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EXECUTIVE SUMMARY  

 This paper examines the role that employer branding takes in employee recruitment and 

retention. This includes an in-depth look into social media in employer branding, and the use of 

the instrumental-symbolic marketing framework to better determine what content job 

candidates seek out. The primary research question of this paper is: How does employer 

branding affect an organization’s ability to recruit job candidates? In addition to the main 

research question a supporting question considered through-out this research is: What 

messages are job candidates engaging with while seeking employment options? 

 Two primary research studies were conducted to help support and answer the research 

questions. A content analysis was completed with a focus on organization career homepages, 

and a social media audit. A second study completed contained eight expert interviews with 

professionals involved in employer branding and marketing communications.  These interviews 

were executed to gain insights into current employer branding trends, how to best market 

corporate brands and employer branding content engagement.  

 This capstone paper concludes with a summary of key findings, and a recommended 

employer branding communications plan that professionals can implement into their employer 

branding efforts.  
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INTRODUCTION AND BACKGROUND 

“Your entire department should be considered your branding department”-unknown 

The act of searching for a job holds several levels of involvement. For some, job 

searching can be quite an overwhelming task. For others, job searching is a tedious effort and 

taken very seriously. But for most job seekers, it has proven to become a frustrating journey 

with ambiguous answers and less than ample information available. Employer branding is an 

emerging marketing trend that is leveraged to attract potential employees (Sivertzen, Nilsen 

and Olafsen 2013) and shed light into what the job seeker may be like working at that particular 

organization.  

Employer branding has continued to rapidly grow in the last five years and, has the pool 

of job seekers turning to social media for efficient searching. Candidates rely on social media 

and other marketing tactics to identify career opportunities and to gain an understanding of 

who they could potentially be working for. This search goes beyond the mere categories most 

employers and human resource departments would find appropriate to consider. Moving past 

attributes such as financial requirements, vacation time, or benefits, candidates are digging 

deeper into categories like corporate culture, values, and social responsibility efforts. Not only 

are candidates digging deeper, they aren’t afraid to put in the work to get to the bottom of 

what they are looking for. Now more than ever, the opportunity to research where candidates 

are applying is highly accessible.  

Accessibility in employer branding is leading to organizations becoming increasingly 

transparent in hopes to attract the candidates they’re after. Not the highest number of 
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candidates, but the right candidates. This goal of employer branding acts as the main topic of 

research in this capstone. 

A short eight years ago a worldwide economic recession took place and lead to nearly 

15 million people in unemployment.  Most professionals would consider themselves lucky to be 

working let alone remain in their previously established career. Being particular was not an 

option for most. Now, picky is what candidates have the option to be. Employer branding brings 

a lens to the candidate about what will fulfill them as an employee at that company.  

Candidates want to feel good about their employer’s culture and the values they will practice as 

a member. They want to be proud to work at their chosen organization and share their journey 

with friends and family.  

  Research on employer branding has brought forth many definitions of what this practice 

entails.  Employer branding can best be defined as the practice in which an organization creates 

its reputation and organizational image both internally and externally (Lievens, Van Hoye and 

Anseel, 2007). Employer branding is an important marketing practice that allows organizations 

to close the gap of ambiguity and provide transparency of its culture and values. This practice 

also allows room for an increase in recruitment efforts by communicating to an audience that 

aligns with its values. A strong employer brand image not only increases the candidate’s 

memory of recruitment messages, it also expedites the application process with that company 

(Lievens & Slaughter, 2016). Because of employer branding practices, employers now have an 

opportunity to attract the right employees and increase its retention rate and identification.  
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Although employer branding creates many awareness opportunities there is an 

opposing challenge in this practice.  Organizations are faced with the challenge of implementing 

the right marketing and communication tactics to create successful branding against its 

competitors all while remaining true to its marketed culture, values, and overall mission.   

What information does a candidate really resonate with during a job search? Is the 

content being communicated by employers persuading candidates to hit the “click to apply” 

button?  This capstone paper will take a look into a popular employer branding marketing 

strategy that has recently been at the forefront of marketing research. The purpose is to 

determine what candidates are seeing from employers and to establish the effects of employer 

branding on employee recruitment within corporate organizations. This research will address 

how employer branding influences candidate recruitment within corporate organizations by 

taking a look into the relationship of employer branding and organizational identity while 

leveraging the framework of instrumental-symbolic messaging.   

  This capstone will contain a literature review of employer branding focused research, 

data gathered from expert interviews, an employer branding content analysis, limitations of 

research, and future strategic communication suggestions. All research in this employer 

branding study supports the following research question: 

How does employer branding affect an organizations ability to recruit job candidates? 

In addition to the main research question a supporting question considered through-out 

this research is: 
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What messages are job candidates engaging with while seeking employment options? 

 

LITERATURE REVIEW 

This literature review aims to provide a supporting background and understanding of 

the relationship between organizational identity and employer branding efforts focused on 

employee recruitment. To obtain an answer to the supporting question of message 

engagement, a framework of instrumental-symbolic messaging will be reviewed to understand 

what messaging candidates gravitate towards through-out their job search.  

Instrumental-Symbolic Framework:  

In a previous employer branding study by Leivens and Highhouse (2003) the marketing 

framework of using instrumental and symbolic attributes in employer branding messaging was 

used to determine what messages both candidates and employees engage with the most. This 

framework contains an organized scale of employment attributes such as financial rewards and 

vacation time. This marketing framework alongside the observation of an employer branding 

content analysis assisted in the path in finding the supporting question of candidate message 

engagement. This framework has been historically helpful in creating the actual perceived 

image of an organization. Although original studies developed acted as an image scale for 

consumer companies, Lievens and Slaughter (2016) state that employer branding is now, 

merely a synonym to the definition of employer image management (reputation) in present 

employer branding research. Leivens and Highhouse (2003) display that the foundation of one’s 
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image of an organization is fully constructed through these instrumental and symbolic 

meanings   

“Two consistent results have been established. First, consumers buy brands not only 

because of their instrumental product-related attributes but also because of their symbolic 

meanings. In simple terms, people do not only buy expensive goods for what they can do but 

also for what they mean to them personally and to other people. A second consistent finding is 

that the importance of symbolic functions of a brand increases when instrumental differences 

between brands are limited.” (Lievens and Highhouse, 2003, pg. 80) 

 

A symbolic scale was developed to determine what applicant’s find attractive about an 

employer. It has been discovered that symbolic traits act as the initial and most prominent 

factor of candidate attractiveness to an employer. (Lievens and Highhouse, 2003) This scale was 

derived from an initial brand image framework, focused upon the attributes of consumer brand 

images. Employment characteristics considered in this scale are as follows:  

Pay 

Advancement 

Job security 

Task demands 

Location 

Working with customers 

Flexible working hours 

Benefits 

Sincerity 

Innovativeness 

Competence 

Prestige 

Robustness 
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 As the framework was studied and leveraged for employer image, patterns were 

discovered that in turn lead to the following definitions of symbols of employer branding 

messaging. Based upon the scale created by Lievens, Van Hoye, & Ansel, instrumental and 

symbolic attributes can best be described as: 

 Instrumental Symbolic 

Career advancement  Sincerity  

Work environment Transparency 

Financial opportunities  Competence  

Job security  Sophistication 

Misc. career opportunities (I.e. Travel opps.) Ruggedness  

 

When considering the attributes of symbolic messaging it is important to connect this 

theoretical practice to research developed in social media. Social media contains the highest 

amount of branding images that range from organizational work environment, to event 

marketing. The next portion of this literature review will discuss the findings of using social 

media as an employer branding effort. 

Employer Branding and Social Media  

When the connection of social media and employer branding is put into play, 

organizations gain two necessary marketing tools. First, organizations demand attraction to 
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their messaging by building brand awareness through available content. Secondly companies 

build a more prevalent and accessible corporate image. A high corporate reputation leads to 

positive relation with a candidate’s intention to apply for a job. (Sivertzen, Ragnhild Nilsen, and 

Olafsen , 2013) 

As a leading branding communication tool, 76% of organizations leverage social media 

for recruitment and even internal retention efforts (Minchington, 2014). The relationship both 

current employees and candidates have with an organization makes a lasting effect in the 

identity and sentiment that individual will have with the respective organization (Kissel & 

Büttgen 2015).  Within this relationship portrayed on social media companies must not forget 

about the biggest asset; the employees. Organizational identity theory and employer branding 

both focus on this asset.  In order to brand an organization, the employees must identify 

positively and help build the image. This is accomplished through providing transparency in 

social channels that audience engages in. (see capstone social audit) 

Social media allows employees and job seekers to use a new channel in creating the 

corporate image while entering into dialog about the organizational values and its mission. In 

analyzing the effectiveness of social media to be attractive to candidates, employers can 

leverage the Organizational Identity Theory to better analyze social comments, posts, and 

dialogue of the employee community.  These specific measurements make an employee 

relationship (Kissel & Büttgen 2015). 

When a relationship is established with an employee or potential candidate it is 

important to explore how an individual will identify with employer branding.  



11 
  

Organizational identity plays a large part in establishing and maintaining the desired 

relationships. Cheney, et al., (2010) states that organizational identity can be defined as the 

connection between a candidate or member and the organizations mission, ideology, and 

values. When members identify with an organization they are more likely to internalize and 

adapt to the organization’s culture while supporting higher retention and recruitment rates 

(Cheney et al., 2014). More specifically, it is important to ask what communication and 

marketing tactics are used to establish clear identification. Hatch & Schultz (2007) state that an 

important tactic in creating a successful brand image or reputation is to ensure communication 

is first centered upon organizational values and, secondly, communicated by top management 

and leadership. A recent global employer branding report (See figure 1) shows that only 8% of 

organizational CEO positions lead employer branding. (Minchington, B. 2014).  Messaging 

managed and supported by leadership of an organization creates a larger sense of transparency 

in the overall brand story while decreasing employer efforts being practiced in silos.  

Figure1 
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In support of this communication tactic, research shows that employer image is better 

perceived when communicated by a leader and every day employees. By doing so, it argues 

that this can bring truth and cohesiveness to the employer’s story. Stories such as these contain 

sincerity and ruggedness attributes according to the Instrumental-Symbolic scale (Lievens and 

Highhouse, 2007).  Although this form of communication will help establish and maintain the 

relationship of employees, social media and other tactics must be used to reach potential 

candidates.  Research shows that symbolic messages, such as photos, are critical in employer 

branding. When comparing to face-to-face, they provide a similar amount of acceptance and 

identification.   

