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“You can’t build a reputation on what you are going to do”. - Henry Ford

The reputation of every company is its brand! How you are viewed as an employer, 
becomes the Employer Brand which lives in the minds and hearts of your employees – 
past, present and future!

In today’s increasingly competitive market, this becomes a critical piece of the puzzle, and 
if ignored, can become a very costly mistake!

“Your Culture Is Your Brand” Tony Hsieh, Zappos

Your value proposition to the employees and your culture certainly plays a huge role.
Companies need to invest in building a positive employer brand. Like it or not, the
employees play a huge role in developing and growing that brand.

So how does it work? What are some of the challenges and benefits? How does one go 
about building a great brand, and how do you amplify that?

This month’s edition focuses on all of this and more, as we share nuggets from some 
leaders who have had success, and guide you towards a wealth of takeaways!

Happy reading!

EDITORIAL
Anton Thayalan
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printed hand books, all the awesome 
posters on the wall - in fact, all the
‘artefacts’ and ‘symbols’ fall short of 
demonstrating how ‘employees are the 
greatest asset’

See, the bottom line is this. VERY few 
organisations TRULY understand WHY 
people matter - more than anything 
else, and that’s fine.  The issue is that 
there is a ‘pressure to conform’, and 
‘join the bandwagon’ and pay ‘lip service’ 
to the growing momentum to this thing 
called ‘Employee Value Proposition.’ So,
organisations scramble, and try and do 
their best to ‘keep up’ and mimic what 
the industry considers best practices, 
and make a mockery of the entire thing.

SHOW ME…

SHOW ME that you really care for me…

SHOW ME that I am not only a simple 
employee number…

SHOW ME that I am valued - for who I 
am - and the contribution I make…

SHOW ME that I matter…

See, the issue with Employer Branding 
is that it is often mistaken for a
‘communication’ effort - not a truly 
integral part of the organisational ethos.  
EVEN if it IS about communication, we 
forget that ACTIONS speak louder than 
words (or advertisements) EVEN in 
communications !

So, when challenged to SHOW ME what 
the Employer Value Proposition REALLY 
is, most organisations fail miserably,  
The fancy frameworks, the beautifully 

WHAT YOU DO MATTERS A HELL OF A LOT MORE THAN
WHAT YOU SAY By Vidusha Nathavitharana



#1 : Be HONEST
NEVER try and oversell the organisation 
through the EVP - it just isn’t going to 
work. The EVP becomes a principle 
focus when recruiting - and bringing in 
new recruits starry eyed about the
wonderful picture you have created 
through your brilliant communication 
falls apart rapidly when they don’t even 
have a chair to sit on when they turn up 
on the first day, and their confirmation 
gets late, and their bosses treat them 
like ‘minions’!  So, the most fundamental 
principle EVPs need to be built upon is 
the bare honest truth about who you are 
as an organisation. At least, that way, 
you are not being hypocritical - and that 
is a GREAT START.

#2 Remember that your
employees are your BEST Brand 
Ambassadors
No amount of advertising or PR will 
ever make up for what your employees 
say about you as an organisation. So 
work on this, and understand what they 
HONESTLY think about the organisation,  
and ensure you ‘fix’ the issues they 
have. Sure, not all issues CAN be fixed, 
but, at least talk to them honestly and 
openly and the vast majority of them 
WILL understand.  Sincerity and genuine 
concern for people will make a huge 
difference in creating the right culture.

#3 Define who you are - and who 
you are NOT
To have a successful EVP you need to 
be crystal clear what your organisation 
stands for.  Critically evaluate it, and 
state it unashamedly, and
unapologetically.  I read on one of the 
best crafted EVP’s I had the privilege of 
seeing the following statements :

“We are not about the flash - we are 
about the substance

We don’t pay the most - nor do we give 
a ton of benefits

If you want to sell your services to the 
highest bidder, this is not the place for 
you…

Come to us if you want to work hard 
and work with absolutely committed 
and brilliant peers

Amazingly supportive bosses you can 
learn from

And contribute positively towards
something more than just making a 
profit”

How’s that for defining who you are ?

