
 

People first: the role of employer brands in driving growth

The global war for talent is intensifying, making it increasingly difficult for businesses without strong employer brands to be
competitive. In South Africa the talent supply/demand curve is particularly skewed. In 2012, for example, only 15% of our
bachelor's students graduated. There are simply not enough skilled job candidates to go around, and that means that those
with the skills call the shots.

We've all read how the Millennial Generation is more fickle, unpredictable and demanding than the majority of companies
know how to handle. But most importantly, today's new entrants to the workforce are motivated not only by compensation,
benefits and skills development but by the desire to belong to a company that has a purpose that resonates with their own
values, aspirations and desire to contribute to society. Balancing all these aspects is turning out to be a real challenge for
brands.

Holistic brands

How to attract, engage and retain top talent is a topic that deserves serious attention from business, as a long term strategy
not a recruitment task for the HR department.

Traditionally, employer branding was about 'selling' good employee value propositions (compensation, benefits, training,
development, etc.) to the most talented people. Today, employer brands are understood to be much more holistic. They
reflect the business' personality, characteristics, beliefs and differentiating principles. They are driven by how happy and
motivated your employees are, how strong, healthy and engaging the culture is. It is also about your company's ability to
lead, innovate and inspire (Apple), environments that stimulate creativity and collaboration (Google), showing that you truly
care about your employees' well-being and work/life balance (Unilever) and authentically demonstrating your company's
purpose (Coca-Cola).

As with all brand messaging in this age of social media, it is difficult to control. Employee experiences are shared in public
and in real time. So the only sure way to get the right messaging out there is to ensure those experiences are consistently
positive.

Sceptics argue that it is not the employer brand that attracts people, but rather ''it is because we lead the industry"; or "we
make the best products". They aren't wrong. A leadership position is an important driver of brand choice, both for
consumers and employees. But leadership is just one of four brand dimensions which contribute to business success -
each in their own, significant way:
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Four attributes of brand success

In our experience, most companies are either unaware of these dimensions or they manage them in isolation. A better
approach is to investigate how they drive, support and reinforce one another to create a virtuous cycle of business
performance and brand relevance.

"You won't get your customers to love your brand unless your employees love it first"

Being seen as a great employer correlates strongly with business performance. It drives higher engagement and retention,
higher revenue growth and greater shareholder value over the long term. In 2011 LinkedIn reported that a strong employer
brand reduces the cost per hire by up to 50%. The impact on the bottom line is immense, yet most companies fail to
prioritise it.

Here are a few of our tips to help build a great employer brand

• People want to work for companies that give back to society. Understand what motivates your employees and what
causes they believe in. Align your brand purpose to their passions as well as your core offering.
• Make sure you are a great place to work, from simple things like the environment to a culture where people feel
respected and valued.
• Depending on the size of your company, consider employing a full-time employer brand manager to uphold the
brand culture while prioritising brand fits with job candidates. HR managers are often too bogged to do this.

• In the age of social media, your employer brand is felt not told - show the employee's journey from the bottom up,
not the top-down. Consider a content strategy that gives a voice to your employees. Both Deloitte and Disney have
done this well. They both share videos of real life experiences from their interns (see Deloitte) and employees (see
Disney).

Sources:

Aon Hewitt - 2014 Trends in Global Employee Engagement
Deloitte - Global Human Capital Trends 2014: Engaging the workforce

https://www.youtube.com/watch?v=_0P_allUtsM
http://disneycareers.com/en/working-here/explore-our-stories/
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