When organizations think to build a symbolic image externally, many neglect the 

internal resource of identification with its employees. Employees act as a marketing tactic to 

build influence in employer branding efforts as well as aid in organization identification 

(Sivertzen et al., 2013). Social media will affect an employee’s willingness to apply because he 

or she thinks the firm has bad reputation on social media that they may have only seen once or 

twice. This is not the case when candidates may see positive sentiments once or twice about 

the organization as it relates directly to psychological value and corporate reputation (Sivertzen 

et al., 2013). 

In combining employer branding and social media the most important insight shows 

that the Organizational Identity Theory is a social construct achieved best through a dynamic 

process of both internal and external actors. This construct can be leveraged on social media 
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channels and relationship building dynamics to better retain and recruit members. The key 

dynamics to implement can be summarized in two audiences. 

1.)  Internal focus: organization members, internal stakeholders, and internal social 

media participants.  

2.) External focus: potential employees, passive job seekers, recruited candidates, 

media, and social media participants. 

Because of the momentum of internal communication happening in large organizations 

today, employer branding acts as a complementary practice in building positive identity with 

members.  

Internal social media (ISM) acts as one of the biggest tactics of employee retention 

efforts. Madsen (2016) explored how social media affects the construct of organizational 

identity within the work place. A case study was conducted by analyzing three months of 

internal social media (ISM) content at a large Danish bank that was then followed up by 

personal interviews. Madsen (2016) provided research on ISM subject matter and the identity it 

brings to employees when engaging. Research showed that that ISM leads to a higher level of 

organizational identity due to ISM being an easier platform to bring important issues to the 

table. In support of the Media Richness Theory, ISM acts as a channel to bring concerns to 

leadership and management.  

To pair the goals of both practices together and imply the overall goal of the employer, 

it is stated that, “An organization must reside in the heads and hearts of its members.” (Albert 
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et al., p.13).  In taking away what these resources have discovered we can gather one specific 

tactic that will help organizations meet the goal that Albert et al. (2000) describes.  

Combining organizational theory and employer branding, Lievens, Van Hoye and Anseel 

examine which factors both insiders (organization employees) and outsiders (applicants) 

associate with. Perhaps the most interesting component of research within identification is the 

comparison of organizational identity to a Cocktail Party. This comparison is used as a test to 

determine someone’s level of excitement when you bring up your place of work in a small talk 

conversation or, a ‘cocktail party’. If party talk about a potential or current employer brings a 

change in conversation it may mean that the organization is held in low regards. This ‘cocktail 

conversation’ will influence negative identification within the candidate or employee (Lievens, 

Van Hoye & Anseel, 2007). The Cocktail Party test proves that the way in which we identify 

ourselves with the organization we work for, or work to be a part of, can be highly determined 

by others reaction. Using the ‘Cocktail Party’ test, authors have leveraged the framework of 

Social Identity Theory which is very similar to organization identity. The difference lies in the 

exclusiveness of organizations vs. all types of groups. Such as a network of friends, teams, 

church groups, etc.  

The current study relates to and brings together the theories and framework studied in 

this capstone. Organizational identity and employer branding act together by critically looking 

at the symbolic and instrumental attributes that have been associated with employer image 

and attractiveness (Lievens, Van Hoye & Anseel, 1996). To better understand how symbolic 

images and employer branding effect an individual’s identification and intentions, these 
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literature findings have been applied to further research in the form of content analysis and 

expert interviews. 

STUDY I EXPERT INTERVIEWS  

Method 

To further research employer branding a total of eight expert interviews were 

conducted between May 1st, 2016 and July 15th, 2016. The purpose of the expert interviews 

was to gain an understanding of the needs employers have for branding, and the knowledge 

that is held about this practice. Among the 9 participants all were or have been affiliated with 

some form of organizational and employer branding ranging from the management level all the 

way to Senior and CEO levels of involvement. The professionals are located primarily in the 

Twin Cities, Minn. area with the exception of one global interviewee located in Sydney, 

Australia and one interviewee based out of San Francisco, California. Five out of 9 expert 

interviews were completed via email with the remainder being held via phone, in-person, or 

Skype call. All interview participants were invited to contribute through professional 

networking within the Talent Acquisition industry, and previously established working 

partnerships. All in-person and phone interviews lasted for a time of 21-42 minutes. 

(Transcripts of these interviews can be found in the appendix of this report) Below is a list of 

the participants interviewed supported with their job title and location.  

 Participant 1: Talent Community and Marketing Manager, Minneapolis, MN. 

 Participant 2: Talent Community and Marketing Manager, Minneapolis, MN. 

 Participant 3: Talent Community and Marketing Manager, Minneapolis, MN. 

 Participant 4: Talent Community and Marketing Manager, Minneapolis, MN. 

 Participant 5: Sr. Talent Community Manager, Minneapolis, MN. 
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 Ryan Christoi: Managing Partner, KRT Marketing, San Francisco, CA. 

 Andrea Fannemel: Sr. Manager Talent Acquisition, Minneapolis, MN.  

 Brett Minchington: CEO, Employer Branding International, Sydney, AUS. 

 

Interview 1, Brett Minchington  

 In an expert interview conducted with a leader in international employer branding 

insights were formed centered around the understanding of what employers are starting to 

communicate to its potential candidates. Minchington shares experience of employer branding 

trends related to messaging strategy and communication platforms. Minchington brings a lens 

of employer branding from larger, well established organizations such as Virgin Airlines and 

Airbnb. Minchington’s interview is the only contribution to this capstone with a global 

perspective. Minchington was introduced to the researcher through a previous work 

relationship done for the researcher’s employer.  

Interview Insights:  

 The barrier of seeking employer information has been removed drastically. 

Transparency into an organization is the key to success. 

 Employers should now shift their focus to story DOING, not storytelling.  

 Candidates are craving an experience. They don’t want to go to a website get stuck 

reading about the company. Give them something to watch that will provide a more 

interactive experience into what their career could be made of.  

 Implementing employer branding strategy should be practiced across all functions of a 

company. Often times employers put their branding efforts in silos in areas such as HR 
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and Corporate Communications. Employer branding is the story of the whole team, 

inside and outside.  

“You can’t build a house without the foundation” –Brett Minchington  

Interview #2, Ryan Christoi: 

Ryan Christoi was interviewed as a leading expert in providing agency strategy to clients 

looking to implement or increase its employer branding efforts. Christoi and the researcher 

came together to research for this capstone and were connected through a partnership at the 

researcher’s employer. This interview was conducted to support what messaging employers 

can leverage to create a beneficial image, and gain interested passive candidates. 

Insights:  

 Candidates are more passive than employers think. When researching trends 

show the order of what they look for is: culture, values, paths for growth, 

continuing professional development, and work/life balance. 

 Candidates are willing to read reviews and develop their own understanding of 

the companies they apply for via Glassdoor and Indeed comments.  

 People trust people, not companies.  

 Showcasing employees create a higher rate of engagement among candidates 

than “corporate speak”. 
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Interview #3, Andrea Fannemel: 

Fannemel was interviewed to provide this research with insights into employer branding 

a Target, a Minnesota based corporate company. Target is one of the companies chosen for this 

capstone’s content analysis research that will be discussed further into this report. Fannemel 

contributes professional experience into message engagement and what candidates tend to 

identify with. This interview provides a closer look into what messaging strategy looks like from 

a company that holds an already established reputation. 

Insights:  

 Historically employer branding has been considered the same as corporate image 

however; consistent trends across Target and its competitors show that is not the case.  

 Over 50% of Target hires use social media as a source of influence  

 Social media postings focused on active messages such as “apply now” or “open 

positions” receive the least amount of engagement from Target candidates. 

 Target candidates seek to find how the employer (Target) will treat and respect them as 

an employee.  

 Career growth, financial rewards, and job description are secondary points of interest to 

candidate when job searching within Target. 

Talent and Community Manager Interviews: 

A series of five expert interviews were conducted at a Minnesota based fortune 

company, These interviews all took place at the management level of professionals who are 
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directly involved in the decision making and implementation of the organizations branding 

efforts. These five interviews are particularly useful to this research in providing both internal 

and external branding knowledge of a company that employs a marketing team for employer 

branding, not human resources.  

Participant one provides ample knowledge to this research as a Senior Talent Marketing 

Manager for a large Minnesota based corporation. This interviewee holds over 10 years of 

experience in implementing projects that enhance organizational values, culture, 

communication and talent. Participants two and five are current employees at a large fortune 

14 health care organization. These participants have a career in internal marketing, and 

community engagement at this organization at a management level.    It is important to note 

that each participant has worked or currently works for a Minnesota based corporation.  Four 

out of five expert interviews were conducted via email with the remaining interview conducted 

one-on-one in an office setting.  

Among the expert interviews conducted many patterns and insights were discovered. 

The top five insights from each interviewee can be summarized as follows. 

Insights:  

 Efficient communication for every-day work is necessary, but thoughtful face-to-face 

communication from leaders and influencers creates good will and identification within 

employees. 

 Social media, particularity videos, greatly share the culture and overall values of 

organizations. 
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 Personal stories that are shared with candidates and current employees through social 

media increase retention and organizational identification. 

 There is a need for large organizations to place more emphasis on employer branding 

efforts. 

 Identifying with an organization is largely dependent upon candidate and employee’s 

self-efficacy and social construct. 

 

RESULTS 

The interviews conducted with Minchington, Christoi, and Fannamel surfaced multiple 

similarities in the way employers are currently viewing what its candidates are after. Christoi 

and Fannamel make a common point in their contributions about the journey of candidate 

employer research. In reference to Lievens and Highhouse (2007) the instrumental-symbolic 

scale supports the insight that candidate’s job searching within corporate organizations are not 

interested in putting their research efforts towards tangible, instrumental attributes. Rather 

they are engaging with symbolic messaging regarding attributes regarding the sincerity of the 

organization and what their personal experience could be like as an employee. In addition to 

this insight, Minchington shares that candidates are after an experience, not just the review on 

content. “Employers will benefit from moving from storytelling, to story doing. Show them the 

experience that fulfills their mission vison and values.” (Minchington, 2016) 

An important finding across all senior expert interviews is that each participant suggests and 

recommends employers create cohesiveness between its internal and external branding efforts. 



