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8 Reasons 
TO INVEST IN YOUR EMPLOYMENT BRAND 

in Today’s Market 
 
In today’s rocky economy, most HR professionals have seen their department budgets slashed as 
organizations look for ways to cut costs and increase productivity. We’ve all been expected to do more 
with less. Chances are that, as a result, investing in your employment brand has taken a back seat to 
more immediate needs. 
 
Continuing to ignore your employment brand, though—the messaging that positions your organization as 
an employer of choice—may prove to be risky as time goes by, even if the economy continues to wax and 
wane in the coming months. 
 
Why? An employment brand does a lot more than position your opportunities with candidates. An 
engaging brand message helps organizations build an emotional connection with candidates and 
employees. The same brand characteristics that help position you as the choice for top talent also foster 
brand loyalty. So, even if you don’t see a high level of recruitment in your organization’s immediate 
future, you’ll need to keep that connection alive to meet your long-term recruitment goals—and more 
important, keep engagement high among current employees. 
 
So, how do you build a business case for investing in your employment brand right now? Here are eight 
reasons your employment brand investment today will bring you a better return than you might expect: 
 
1. Even after the market improves, you’ll be expected to do more with less. It’s true, confidence in our 

economy is rising among business leaders. According to a recent survey by The Business Roundtable, 
an association of CEOs from some of the largest companies in the U.S., over 39% of their members 
expect their organizations to ramp up hiring in the third or fourth quarters. This doesn’t mean a 
return to “shotgun” hiring practices, however. You’ll want to invest your time attracting talent that 
fits your organization’s culture and goals. And the best way to attract that talent is with an engaging 
employment brand. 
 
Branded organizations draw a higher quality candidate pool, with more candidates who match the 
role requirements, meet or exceed the expectations of the hiring manager and relate to the 
organization’s culture. And, while no one expects hiring to fully return to 2008 levels in all 
industries—or even in all parts of the country—at once, building brand loyalty among top talent, 
especially in your high‐need areas, will be crucial when the market does improve fully. And, the best 
time to do that is now. 
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2. Retention will be a major issue in the coming year. According to the Society for Human Resource 
Management (SHRM), improving employee engagement will be among the ways smart companies 
will maintain their competitive advantage. 
 
For the first time in our history, there are four generations in our workforce. Each of these 
generations looks at the role of work in their lives differently. Unlike the generations before them, 
they do not expect to stay at one organization for the life of their career. Weary of the changes their 
careers have gone through during the last several years of economic uncertainty, many are looking 
for a chance to bolt. According to SHRM, improving employee engagement, focusing on achieving 
organizational effectiveness and elevating the performance of your people should be the top 
retention developments for the coming year. 

 
3. There’s a good likelihood that your business goals have changed. As companies grow and evolve to 

meet new market demands, they naturally go through different stages that require different hiring 
objectives. Mergers and acquisitions, new product launches, advancements in the industry…there are 
many changes in the lifecycle of a business that require you to seek talent with new skills and 
expertise Continuing to refresh your employment brand—so that it reflects your evolving culture and 
business goals—is important to meeting those objectives. 
 
Your brand is also critical to engaging the talent you already have—especially if you want their 
growth to stay in alignment with your evolving business goals. A brand that is in alignment with your 
culture—and stays in alignment—goes a long way toward ensuring a unified workforce whose 
members understand their role in creating and sustaining profitable growth. 

 
4. You’ve got more competition for highly skilled talent areas. Technology is quickly changing how we 

do business. With the emergence of industries such as digital media, optics/photonics and health 
informatics, you will be up against more competition for top talent in highly technical areas. Adding 
to this trend, university reports are now showing a shift in students’ preferences, from technical to 
non‐technical degrees. 
 
Showcasing and marketing elements of your culture that are most attractive to this target audience is 
going to be extremely important to your ability to recruit and retain top talent. To reach talent as 
needs arise, your brand must be highly engaging and out there, so that passive candidates can 
“connect” with it early, and recognize your opportunities as extremely desirable for people in their 
particular job area or discipline. 

 
5. If your salaries are not among the best in your industry, an employment brand provides you with 

more bargaining power. To our earlier point, if you are looking for candidates with skills that are rare 
or in demand, your employment brand can be your strongest asset. Being an employer of choice 
means positioning your opportunities so that they are in demand, too. Candidates and employees 
may want to work with your organization more than anyone else’s—irrespective of salary levels—
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because of the support you provide for their advancement and autonomy, the chance to share 
ideas…or any of a million other characteristics of your particular culture that can come through in a 
powerful employment brand. 

 
6. Social Media has changed the rules of engagement. It wasn’t too long ago that business 

conversation was primarily a one‐way street. Today, customers, shareholders, candidates and 
employees are an important part of the conversation dynamic. Smart organizations are proactively 
using social media to create connections, conversations and relationships that can strengthen their 
bond with customers. And, more organizations every day are applying social media strategies to 
recruitment.  
 
However, according to a recent study by marketing company Digital Brand Expressions, only 41% of 
the organizations currently using social media have written policies and communications protocols in 
place, leaving them exposed to problems arising out of employees communicating in ways that 
inadvertently hurt, rather than help, their company image. 
 
Leveraging your employment brand helps keep communications on track. An important part of a 
strategic social media plan, your employment brand will create more brand ambassadors who speak 
the same language. So, rather than shooting from the hip, your opportunity “communicators” speak 
with a unified voice. This gives you a real advantage over the competition when it comes to reaching 
talent. 

 
7. An employment brand increases your overall value as an organization. Period. A study by the U.S. 

Federal Reserve Board found corporations that paid attention to intangibles such as branding saw a 
dramatic increase in overall corporate value. This holds true for employment branding, as well. A 
2002 Watson Wyatt Work USA study determined that the three‐year return to shareholders was 36% 
higher at companies with a strong employment brand and high employee commitment than at 
companies without these assets. 
 
Today, it is possible to argue that, in general, the majority of business value is derived from 
intangibles such as the organization’s marketing brand and complementary employment brand. It 
makes perfect sense. Your brands create shareholder value because, in a world of abundant choices, 
such influence is vital for drawing customers and candidates alike. Organizations that invest in 
marketing their culture and their values to influence the choices of top talent better attract and 
engage the people they need to deliver profitable growth. 

 
8. An employment brand unifies employees and improves performance. When employees feel they 

understand the mission and values of an organization, engagement improves as they become aligned 
with your organization’s business goals. Employees who feel they are “one” with the brand have a 
sense of personal accountability and responsibility for their work, and for the impact their work has 
on the company’s bottom line. In fact, studies over the years have shown that organizations driven 



  

©2010 NAS 
This material is developed by and is the property of NAS Recruitment Communications and is to be used only in connection with services rendered 
by NAS Recruitment Communications. It is not to be copied, reproduced, published, exhibited or otherwise used without the express written consent 
of  NAS Recruitment Communications. 

by purpose and values outperform the general market 15 to 1 and outperform comparison 
companies 6 to 1. 

 
Investing in your employment brand has an impact that reaches far beyond recruitment and retention. In 
fact, there’s no other HR investment that can have quite the same impact on the bottom line. 
 

NAS Recruitment Communications, an agency of the McCann Worldgroup, delivers best-of-class HR 

strategy solutions for online and offline candidate engagement, and specialized expertise in career 
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power the right messaging can have on your candidates and employees, contact your local NAS 

strategist or visit us online. 
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