more about it.”

 People are constantly sharing their experiences before 
they even apply for a job, and it is often the views of friends 
or relatives that people trust and believe. “We work on the 
philosophy that you’re not convincing the individual, you’re 
convincing their partner,” says Clarke. “When they go home 
and have that conversation at the dinner table saying ‘I’m 
thinking of moving jobs’, they’re almost trying to sell the 
benefits to people they are close to. Organisations have 
to give the prospective candidates the right information 
because we have all had a gut feeling that this is a great 
idea but somebody in your life might challenge it.”

 Research on employer branding by e-book retailer 
Bookboon showed that in a sample of over 12,000 
participants people displayed a strong preference to work 
for known names. Beverage giant Coca-Cola topped last 
year’s Interbrand global brand poll, closely followed by 
last month’s cover feature IBM and fellow technology 
powerhouse Microsoft. These large corporations may have 
the upper hand in attracting talent because of their strong 
corporate image, but this doesn’t mean that they do any 
less work in building a strong employer brand.

 Google’s enormous footprint makes the brand 
hard to miss, but the search giant continues to work 
immensely hard on its employer brand, with quirky 
advertising campaigns, and an iron grip on corporate 
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communications only occasionally leaking stories of 
exciting and innovative workspaces. A recent advert on 
LinkedIn revealed that the company was looking to hire 
a Director of Employment Marketing & Branding, able to 
deliver “consistent marketing plans and initiatives that will 
appeal to untapped, prospective and existing employees.” 
Google is looking for someone with recruitment experience, 
but also recognises the need for someone who can market 
roles to those individuals able to pick their next employer, 
rather than the other way around.

It is surprising how many organisations still ban the 
use of channels such as YouTube and Facebook, despite the 
obvious possibilities for talent attraction. “If you close one 
of the most current channels of attracting talent, you are 
going to limit your options,” warns Richard Veal, Practice 
Leader for Communication and Change Management – 
EMEA at Towers Watson. 

One of the best ways of spreading positive news 
about your organisation is through your employees and 
their personal networks. New research carried out by 
the Recruitment and Employment Confederation (REC) 
suggests that an organisation’s employees should be 
its brand advocates. This is something that Hannah 
Thomson, HR Director at Avis Rent A Car, knows all about. 
The organisation thrives on its ‘We Try Harder’ campaign, 
aimed at engaging its employees as they try to improve 
customer service. 

 Avis’ recruitment channels provide an innovative way of 
attracting new talent to the company. Their careers website 
features videos of its front-line employees describing their 
job role at Avis, allowing prospective employees to gain a 

sense of the organisation at the earliest possible stage. “We 
want people to join because of who we are and what we 
do,” says Thomson. “Our people talking about what they 
do is probably more powerful than anything I could put 
together, and makes that real connection.” 

Chris Copland, Managing Partner at Engage Group, also 
suggests that strong employer brands are built from the 
inside out: “Remember that your people are your brand – 
they’re the advocates that will support or refute the brand 
you share with the world. Do it the right way, and you’ll 
have a community of loyal fans to back up your promise.”

Having a strong employer brand linked to the corporate 
values of the organisation will help to maintain an engaged 
workforce. Without existing employees actually living the 
brand as advertised, any recruitment campaign will soon 
fail. “If there is a disconnect between the commercial 
brand promise and the employer value proposition, the 
organisation risks sending out a confusing message to 
those looking to join,” says Thomson.

Veal highlights that the best organisations have 
a strong employer brand by designing their reward 
programmes and their HR objectives around the employer 
value proposition: “Organisations that try and inflict a 
brand that doesn’t quite exist will spend a lot of time and 
effort and not have the impact they want.”

 However, as Veal adds: “It isn’t really about the look or 
the brand so much, it’s about the employee experience in 
that organisation. If you get that right, the employer brand 
follows. Understanding the mechanistic bit and how it’s 
connected to the purpose of the organisation and the brand 
should be the bit that you fill in afterwards.”
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