21 
  

Minchington shares that both audiences are really after the same information. They share the 

same story, search the same keywords, and both are after the same values. Christoi also 

recommends against the silo approach that many organizations take in its employer branding 

efforts. Interestingly, although a recommendation from agency and consulting experts, Target 

corporate experts have not accomplished a successful communications plan that creates one 

cohesive story between internal and external audiences.  

Findings from the Talent Community Manager expert interviews show that employees 

are indeed highly aware of what employer branding is or should entail. The insights tell us that 

this practice is widely known and that employees are actively seeking out information on not 

only potential employers, but current employers as well. Participant five provided an accurate 

definition of employer branding, “Employer branding relates to how a company would like to 

be represented as an Employer, including brand reputation.”   Another participant answers with 

detail focused upon values. “Employer Branding is how an organization chooses to represent 

itself; to the employees and potential employees and ‘should’ represent the culture in an 

honest way.” Both responses define accurate representations of employer branding.  The 

answers to these interviews also show that employees can relate employer branding to 

negative reputations.  When asked what influence employer branding has on candidate 

intentions to apply at an organization it was surprising to find that the keyword negative came 

up first. A participant mentioned that employer branding is more about the negative. Stating if 

an organization was bad enough to warrant public sentiment, then candidates aren’t going to 

apply there. On the other end of the spectrum the participant doesn’t think it’s the same with 

positive sentiment.  Also involving negative sentiment the interview participants provided 
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mentions of failing brands that have tried to use employer branding as a survival tactic. An 

example of this mentioned in the interviews is the Lisa Frank brand.  

 
Source: https://www.facebook.com/LisaFrankOfficial 

 

Although most would recognize the Lisa Frank brand for its vibrant school supply 

products, if brought up in the Cocktail Party test, the conversation would take a quick turn in 

the negative culture of the Lisa Frank organization. This was a company with ample job 

opening, but all time high turnover rates. Lisa Frank Inc. is now a brand known for its abrupt 

closure in 2013 due to a reputation of a hostile and abusive work environment. Although Lisa 

Frank Inc. tried to salvage and retain what staff they had left by promoting the creative artistic 

job opportunities through messaging, they were lacking alignment in leadership and support of 

their efforts. Their symbolic attributes advertised were opposite of what hopeful employees 

had experienced. Interview participants discussed the brand’s abrupt closure but mention the 

negative Lisa Frank culture more than once.    

Responses from participants all show that employees are seeking a personal touch and 

connection through employer branding. Results showed that candidates would prefer to hear 

personal stories and experiences of those they communicate with in any way during the job 

https://www.facebook.com/LisaFrankOfficial
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search and hiring process. One participant revealed that these connections are directly related 

to hearing about organizational mission and values. Candidates seek to find transparency and 

points of truth behind the mission and values being marketed.  All five participants discussed 

how hearing a personal story from the organization would result in the candidate having more 

urgency to apply, as well as increase their chances of referring a friend to the organization.   

The final step of the management expert interviews was comprised of image reactions. 

The five participants were shown two images of various employees. The images differentiate 

from a clear office setting to a fun, lighthearted friendly setting. The images shown came from 

an organization that acts as a competitor to where the interviewees work. The images live on a 

career dedicated webpage containing culture and ‘why work here’ information. (see images 1-

2) The results of these findings are contradictory to what employees are seeking to find in 

communication on organizational values. When shown these images participants acknowledged 

that while images show positivity, and a vibrant culture of employees; the images do not 

portray what it is like to be an employee there or what the organization stands for. One 

respondent shared that the two images really didn’t tell them much about the mission and 

values, leadership, or social responsibility which can be important to candidates.  The images 

albeit lively and spirited, fail to provide a grasp on culture and employment values.  The results 

of these image reactions show that candidates and employees are looking for transparency as 

well as a story in the organizational images.  
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Image 1 

 

 
Image 2 

 

 

In terms of finding values through employer branding images, the expert interviews 

discovered that social media is the top source of information gathering among the participants. 

Each participant has both searched for a job on social media sites such as LinkedIn, Facebook, 

and Twitter, as well as turned to social media to stay up to day with their current employer. 

These results show that social media acts as an opportunity in employer branding practices to 
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attract the right employees that align with organizational values while creating a resource of 

transparency for its audiences.   

 

STUDY II CONTENT ANALYSIS  

 

Method 

To further research what messaging candidates respond and identify with, a content 

analysis was executed to examine the communication and employer information made 

available to candidates. Four Minnesota based fortune companies were analyzed including: 

Target, General Mills, Best Buy, and UnitedHealth Group. These organizations were chosen for 

their established reputation in branding and the number of employees. It’s important to note 

the employee volume of each organization.  

Table 1 
 

Company # of Employees  Fortune Ranking 

Best Buy Co. Inc 125,000 72 

General Mills Inc 39,000 171 

Target 341,000 36 

UnitedHealth Group 170,000  14 

*Source: LexisNexis, Corporate Affiliations 
 

This method included the analysis of all four company careers website homepage, and a 

social media audit of three accounts including: Twitter, Facebook, and YouTube. All social 

accounts analyzed were career specific accounts. I.e.: TargetCareers The social audit was 

analyzed to better answer the research question:  

What messages are job candidates engaging with while seeking employment options? 
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 The sample size of the social audit included 100 social posts from Twitter and Facebook; 

and between 3-6 YouTube videos. The coding sheet created for the purpose of this research 

was adapted from the Instrumental-Symbolic scale developed by Leievens and Highhouse 

(2003) using tangible and non-tangible attributes of employer branding the values coded are as 

follows (see table 2): 

Table 2 

Coding Category  Definition  

Culture 

Marketing tactic demonstrates promotion of 
organizational culture and experience of 
potential candidate.  
 
Culture: a system of meaning that guides the 
construction of reality in a social community. 
Included but not limited to: languages, 
habits, rituals, values, beliefs, and stories. 
(Cheney et al., 2010) 

Mission 

Marketing tactic demonstrates 
organization’s function, business goals, or 
philosophies. Marketing tactic defines what 
the organization is, why it exists, its reason 
for being. 

Values 

Marketing tactic describes and 
demonstrates organizations beliefs, culture, 
and perspective.  

Work Environment 

Marketing tactic describes surrounding 
conditions in which an employee operates. 
Physical conditions as well as surrounding 
work processes or procedures. 

Rewards & Benefits  

Marketing tactics demonstrates the personal 
and professional rewards and benefits 
available to potential candidate. 

Diversity  
Marketing tactic demonstrates diverse 
efforts and inclusion made by organization. 
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Other 

Marketing tactic involves news, trends, or 
personal information not related to 
organization or careers.  

Company focused 

Marketing Tactic is focused upon 
organizational news or general information 
in promotion of company. 

Career 
Search/Employee 

Marketing tactic demonstrated resources for 
candidate career search OR spotlights 
organization employees.  

 

 

Results-Social Audit:  

The social audit was executed to better determine what marketing communication is 

made available to candidates looking to either apply with or research an organization of 

interest. The social audit also acted as a guide to what the four measured organizations 

emphasize within their recruitment efforts and overall branding story and support the second 

research question of this capstone.  

What messages are job candidates engaging with while seeking employment options? 

100 social media posts were coded to match the categories listed above by two coders 

between May 1st and June 20th, 2016.  The posts coded included text, image, and video content.  

Sample Social Post 1 
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Sample Social Post 2 
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In the content analysis the social media audit was adapted from the attributes listed 

within the instrumental-symbolic framework located in the literature review.  Additional values 

were added to the coding process to include the language and content available across the four 

organizations analyzed. The research shows several trends among all four organizations 

measured. Below you will find measurements of Facebook and Twitter posts pertaining to the 

values coded.  (N=459) 

Social Measure 1: Mentions of Values, Mission, and Culture. 
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Social Measure 2: Mentions of Work Environment, Rewards and Benefits, and Diversity. 
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Social Measure 3:  Mentions of Company Focsued news, Career Search, Employee, and other. 
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In addition to the analysis of each organziations Facebook and Twitter networks, 

YouTube was also analyzed to better underdstand any interactive experiences available to 

candidates. As a secondary reason for analyzing YouTube was to support the insight developed 

by Minchington (2016) on story ‘doing’  and candidate experience. Only two of the four 

organziations measured held a career focused YouTube channel which lead to a smaple size of 

11 videos. (N=11) 

Social Measure 4:  YouTube Mentions 

 

 

Insights  
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 11.75% of employer branding social content contains information about the diversity 

practices at the organization 

 Instrumental attributes in the Rewards and Benefits coding category as well as Career 

Search, and Employee focused information, leads content generation among three out 

of the four organizations measured. This is contradictory to what Lievens and Highhouse 

(2001) suggest in their original marketing framework.  

 Company focused social content can act as an opportunity for employers to provide a 

candidate experience in its story telling.  

 

DISCUSSION 

In looking for support of the how employer branding affects employee recruitment and 

retention we turn to the findings and results gathered from the literature review, content 

analysis, and expert interviews. The results inform us that the research question is answered by 

several findings. First, a positive effect on employees, were supported through symbolic 

messages and personal story-telling. Secondly, in order for identification to happen, employers 

must communicate its values and practice culture.  The results of this study generally support 

that employer branding has a lasting, positive affect on internal (retention) and external 

(recruitment) of large organizations. In support of the original research question, we found that 

organizations turn to transparent storytelling to increase employee’s identification with the 

organization. In the expert interviews it was discovered that participants prefer to be 

communicated with in-person from their leaders and managers which is supported by the 

Media Richness Theory as well as findings from Kissel and Büttgen (2015). Though, symbolic 

messaging in social media, it help to create a sense of identification through transparency and 

culture. In implementing social media tactics, employers create the chance to tell its audience 

about its values and culture. 
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RECOMMENDATIONS 

Employer branding has highly improved the transparency of large organizations for 

candidates experiencing a career search. With this transparency available employers should be 

asking themselves how they are perceived to candidates in a world where we can now be a bit 

picker in finding the perfect job. The Cocktail Party test can really act as a guiding light for 

employers looking to find their story. Employers should ask questions based on personal 

insights, not just analytical data. Do employees feel proud to work here? What do candidates 

think of us as they look to fill out an application? What would their peers think of them working 

at our organization? When these questions are asked, employers can deliver a stronger 

platform for employees to identify with the organization in a positive way. These questions lead 

to passing the Cocktail Party test. Less awkward silences and topic changes, more praise and 

recognition of the employee and candidate jobs,  

 The research conducted argues that the use of symbolic messaging, particularly in social 

media attracts active applicants that are more apt to hit the “click to apply” button on an 

organization’s career website or job board. Based upon the insights learned, candidates are less 

interested in the tangible attributes of a job such as the salary available, rewards and benefits, 

and career advancement. What we learn that candidates are attracted to, is learning about the 

core values of an organization and how they will feel when working at the company they are 

applying to. Lastly, candidates are seeking out an experience while researching. Being in front 
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of a marketing tactic that gives the candidate an experience increases their chances on 

personally identifying with organizations both internally and externally.  

When taking the insights developed in this paper into consideration, I believe that large 

organization should implement a mix of instrumental-symbolic messaging both internally and 

externally through the channel of social media branding. Employers can look at this insight to 

create a journey in their employer branding practices. Including both internal and external 

audiences in employer branding messaging creates a cohesive story supported by their biggest 

resource, the employees.  

Employees + Candidates 

 

Overall Organizational Identification 

 As we’ve discovered in the content analysis, the highest attributes communicated by 

the four organizations measured are company values, diversity, work environment, and 

company focused news and/or stories. The researcher’s recommendation to large organizations 

looking to create a relationship with candidates via social media is to leverage a mix of monthly 

content in the attributes mentioned above. In doing so, the ratio will aid in creating a cohesive 

story externally with the content that candidates are engaging with.  Based upon the content 

analysis completed, all social mentions in each attribute category were added to a sum total of 

459 and calculated into percentages that attribute accounted for out of the total sample (data 
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can be found in content analysis appendix). Based upon the need for organizations to better 

share their corporate culture and story, the recommended content ratio for organizations with 

30,000+ employees is as follows:  

Table 3 

Attribute % of monthly social content  

Organizational Mission & Values 40% 

Work Environment/Culture 30 % 

Company News  20% 

Trends and relevant content non-company 
related  

10% 

 

In using the suggested monthly content mix, it is important for employers to think of 

their audiences in two categories in order to gain the final result of hiring an employee. These 

two categories are: active candidates and passive candidates.  A passive candidate can best be 

described as someone who may or may not be aware of the organization but has been exposed 

to the organizations messaging although they are not ready to explore a career there. On the 

reverse end an active candidate is one who is aware of the organization, and voluntarily seeks 

out content in order to apply for a career at this organization. The customer journey below 

shows the order of how organization’s social content should attract its customers. Using the 

mix above allows for passive candidates to be primed in what it’s like to work at the 

organization in regards to their mission, work environment, and overall values.  Participating as 

a passive candidate in turn can lead to opportunities in becoming an active candidate that hits 

that click to apply button to become an employee.  
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Figure 3: Customer Journey  

 

 

The purpose of the suggested content mix above is to ensure organizations are 

providing relevant content for each audience category. Content targeted towards active 

candidates that are ready to apply and are already aware of that organization differs from the 

content wanted by a passive candidate who may be aware of the organization, but is not 

necessarily ready to apply for a job opening. The customer journey of this process encompasses 

each audience mentioned in this capstone to lead to an overall employer branding story. 

Remember, the employees of an organization are recommended to be the biggest asset in 

creating a transparent branding reputation.                     
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To better implement a cohesive brand story that is shared among current internal 

employees and external candidates, the researcher recommends implementing an employee 

ambassador program. As learned in the research of study one of this paper, story driven 

content is best received when communicated by leaders and organizational employees. The 

recommended program will train current employees on social media guidelines while providing 

them the opportunity to share content on their own professional social networks. Marketing 

tools and guidelines will be provided to accepted employee ambassadors in order to generate 

shared content. This employee advocacy will support internal employees identify with their 

employers while assisting passive candidates in the push they may need to further research and 

engage. Using this advocacy tactic will increase engagement on ISM channels used in 

organizations as well as external facing channels such as what was measured in the content 

analysis. 

 

LIMITATIONS AND FUTURE RESEARCH 

A limitation of this study was the inability to measure or research how negative social 

sentiment affects employee recruitment and retention. Specifically, how organizations manage 

negative comments regarding employer branding and its image or reputation. Further research 

in this area would provide deeper rationale and guidelines for how organizations build its 

image, values, and mission through social media. Another limitation found through-out 

completing this study was the small sample size of management level expert interviews. All five 

interviewees were employed at the same organization that limited overall generalizability.   
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The researcher would also like to conduct future research in the form of a focus group 

experiment to present a more detailed journey of the candidate experience when job 

searching.   

Future research on the framework of organizational identity would provide detailed 

research on the area employers should focus its communications. A second area of future 

research to better support employer branding should build upon the finding of the richness of 

symbolic images and messaging.  

CONCLUSION 

In concluding this study research has pointed out the importance of employer branding. 

As an emerging marketing practice many employers are not yet placing any emphasis or budget 

on marketing to its candidates or current employees. Employers that do not practice employer 

branding risk the experience of two negative implications. First, employers chances of 

efficiently attracting the right candidates decreases with lack of marketing. Secondly, employers 

decrease the retention and engagement of current employee by not providing identification 

resources. Unhappy employees that do not identify with their respective organization does not 

make for great cocktail conversation. 

Several recommendations to marketers and employers moving to implement employer 

branding are offered throughout this study. The most important strategies that brands should 

be implementing are: 
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1. Leverage organization employees as brand ambassadors. People trust people, 

not a company.  

2. Execute a social media strategy that reaches both active and passive audiences 

by utilizing a mix of content such as culture, diversity, and values to create 

engagement towards an end result of reaching the right candidate  

3. Create a cohesive brand story that is supported and aligned with all departments 

and leaders of the organization.  

The first recommendation based upon research results is to connect with potential 

candidates through personal stories by leveraging social media. Secondly, align organizational 

values and culture with symbolic messaging. Lastly, the researcher recommends that 

organizations offer necessary communication from leadership and employee advocates, via 

internal social media (ISM) platform to increase organizational identification. In practicing 

employer branding and organizational identity framework together, employers move towards 

the overall goal of increasing retention, recruitment, and identification while remaining more 

attractive than its competitors. 
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APPENDIX 

SUPPORTING FIGURES 

Figure 1 

Source: (Minchington, 2014) 

 

 

Figure 2 

Source: (Minchington, 2014) 
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SUPPORTING TABLES 

Table 1 

Company # of Employees  Fortune Ranking 

Best Buy Co. Inc 125,000 72 

General Mills Inc 39,000 171 

Target 341,000 36 

UnitedHealth Group 170,000  14 

 

Table 2 

Coding Category  Definition  

Culture 

Marketing tactic demonstrates promotion of 
organizational culture and experience of 
potential candidate.  
 
Culture: a system of meaning that guides the 
construction of reality in a social community. 
Included but not limited to: languages, 
habits, rituals, values, beliefs, and stories. 
(Cheney et al., 2010) 

Mission 

Marketing tactic demonstrates organizations 
function, business goals, or philosophies. 
Marketing tactic defines what the 
organization is, why it exists, its reason for 
being. 

Values 

Marketing tactic describes and 
demonstrates organizations beliefs, culture, 
and perspective.  

Work Environment 

Marketing tactic describes surrounding 
conditions in which an employee operates. 
Physical conditions as well as surrounding 
work processes or procedures. 

Rewards & Benefits  

Marketing tactics demonstrates the personal 
and professional rewards and benefits 
available to potential candidate. 

Diversity  
Marketing tactic demonstrates diverse 
efforts and inclusion made by organization. 
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Other 

Marketing tactic involves news, trends, or 
personal information not related to 
organization or careers.  

Company focused 

Marketing Tactic is focused upon 
organizational news or general information 
in promotion of company. 

Career 
Search/Employee 

Marketing tactic demonstrated resources for 
candidate career search OR spotlights 
organization employees.  

Table 3 

Attribute % of monthly social content  

Organizational Mission & Values 40% 

Work Environment/Culture 30 % 

Company News  20% 

Trends and relevant content non-company 
related  

10% 

 

 

 SUPPORTING IMAGES 

Image 1 

 

Image 2 
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INTERVIEW TRANSCRIPTS  

 
Participant: Brett Minchington, CEO, Employer Branding International  
 
Interviewer: Oh good, yeah. 

 
Brett : I see them in another one. 

 
Interviewer: Mm-hmm (affirmative). Oh wow. Mm-hmm (affirmative). 

 
Brett : We have cool capabilities. 

 
Interviewer: That's wonderful. Yeah. Yup. I'm just nearing the end of my masters and strategic 

communications. Thank you. 
 

Brett : Yeah. 
 

Interviewer: I stress that I make it until the end, but so this last part of my program here is to do a 
research thesis or capstone project. I've decided to do something that will ultimately 
help my career. I chose employer branding. What I'm looking at is just really the overall 
trends on how it affects recruitment. Then also a little bit of some research on the 
internal efforts organizations are making to also market to their own employees. Yeah. 
 

Brett : Listen to the results. 
 

Interviewer: Well, you and heather both did send me the 2014 report ... Employee branding report. 
That had some really great statistics in it that I used moving forward. Another branch in 
my research is doing personal interviews and Heather right away was like, "You have got 
to set up something with Brett. He'll be so helpful." That's great. I feel lucky to be 
connected with you. Yeah. 
 

Brett : Do that survey. 
 

Interviewer: Mm-hmm (affirmative). Right. Okay. Oh, wow. Okay. Yeah. 
 

Brett : Proceed to have them all and they are a big trend. We don't always do this. 
 

Interviewer: Okay. 
 

Brett : What we said about recruitment? 
 

Interviewer: Yes. 
 

Brett : It is your both thesis and branding. The whole thesis, but it's just all about bringing it and 
having them all laid out. 
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Interviewer: Mm-hmm (affirmative). Yup. 
 

Brett : that cycle well and you can go through it. 
 

Interviewer: Okay. Yeah. 
 

Brett : It's just a slow part. 
 

Interviewer: Okay. 
 

Brett : If you ever look at my buddy and follow him back and see him. 
 

Interviewer: Yup. 
 

Brett : These case studies when you get them, some of them you know do have a slanted 
towards them. The study are probably good for you with the strategic. I'd write these 
ideas down off side. I'll have the 2nd, 3rd, 4th editions over the next 3 years to try and 
bulk it up the case studies. It has been one of my main case studies. 
 

Interviewer: Oh wow, that's awesome. 
 

Brett : Yeah, my 2nd book, my case studies were ... The case studies in this book were from the 
touchy parts of what it had in the day. In the next editions, I'm just going to hype it up to 
the general market. This is what I think. 
 

Interviewer: Okay. 
 

Brett : I think it's sort of put together all this. Whenever I sort of talk to all the program. 
Whenever I talked to students, I always say, it's good. I said the last 19 years I've done it 
all. 
 

Interviewer: Mm-hmm (affirmative). 
 

Brett : I was very good with the flight a bit. I have a little experience and insight. I need to catch 
up with her again to tell her that. 
 

Interviewer: I will. 
 

Brett : Then everyone starts. 
 

Interviewer: She's a busy lady. 
 

Brett : She's always got time for me. 
 

Interviewer: I'm sure she does. I'm happy to point out that it's not recruitment, which is kind of what 
I'm trying to break through in my research is how does it affect people in the recruitment 
efforts? Where does that play into partnerships? Why would we point them out? 
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Brett : Do you just want to fly some questions at me? I have some typed up and ask the 
questions. 
 

Interviewer: Yeah, I have just a few. One of the things I've been really interested it is for how crucial it 
is for an organization to message and market their values and where does that omission 
come into play? Does that backfire on any of the candidate relationships? 
 

Brett : Okay. The message, what was the second one? 
 

Interviewer: When do you introduce or market the overall mission to potential candidates? Also, 
another question. Where does that backfire for organizations? Do people run into 
trouble with marketing this mission and not fulfilling their promise? 
 

Brett : Okay. Let's say here and then I'll put some references as well. With that we have the 
space if need be. 
 

Interviewer: Yes, absolutely. 
 

Brett : You instantly regret, I'm sure then. I'll too I [inaudible 00:07:07] as well. We aren't 
actually doing this from the organizational strategy. We're talking to these boundaries. 
I've heard a similar item where it's not about the story telling, but story doing. 
 

Speaker 1: Yeah. 
 

Brett : A lot of this is by story telling is the organization piece and doing part of it ... The reason 
that continent strategy is a hot topic right now is because we have the tools to be out 
and doing things easily and quickly. We also have social media channels with us. What's 
happening is things are happening quickly and it's out of the US. I see you follow me too. 
I go to a place like that and see the things just jumping on Facebook. You guys have been 
on for 5 years, so I see sort of how it vents around the world. What's happening is the 
[inaudible 00:08:21] messages expediently are quite light. What happens is you have all 
these plant forms that make you look like a great designer and you have those platforms. 
Everyone's doing it. What happens from Canada's point of view is they have once again 
are bombarded by so many messages. I mean the brand is well done. 
 

Speaker 1: Mm-hmm (affirmative). 
 

Brett : There's this whole sort of brand and associations people have and that sort of thing. Or 
it's a great following, so it must be a great company. 
 

Speaker 1: Right. 
 

Brett : Try to make it out. It's more like pretty ruthless of organizations. It's pretty hard culture. 
If I decided that we have design or I have to kiss ... I know the less reality of what it's like 
with it. I want to apply to Appen. A lot of time, you go to the place and get stuck. That 
fault is the strong brands. It's important to actually quite well defined on the types of 
messages according to the map it. It really easy as possible to see what it's like to work 
there because to them it's not about applicants. It's more about quality and fit now. 
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Organizations like that as well, there's a strong loop towards clarity. Simply because you 
want great bred people. Great people should tell other great people. It's a reverse cycle. 
 

Speaker 1: Yeah. 
 

Brett : You're more likely to have someone you actually trust. If there are no name brands, how 
it sorted to communicated to general market. Once again, it's got to be called with the 
organizations. Now you have it. 
 

Speaker 1: Mm-hmm (affirmative). 
 

Brett : If that is right and the system around it is right, then it should be quite obvious as we 
interact with the organization. In reality, to get a culture closely aligned with the vision 
and values. There's this sort of big gluth that goes about values driven culture. Values 
brand shit. The company is developed by the consultants. In reality, to a Google the 
brand names because they're obvious. If you look at that organization across any 
platforms, you can actually see that the values coming through. That's good branding 
because it's inherit to what they do. You go to their website, it may not be the best bells 
and whistles design website. It's quite clear what they stand for and what they have for 
goods. If you go to youtube and you see some video of us, you can actually see the 
women and diversity, our cultural bias. 
 

 In essence, as the candidate goes to youtube and type points, it may boost the values of 
that and stuff like that. I think this gets back to having clarity in regards of what our value 
is and how we actually bring them to life. That has to be a skill that's trying or a 
competency that's trained throughout our business. If I'm dealing with a recruiter, it 
would be ideal if we were recruiting with an agency before I do this with health group. 
The values are going to climb. It's just about right. If my first touching point is going to be 
the agency, and the agency is not representing our values, which we hope they are 
because we're paying to do that. It does fall flat. You would expect that the top brands 
would try and match that relationship very close to ours. When you look at the out of 
desk recruit case studies, there's some really good architecture and structure in regards 
to how that organization is trying to communicate it's values to the place. 
 

Interviewer: Right. 
 

Brett : That's the fall that they call employer grand values. In essence, it's the AB. If you're 
looking for something, you've got that. Take a look at the case study with structures. 
 

Interviewer: Okay. 
 

Brett : In reality, you know what? The mission and values are not the same with a lot of 
organizations. Now that we have ways to actually communicate family in so it takes the 
video and imageries, it's important that we are in close line with those values we actually 
represent. I think people buy into their experience face values. Don't send them to a 
website with the list of values. It's about the environment. I need to see them written in 
reality. That's where the employer brand of communications planning and content 
strategy is really the top. 
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Interviewer: That's lovely. That's great. This makes me feel a little bit better about the work we're 

doing and the healthcare. 
 

Brett : Oh yeah, without a doubt. I always think this is the guidelines comes out of a box. 
 

Interviewer: Absolutely. 
 

Brett : The other hot topic right now is the spirits, right? I'll send you a wide paper on that with 
the flash to the latest. It's 40 minutes about it. If you think about in terms of ... One thing 
I love about a while ago and I reference this. To me, I value is quite different. Our living 
the values - 
 

Interviewer: Yeah. 
 

Brett : From what I understand, you guys set up a court of people with behaviors and they sort 
of colleagues and they're running against the brand values. Does that still happen? Do 
you come across that? 
 

Interviewer: Yeah, and sure there's somewhere on our internal platform. I haven't seen anything since 
I've been there. I've also only been there for 6 months. 
 

Brett : Oh okay. 
 

Interviewer: Yeah. 
 

Brett : I talked to Heather about this. I think like 70% of employees are part of this that make 
the comments, "I saw this. I saw that." I think it's more a value to hint it to a service 
brand value. I'd rather collect it that way. I think commentary like really puts the brand 
values into the market, to the radars because it's actually like are we doing it or we just 
bored? If you were to track how much of it of values, I bet you the common words are 
honesty, integrity. 
 

Interviewer: Yeah. 
 

Brett : Stuff like that. Look at companies like Virgin. Virgin of their cast have them. Look at their 
youtube channel. You know the Virgin where they do the demonstration video? You have 
more in with the sight and sound. The way they act and the way they do things and then 
look at the value statements. They are very closely align with it. They get away with it 
because that's who they brand. Richard Branson lies down with 5 ladies in bikini's when 
they launched into a picture of the sea. You know all guys wish they could do that. 
Branson gets away with it because it's part of the values and things like that. Saint Barb 
bought himself that. Now you get to see the all those values we're talking about. Maybe 
that was a really against the values of the organizations that's actually represented. 
That's just the way it is. It's just a very unique, charismatic way of it. 
 

Speaker 1: Right. I was thinking about how you mentioned those cue words of honest, integrity and 
when people do that. I will also be doing a content analysis of a handful of larger 
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cooperation. Would you recommend to do youtube videos for part of that? 
 

Brett : Yeah, I think so. You send my list of values, then go across some platforms and then to 
the boxes of where content? 
 

Interviewer: Yeah, so essentially I'll just upload them with the recording sheet of phases for attitudes, 
words, what have you, that I would like to see in employer branding. 
 

Brett : That's great. I'd really love to see a copy of that actually. That's where I'm  working in the 
moment. In the book, you'll also see there's a case study on Sentender. It's a bank. I have 
a quite a nice content marketing framework that ties into that. That will help you to see 
as well. The content analysis, I think that's a really good idea. It's sort of .. I'd like that. 
You wouldn't sell it and edit it. You're talking about the content and helping, what's 
happening is a lot of putting to know what it's like. How does this all fall to who we try to 
be in this. It's content out there and it's already out there. It's full of content. The analysis 
will be great to my youtube videos since I haven't done any since 2007. 
 

Interviewer: Oh wow, yeah. 
 

Brett : You know, is it's the times. That will be a good study for you to do. 
 

Interviewer: Mm-hmm (affirmative). Yeah, I will continue to do that. I think I was planning on doing 
social media counts and content plus youtube videos. 
 

Brett : Great. 
 

Interviewer: I'm doing it. Also, on that line of things, on of my questions I have for you was just a 
really high level. What kind of channel trends or you know, not trends, but channels do 
people use to communicate these brand values? Do you see any organisations? I mean, I 
know there so social. It's just an ever changing arena. 
 

Brett : Let's go back to the ecosystem. It's the big parts. I'm thinking Facebook, twitter, 
Instagram. The reality is already starting to break across those channels now. 
 

Interviewer: Yeah. 
 

Brett : It's always has been this world trend that we don't realize. I have cruised this this. They 
might spend more money on sports as opposed to stuff like this. 
 

Interviewer: Right. 
 

Brett : That's really always hard when you have that or find this. I think of how more popular for 
the employer brand that would be instead of that platform, how many people are here. 
[inaudible 00:19:39] it's more of a company focus with the brand. It's lost our brand and 
stuff. It basically worked out more. 
 

Brett : You're going to appeal more to a certain audience. That gets back to more sophisticated 
so it will cost more. There is no slack off. It's the weighing in program and the mind is 
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shift that way up. You have email trend. They are old school social tools, so it's like 
walking - 
 

Interviewer: Yeah. 
 

Brett : Or Facebook. 
 

Brett : That's sort of a communication flaw that needs to find it's way into the organization. 
That's where I was saying. 
 

Interviewer: Absolutely. Would the mass of chain with your internal lagging and external, do you see 
that there should be a lot of differentiating in there or should it be the same message? 
Are you talking to 2 different audiences? It's gets a little blurry when you can use your 
internal voice. basically you know last year the small recruiters and people to market 
your brand, but where do you change the story at I guess. 
 

Brett : Sure, sure. In regards to some, just for example turn around times and the time that we 
message and things like that. I think that is how it should be. It's just the flights of just 
strong internal recruiter. The recruiter should get the trade and experiences of your 
external route. That's things like whenever I use. In regards to all the missed [inaudible 
00:21:18] 
 

Interviewer: Yeah, where do you put your values and you're putting that in your external contents? 
Where do you change up the story for your internal audience? Are you really trying to 
tell them the sane thing about the values that, that you were living the values and this is 
how? Or do you mean to fix that? 
 

Brett : No, I am certain the values across ... Were the standard of how we do things and the 
cultures. 
 

Brett : I think how we should have 1 set of values and if you should have separate ones for an 
organizations is up to the cooperate. 
 

Brett : If you're going to develop each one of the brand values or something different, then it 
goes for a lot of ... It's not exactly the same. You're looking and deciding what places and 
experiences. The values sort of set in on that. I think the more diverse you have around 
values, you just learn the message because you don't need 7 values. We have 3. 
 

Interviewer: Yeah. 
 

Brett : It's the culture. People almost feel like they can express themselves freely. That's a value 
we have. Respect and response. That's another value that we have. You look at what 
people are looking for in the employment experience and also the Canada experience. If 
you were to research this line. I can see how the same sort of stuff. 
 

Interviewer: Okay. 
 

Brett : Pays them dearly, respects them, gives them meaning for work, allows them to work 
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with other nice people. They're getting personal and professional development. That's 
the absolute. If you were to say the values about that, this is where your expediencies 
has all this ... I know with recent things. They'll say stop. It's not rocket science. [inaudible 
00:23:20] you had. Employee candidates all look up to similar type of values. Having the 
organisation show it then deliver it is something that shouldn't have to be a complicated 
excersise. You look at the few different analysis of different industries or values, I'd bet 
you'd find similar values. 
 

Interviewer: Yeah. 
 

Brett : While honesty and all this ... They goof off. You're like the parents who sees the traits. 
They're your values, but I just saw you doing this. Once again, the association is much 
different than the whole industries around. 
 

Interviewer: Exactly. 
 

Brett : That's where the rubber meets the road is because you told me these values and live 
separately. You just say things just to favorite things. You get off at the airport. The sky 
should [inaudible 00:24:16] then they embark on the schedule. Then, they pay out 
millions of dollars and sign this. Except the cost of doing this is as for main. You know? 
They are putting their values out some part we chase. they do things like that. 
 

Interviewer: Yeah. 
 

Brett : People like you and I? Employees and Canada's, we're not stupid, so we might work for 
them. You know what? We're probably not going to go to war for them because and I 
don't really believe in the values. I just saw them and some of them were wrote out to do 
that. You're taking salaries by the stakes. It's about the response from them I suppose, 
the staff. The values are the core. You cannot be without the core. 
 

Interviewer: I love that. This is really good stuff. Don't mind, I'm just trying to take some notes here. 
 

Interviewer: I'm trying to see what else I have on my list here. Another question I have was something 
we focused a lot on in United Health Care, real specific marketing communication tools 
are geared towards active and passive candidates. The role that they has played in that. 
That kind of gets more into this specific channels that we were talking about, but I'd love 
to talk more about the messaging needed for active verse passive. 
 

Brett : Sure. Active groups and passive ... I am just wondering whether we needs words at all 
because our market is sort of the message. we're saying we're active people only. 
 

Interviewer: Mm-hmm (affirmative). 
 

Brett : It's like you want to make sure you're met and saying we're channeled the way for 
everybody. We're not in a box. It doesn't work like that. 
 

Interviewer: Right. 
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Brett : If you got a job not bad, you're out there and the messages is around and works all right. 
We're on track with the different channels to show what it's like working for United 
Health Group and stuff like that. 
 

Speaker 1: Mm-hmm (affirmative). 
 

Brett : The other type of messaging if you're looking to be more brand and the brand is so 
stretched, that type is a different type totally. A good example would you say some if you 
took the talent there, the sooner the quite common thing to start. The trends of diversity 
or food service is great. 
 

Interviewer: Right. 
 

Brett : That type of thing - 
 

Interviewer: Yeah. 
 

Brett : The messaging and the concept has really drawn the line. 20 is the employees. I think 
that is quite good with other companies like Starbucks. When they're hiring, its that it's 
all about partner. 
 

Interviewer: Yup. 
 

Brett : When they're doing the brand awareness and talking about social responsibility and our 
plant and the communities their in. They try to copy all that as far as that. 
 

Interviewer: Mm-hmm (affirmative). 
 

Brett : Seek out the best so you can almost to say when or where you're going to start. The 
passage the other day and then the act of some. I found it was much about [inaudible 
00:28:11] at the end of the day is everyone talking about it? You know how many values I 
have or the office is about and saying I could be the best. I'll let you choose. 
 

Interviewer: Yeah. 
 

Interviewer: [inaudible 00:28:27] it's because you're not in health group so the damage there. That's 
how the works. If you can get out and write it down. In Canada, it's all alike. They have 
the influence by messaging. You are involved in this. There are some that works 
[inaudible 00:28:46] that's where you start proving the consistence there. I don't know 
anything about that there as an employee. I've just been in a training for 20 minutes that 
people have now. I've started now a suggestion. 
 

Interviewer: Right. 
 

Brett : That's a lot. If I go now [inaudible 00:29:07] a head of a company like united health group 
and aren't bothered the other side you see it. I would form a purpose for this and for the 
company the future content. They should know all about not just messaging but the 
things to me know ... I want the message. This is your product. This should be started and 
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all that. There's that, you know? There's so much in the industry. I'm going to be out all 
night on social media and now that is a process. This is said. 
 

Interviewer: Yeah. 
 

Brett : The health group now has the instruments and supplies to customize. You know, there 
will be ways to go about youtube and more internet. We should be talking strategy. It's 
all about how do I get to you and understand the right sense that the business and all 
that sort of stuff. It's the demographic with united health group ... Added to our site with 
these companies. How do we find that orb of action that could be that is fully developed. 
It's the instance. It's so good that it gets it. [inaudible 00:30:40] 
 

Interviewer: Yeah. 
 

Brett : It's the fault. It's your medicine I think. I think strategies are going to help [inaudible 
00:30:53] as well. You need to look at where the audience is and how it happened. They 
do that sort of stuff. It's just going to ... You know, induce stress. 
 

Interviewer: Yeah, absolutely. Great. I feel like you took that word right off my mouth about content 
strategy. Awesome. 
 

Brett : That's good. 
 

Interviewer: All right. Let me look at my questions. You know, you've answered so many of the things 
I was curious about. This is going to be really beneficial to me. Let's see. One thing we 
didn't really talk about that maybe we could touch on just quickly is have you ever seen 
or maybe you have some case studies of employer branding backfiring? That might - 
 

Brett : You know what? [inaudible 00:31:57] 
 

Brett : I won't talk about these types. It wouldn't be too hard to find these. It's not the best. Of 
course, it's standard. [inaudible 00:32:20] 
 

Interviewer: Mm-hmm (affirmative). 
 

Brett : It's employer brand. 
 

Interviewer: Yeah. Mm-hmm (affirmative). That's good. Mm-hmm (affirmative). Awesome. Brett, I 
feel like that is a really great start and some really good questions to include in my 
research. If you're okay that I might shoot you a quick email when I have a question that 
these notes kind of spark in my mind. You can give back a quick answer if that's all right. I 
present on the 22nd of June. It's coming up quicker than I anticipated, but yeah. That'll 
be the end on be all my master's journey. It'll be really useful for our work at United 
Health Group and hopefully for other people. This is good. Yeah. Yes. Well, I will let 
Heather know you said hi and you should send her a quick note. Thanks. Yeah, bye bye. 
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Participant:  Ryan Christoi, Managing Partner, KRT Marketing  

Interviewer:   How are fortune companies showing its mission and overall values as an organization? 

RC: Through use of employee stories showcasing what they’re doing both in and out of work. 

When organizations put out content for employer branding it really should be consistent across all 

channels and communication vehicles available. Social handles, email marketing, and its career website 

if applicable.  

Using the employee stories is an EB trend I see practiced universally across several clients and 

organizations. 

a. What are the top trends you see corporations using to communicate brand values? 

-Stories (either video or write ups) with a candid / transparent feel 

a. Examples: “my work is a story of ___” 

b. Creating stories! Focusing on employee stories and focusing on the candidate 

experience. 

Interviewer : What are candidates really seeking to discover with organization website content?  

RC: The majority of companies are still using the “company line” – corporate speak about what we do 

Candidates want to hear from current / past employees…people trust people…not companies 

Interviewer :  I’m looking to discover how candidates truly identify with an organization when job 

searching. What do you see candidates engage with the most in EB communication? (values, open job 

positions, events, culture, etc.)  

RC: Culture, values, paths for growth, continuing professional development, work/life balance (in order)  

After the initial l fit and they feel comfortable they then go to growth and look for a path that they can 

see themselves on. Same with development, work life balance, and education opportunities. 

Compensation isn’t as important as people may think. We aren’t telling a story of compensation, we are 

telling them about the actual career and culture.  

Interviewer : When candidates are looking to work for a large organization, what specific marketing 

communications best affect the attitude of candidates? What about passive candidates who are just 

exploring and looking around? 

RC: In both cases, candidates are spending a ton of time checking out employee reviews on Glassdoor 

and Indeed.  
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Participant: Andrea Fannemel 

Interviewer: How are fortune companies showing its mission and overall values as an 

organization? 

 Benchmark companies: apple and Starbucks, etc. 

 Seeing a consistent approach across all orgs 

 Target looked a lot competitors 

 EB 5 years ago was separate than the corporate brand, Research showed its NOT 

 Brand recognition can drive why they want to work there 

 Target leverages their brand recognition  

 More about the guest, let’s align that with EB prospective.  

 

 

Interviewer:  What does Target try to focus upon in its EB content marketing efforts? Social 

Responsibility? Values? Culture?  

 Segmented out by role. They asked what was important to them (the 

employees) Ex: Finance or Analytics, they want to hear about how orgs respect 

their employees. Target then used that for social content.  (this is India, not us)  

 

 Specific segments like photos, such as college. What channels? What content?  

 

Interviewer:  Any chance you know how many hires come from Social Media at Target? 

 Number has grown quite a bit in the last year.  About 50%  

 

Interviewer:  Do you aim to create cohesiveness between internal and external EB efforts? 

 Desire: yes. Still figuring out how to do this.  

 

Interviewer: What are candidates really seeking to discover with organization website 

content?  
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 The most important thing is how the employer will treat the candidate. They 

don’t look for the culture of team. All search topics, it involved some form of 

respect. Salary doesn’t show up until further down in the journey. 

 

Interviewer: I’m looking to discover how candidates truly identify with an 

organization when job searching. What do you see candidates engage with the most in 

EB communication? (values, open job positions, events, culture, etc.)  

 Least engagement: job post on social (more of the active post) DO THIS  

 Highest engagement: Target making a statement on a value they hold Ex: 

bathroom scandal “I can be respected when working there for who I am”  

 Standards as an organization  

 

Interviewer:  When candidates are looking to work for a large organization, what specific 

marketing communications best affect the attitude of candidates? What about passive 

candidates who are just exploring and looking around? 

 Active: Careers site! This is where they gain the most of their engagement 

 30% active, always looking. 70% more passive.  

 They start at target.com and use the search bar. (leads to buying job search 

products) 

 NOW it will flip you over to the careers page.  

Participant 1: 

Interviewer: What does Employer Branding mean to you?  

Employer Branding is how an organization chooses to represent itself; to the employees and 

potential employees and “should” represent the culture in an honest way. 

Interviewer: How do you prefer to communicate with co-workers? With organization leaders? 

With co-workers – IM, phone, in meetings in a very casual way; With leaders – via Webex or 

email, which is more formal. 

Interviewer: Do you think recruiters share valuable content about “Brands” i.e. its culture, 

values, mission, goals, benefits, training, etc.? Where do they share this?  

I don’t think they always do, but they really should because they have the most influence on 

shaping the culture because an applicants’ main pipeline into the organization is through a 

recruiter.  It should be shared in phone calls and face to face meetings; you really can’t get a 
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handle on a culture if you are reading a website or employee materials – watching an 

organizations’ videos where employees are speaking is a great window into a culture that can 

be verified or reinforced by the recruiters. 

Interviewer: What influence do you feel employer branding has on a candidate’s decision to 

join a company?  

It is HUGE influence; if an applicant doesn’t feel like they have a connection to the recruiter or 

to the employees w/in the organization or think that an organization has the same values as the 

applicant, they will be less likely to accept a role, if offered a position.  

Interviewer: Have you searched for a job on social media? Searched for employee culture?  

Yes, many times; As a marketer who began her career when organizations were starting to 

utilize the internet beyond email, My first jobs were paper applications, but around 2001 or so, 

everything became electronic.  Social Media became a place to get a job with the advent of 

LinkedIn, in fact, I got a role in 2010 based upon my interactions on the platform. 

Interviewer: What specific marketing communication tactics do you feel affect the attitude of 

candidates the most?  

I think the interactions on social media give a candidate a glimpse into the culture – the specific 

tactic is video, because I think it is the most transparent way for a candidate to evaluate an 

organization. While video can be edited/employ actors, I think it is the best way for candidates 

to evaluate an employee culture and affect their attitudes. 

Interviewer: Do you see other corporate organizations using these tactics for Employer 

Branding? 

I have seen UnitedHealth Groups’ competition employ some of the tactics, like Sodexho and 

Humana  

Interviewer: When you see images of employees below, how does it make you feel about 

working with them? Their employer? 

The top image makes it really seem like there is a variety of generations/cultures at work; it can 

be reassuring that I can find my niche or people like me at the organization.  The bottom image 

invokes a sense of fun/celebration – that the organization celebrates its successes and that if 

you are part of the group, you could be part of something bigger than yourself. 
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Participant 2: 

Interviewer: What does Employer Branding mean to you?  

It’s taking the brand from what the company is widely thought of as, and instead focusing on 

the company as an employer. The epic example of this is Lisa Frank, who continues to stand out 

as a providing whimsical artwork to the adolescent girls of the multi-colored world. As an 

employer though, it’s known to be awful. 

Interviewer: How do you prefer to communicate with co-workers? With organization leaders?  

With my coworkers I feel comfortable pinging messages on Jabber or emailing. With 

organization leaders I’d feel more comfortable on the phone. Email feels informal and in-person 

seems daunting.  

Interviewer: Do you think recruiters share valuable content about “Brands” i.e. its culture, 

values, mission, goals, benefits, training, etc.? Where do they share this?  

I think they do a good job of sharing more concrete things like benefits and training. I don’t 

know why they don’t seem to be sharing mission and value based stuff, but maybe the 

assumption is that most candidates have already stalked the website before they showed 

interest, and are now looking for information specific to their hire. 

Interviewer: What influence do you feel employer branding has on a candidate’s decision to 

join a company? 

 It’s more about the negative. If someplace was bad enough to warrant public sentiment, then 

people aren’t going to apply there. I don’t think it’s the same with the positive.  

Interviewer: Have you searched for a job on social media? Searched for employee culture?  

I’ve searched for jobs on Linkedin before. As a millennial, I tend to try to look for more 

meaningful work. Isn’t that what we’re known for? Wanting to change the world? I find that 

when I’ve looked at a company I search for some general stuff in their site like volunteering and 

getting involved in the community. If the company values that, then I feel like we’ll get along. I 

also wouldn’t want to work anywhere that wasn’t respected. Having an employer that had a 

bad reputation on my resume would bother me.  

Interviewer: What specific marketing communication tactics do you feel affect the attitude of 

candidates the most? 
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 It’s all about the push and pull strategy. No one likes a pushy salesman. But, if you are 

organically in social media or wherever—and you’re being a reputable person—then people are 

going to want to naturally come to you. 

 

Interviewer: Do you see other corporate organizations using these tactics for Employer 

Branding?  

Yes, my first internship out of college was to train people that worked at my organization to 

create blogs so we could feed it into the company website. That’s been an ongoing theme 

throughout my career – having information thought leaders creating meaningful content, so 

that when people start looking for a job, you aren’t down your throat, you’re over here writing 

articles for TechCrunch.com or whatever and the candidate can come to you. 

Interviewer: When you see images of employees below, how does it make you feel about 

working with them? Their employer?  

 I’d imaging this employer hires mostly young people because they can be flexible with their 

work hours and are willing to work for a cause over some extra bonuses. My guess would be 

that it’s a start-up consulting based company that probably has a ping-pong table and/or a beer 

fridge in the break room. For some reason, I’d be more inclined to work at the company in the 

pic on the bottom. Looks more like they’re taking a picture at a company-wide celebration 

instead of just taking selfies in the office. 

 

Participant 3: 

Interviewer: What does Employer Branding mean to you? 

 To me, Employer Branding is the personifying a corporation. Humanizing and giving a unique 

personality to a company, making it easy to understand who the organization is (and who it is 

not), both internally and externally. It not only gives outsiders perspective on what the 

company has to offer its employees, it also holds executives and leadership accountable to 

remain true to what the brand stands for when making decisions that impact employees, 

customers/clients, and the greater community. It ensures consistency across business units and 

regions, no matter where the company’s footprint reaches across the world. 

Interviewer: How do you prefer to communicate with co-workers? With organization leaders? 
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 I always prefer face-to-face. If that’s not an option, telephone or video conference, email and 

IM – in that order. With leaders, face-to-face or other in-person events (town halls, team 

meetings) or video conferencing. 

Interviewer: Do you think recruiters share valuable content about “Brands” i.e. its culture, 

values, mission, goals, benefits, training, etc.? Where do they share this?  

In my experience, it depends on the organization and what type of recruiter you’re dealing 

with. If it’s a member of the corporate recruitment team, they’re usually more likely to share 

more about the culture, mission/values, etc. than an external (agency) recruiter, simply 

because they’re more familiar with it. Also, it requires that the recruitment team has culture 

info in a format that can easily be shared with candidates. I have worked for companies in the 

past that either lack this information in a format that can be accessed by candidates on their 

own  (online) or in a way that can be shared (emailed PDFs, handouts if meeting in person). 

Other times they feel this information is “confidential” and don’t share it at all, without 

realizing the damage NOT providing this, or sharing more externally about who they are, is 

doing. In some cases, I received this information AFTER I had accepted a position (usually during 

onboarding). 

Interviewer: What influence do you feel employer branding has on a candidate’s decision to 

join a company? 

 Those in marketing or talent acquisition are probably more likely to notice if a company has an 

employer brand or not right off the bat. For others, it’s probably more subtle, something they 

may not even realize is a concerted effort. You might even argue you don’t realize it until you 

compare one company who has a defined employer brand against others who don’t. Being able 

to demonstrate the values, benefits, culture, etc. that a company can offer candidates 

considering employment will make it easier for them to determine if it’s a good fit, and provide 

truer insight into what it’s like to work there (ex. RJP), hopefully resulting in less surprises once 

they’re hired. I also think that having a good employer brand creates an aspirational aura 

around a brand/company. People want to get their foot in the door because they see and hear 

or may even know what a great place it is to work. 

Interviewer: Have you searched for a job on social media? 

 Yes, LI, Twitter, FB. Searched for employee culture? Yes. I’ve also reviewed a combination of 

Glassdoor reviews, company website, social media presence. 

Interviewer: What specific marketing communication tactics do you feel affect the attitude of 

candidates the most? 
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 Here too, it depends on the candidate (age, job function, access to internet, company’s 

location/feasibility of reaching candidates via in-person events). What’s most important is 

understanding how and where to reach candidates in their unique functions/locations/etc. and 

catering the experience and communication tactics to match their behavior. 

Interviewer: Do you see other corporate organizations using these tactics for Employer 

Branding? 

 Danone, Unilever, L’Oreal, (Percolate to some degree) are some of the companies I’ve always 

followed and admired because of my background in CPG and brands. I think are doing Employer 

Branding, Talent Acquisition – and Content Marketing to varying degrees – really well. Because 

they’re all global organizations, they customize to the local market, and share what they’re 

doing across the world, yet have a very strong and consistent sense of “employer brand” self in 

every market. Each company’s brand personality really shines. They see the value in telling their 

employer brand stories, they’re prioritizing employer branding, and are not afraid to get out 

there and be active, which are all hurdles for a lot of companies today. 

Interviewer: When you see images of employees below, how does it make you feel about 

working with them? Their employer?  

Like I could be friends outside of work with these people. It looks like a fun place, perhaps 

values diversity, has a good sense of team – very “start-up-y” culture (yes 

Images don’t tell me much about the corporate mission/values, leadership or CSR, which 

personally are really important. Overall, I get a sense of fun and liveliness, but don’t feel much 

more than that in just 2 images. I don’t have a great grasp on their employer other than it is 

spirited and values fun and teamwork. 

Participant 4: 

Interviewer: What does Employer Branding mean to you? 

 Employer branding relates to how a company would like to be represented as an Employer, 

including brand reputation.  

Interviewer: How do you prefer to communicate with co-workers? With organization leaders? 

 With co-workers, I prefer to have multiple ways to communicate. It is easy and convenient to 

send an IM if you need a quick answer, an email for more formal and detailed communication 

and a phone call or in person when you need that compassionate or human interaction. With 

leaders, it is sometimes hard to connect due to busy schedules but I appreciate it when leaders 

take the time to connect in a small group setting.  
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Interviewer: Do you think recruiters share valuable content about “Brands” i.e. its culture, 

values, mission, goals, benefits, training, etc.? Where do they share this? 

 I think recruiters should share valuable content about brands and I think the most important 

content they can share is from their own personal experiences. Candidates want to know what 

it is really like and a personal story can go a long way! 

Interviewer: What influence do you feel employer branding has on a candidate’s decision to 

join a company? 

 I think employer branding and reputation has almost everything to do with a candidate’s 

decision to join a company.  

Interviewer: Have you searched for a job on social media? Searched for employee culture? 

 I have searched for both on social media, however, it is difficult because yes, you will get some 

truth in a lot of the stories that you hear but have to remember that when current and former 

employees are talking about a company’s culture, human nature causes us to speak up more 

when we have something to complain about vs. something to rave about.  

Interviewer: What specific marketing communication tactics do you feel affect the attitude of 
candidates the most? 
 
 I think that Social Media is playing a big role in employer branding right now. I think a lot of 
people are looking to different platforms to try to determine environment.  
 
Interviewer: Do you see other corporate organizations using these tactics for Employer 
Branding?  
 
 Of course! Most companies are on Social right now, however, I don’t think that all corporate 
organizations give their employer branding the attention it deserves! 
 
Interviewer: When you see images of employees below, how does it make you feel about 
working with them? Their employer? 
 
 It looks like they are having fun, but it doesn’t really tell me anything about their employer. The 
first picture, just looks like a bunch of college kids at class and the second pick looks like they 
are at a 4th of July party! I don’t really gather anything about them as an employer. 
 

Participant 5: 

Interviewer: What does Employer Branding mean to you?  
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It’s a strategic approach to how a company attracts, engages and retains talent. A strategic 

approach includes clearly defining the company’s mission and vision across digital, print, global 

and multi-lingual communications. Branding needs to be authentic, inspirational, and 

effectively target who is considered top talent. 

Interviewer: How do you prefer to communicate with co-workers? With organization leaders? 

 I prefer in-person vs over the phone for collaborating. I also prefer email if I need to reference 

something later. 

Interviewer: Do you think recruiters share valuable content about “Brands” i.e. its culture, 

values, mission, goals, benefits, training, etc.? Where do they share this?  

I think they do in phone calls with potential candidates and/or recruiter chat. Also through 

candidate marketing material, like recruiter blog posts and presentations, among others.  

Interviewer: What influence do you feel employer branding has on a candidate’s decision to 

join a company?  

It all depends on authenticity. If a message comes across as canned or too rah-rah to 

candidates, they may question its validity. If employer branded is delivered effectively, I think 

yes, it can have an influence on their decision. 

Interviewer: Have you searched for a job on social media? Searched for employee culture? 

 Yes, job boards, LinkedIn, company website, through networking groups. Employee culture – 

Glassdoor, mostly. 

Interviewer: What specific marketing communication tactics do you feel affect the attitude of 
candidates the most? Videos or anything visual. Real-life stories that offer a glimpse into office 
culture.  
 
Interviewer: Do you see other corporate organizations using these tactics for Employer 
Branding?  
Yes I definitely see it! 
 
Interviewer: When you see images of employees below, how does it make you feel about 
working with them? Their employer? 
 
 Fun! Sparklers! 
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CONTENT ANALYSIS DATA 

 

Category Definition Youtube Facebook Twitter % of Content Analyzed 

Culture

Marketing tactic demonstrates promotion of 

organizational culture and experience of 

potential candidate. 

Culture: a system of meaning tht guides the 

construction of reality in a social community. 

Included but not limited to: languages, 

habits, rituals, values, beleifs, and stories. 4 6 7 7%

Mission

Marketing tactic demonstrates  organizations 

function, business goals, or philosophies . 

Marketing tactic defines what the 

organization is, why it exists, its reason for 

being. 13 9 11 11.60%

Values

Marketing tactic describes and demonstrates 

organizations beliefs, culture, and 

perspective. 24 12 16 16.30%

Work Environment

Marketing tactic describes  surrounding 

conditions in which an employee operates. 

Physical conditions as well as surroinging 

work processes or procedures. 2 4 13 10%

Rewards & Benefits 

Marketing tactics demonstrates the personal 

and professional rewards and benefits 

available to potential candidate. 5 6 6.43%

Diversity 

Marketing tactic demnstrates diverse efforts 

and inclusion made by organization. 3 4 8 7.01%

Other

Marketing tactic involves news, trends, or 

personal information not related to 

organization or careers. 1 5 8 7.60%

Company focused

Marketing Tactic is focused upon 

organization news or general information. 15 20 20.46%

Career 

Search/Empoyee

Marketing tactic deonstrated resources for 

candidate career search OR spotlights 

organization employees. 1 10 12 12.86%

70 101
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Category Definition Youtube Facebook Twitter % of Content Analyzed Careers page Text Careers page Images

Culture

Marketing tactic demonstrates promotion of 

organizational culture and experience of 

potential candidate. 

Culture: a system of meaning tht guides the 

construction of reality in a social community. 

Included but not limited to: languages, 

habits, rituals, values, beleifs, and stories. n/a 0 0 0% 1

Mission

Marketing tactic demonstrates  organizations 

function, business goals, or philosophies . 

Marketing tactic defines what the 

organization is, why it exists, its reason for 

being. n/a 0 0 0%

Values

Marketing tactic describes and demonstrates 

organizations beliefs, culture, and 

perspective. n/a 12 10 19.13% 3 1

Work Environment

Marketing tactic describes  surrounding 

conditions in which an employee operates. 

Physical conditions as well as surroinging 

work processes or procedures. n/a 12 1 11.30% 1 4

Rewards & Benefits 

Marketing tactics demonstrates the personal 

and professional rewards and benefits 

available to potential candidate. n/a 0% 1

Diversity 

Marketing tactic demnstrates diverse efforts 

and inclusion made by organization. n/a 9 5 1

Personalization 

Marketing tactic involves news, trends, or 

personal information not related to 

organization or careers. n/a 4 5 12.17% 3

Company focused

Marketing Tactic is focused upon 

organization news or general information. n/a 18 14 27.82% 8 9

Career 

Search/Empoyee

Marketing tactic deonstrated resources for 

candidate career search OR spotlights 

organization employees. n/a 11 15 22.61% 4 1

N=65 n=50
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Category Definition Youtube(4) Facebook Twitter % of Content Analyzed Careers page Images 

Culture

Marketing tactic demonstrates promotion of 

organizational culture and experience of 

potential candidate. 

Culture: a system of meaning tht guides the 

construction of reality in a social community. 

Included but not limited to: languages, 

habits, rituals, values, beleifs, and stories. 16 1 1%

Mission

Marketing tactic demonstrates  organizations 

function, business goals, or philosophies . 

Marketing tactic defines what the 

organization is, why it exists, its reason for 

being. 6 0%

Values

Marketing tactic describes and demonstrates 

organizations beliefs, culture, and 

perspective. 16 3 4 7% 2

Work Environment

Marketing tactic describes  surrounding 

conditions in which an employee operates. 

Physical conditions as well as surroinging 

work processes or procedures. 15 9 10 19% 7

Rewards & Benefits 

Marketing tactics demonstrates the personal 

and professional rewards and benefits 

available to potential candidate. 11 0 0 0%

Diversity 

Marketing tactic demnstrates diverse efforts 

and inclusion made by organization. 9 11 20%

Personalization 

Marketing tactic involves news, trends, or 

personal information not related to 

organization or careers. 1 1 2%

Company focused

Marketing Tactic is focused upon 

organization news or general information. 4 13 3 16%

Career 

Search/Empoyee

Marketing tactic deonstrated resources such 

as links or events for candidate career search 

OR spotlights organization employees. 9 14 21 36% 9

N=6 N=50 N=50
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Category Definition Twitter % of Content Analyzed Careers page Image Career Page Text

Culture

Marketing tactic demonstrates promotion of 

organizational culture and experience of 

potential candidate. 

Culture: a system of meaning tht guides the 

construction of reality in a social community. 

Included but not limited to: languages, 

habits, rituals, values, beleifs, and stories. 9 9% 2 3

Mission

Marketing tactic demonstrates  organizations 

function, business goals, or philosophies. 

Marketing tactic defines what the 

organization is, why it exists, its reason for 

being. 0 0%

Values

Marketing tactic describes and demonstrates 

organizations beliefs, culture, and 

perspective. 5 5% 2 1

Work Environment

Marketing tactic describes  surrounding 

conditions in which an employee operates. 

Physical conditions as well as surroinging 

work processes or procedures. 23 23% 8 1

Rewards & Benefits 

Marketing tactics demonstrates the personal 

and professional rewards and benefits 

available to potential candidate. 0 0% 1 2

Diversity 

Marketing tactic demnstrates diverse efforts 

and inclusion made by organization. 9 9% 1 2

Other 

Marketing tactic involves news, trends, or 

personal information not related to 

organization or careers. 9 9%

Company focused

Marketing Tactic is focused upon 

organization news or general information. 10 10%

Career 

Search/Empoyee

Marketing tactic deonstrated resources for 

candidate career search OR spotlights 

organization employees. 29 29% 3 5

(job postings)

N=100