#4 Don’t compare yourself to 
others
This is very, very important.  EVPs are 
not comparative frameworks - nor a 
competition.  It is a reflection of who 
you are and who you want to be, not 
about how you want to be perceived.  
So, stop comparing what others are 
giving - or not - and look within to find 
out what truly defines YOU and makes 
you different to anyone else, and who 
you truly truly are.  These aspects 
should be the pillars of your EVP. It 
shouldn’t be about trying to get one up 
on your competitors.

EVP is a fantastic tool to guide your 
engagement activities as well as
ensuring you are able to ‘position’
yourself in the minds of those who work 
with you, and also, those who are vying 
to work with you. Make it authentic.  
Make it matter.  Make it something that 
employees will truly bond with, and see 
themselves as part of. Please don’t 
make it just a document.
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In her current role, Niasha oversees the HR and Sustainability function at MAS 
KREEDA, the Nike dedicated vertical of MAS Holdings. She believes in the power of 
collective and collaborative effort to achieve meaningful success in the corporate 
world, demonstrating authenticity along the way.  

She has worked with the MAS Group for nearly a decade across Strategic Planning, 
Lean, Human Resources & Administration, and Sustainability. Apart from leading the 
HR function at KREEDA, Niasha also contributes to policy and other initiatives across 
the MAS Group as part of the HR leadership group. Prior to this, she worked in the 
financial services industry in the UK where she followed her undergraduate degree in 
Economics at the London School of Economics and her Master’s in Corporate
Communication. 

When not absorbed in her demanding corporate role, Niasha spends most of her 
weekends and leisure time pursuing her passion for food through her home cooking 
venture, Feasty. Niasha is a mother of six; a son and daughter, 3 Labrador retrievers 
and a husband!  

There is indeed hype surrounding
employee branding. However, I wonder 
how much of it is authentic. Still, the 
core aim of employee branding is to 
seek out individuals who are made for 
your organization, who have values and 
norms, which align perfectly with the 
organization.

When branding the organization, 
we would only expose the good – 
isn’t this creating too much
expectation?
Yes, it does create an expectation. 
Again, no one would purposely create 
branding around aspects that are not

Why do you have to brand, as an 
employer?
Culture is imperative in order for an 
organisation to be successful.
Employee branding ties back to this 
principle. In essence, an employer can 
have a set of values and norms, that 
forms the culture of the organization to 
attract the people who will thrive and be 
their authentic selves, in the organization. 
When a person has to try to be something 
they are not, then they are not being 
their best selves. So attracting the right 
and authentic people becomes a
competitive and performance
advantage.

Director HR and Sustainable Business at
MAS KREEDA 

NIASHA



so good. Again, I feel this is where 
authenticity plays a role in distinguishing 
a hyped-up employer brand, from that 
of an authentic one. Is there a genuine 
effort behind branding? For example if 
an organization is selling the ‘Work hard 
– Play hard’ brand, this translates to 
work being demanding, expectations 
being high. On the flip side, it indicates 
that remuneration would be generous in 
recognition for good work, or a great 
sabbatical. To be authentic, what the 
brand professes to stand for needs to 
be backed with solid action. That 
makes the brand claim substantiated.

Diversity is another popular brand value, 
but it needs to be backed by the KPI’s 
and plans, in order to achieve this ideal. 
When an employee who is an advocate 
for diversity does join, engagement and 
commitment are the outcome. The
organization may be wrought with red 
tape or exceptionally performance-driven, 
but if Diversity stands true, it’s most 
likely the individual will make the 
trade-off, because of the value
alignment.

While you don’t necessarily brand for 
the bad, being authentic about what you 
are branding, will not create
disappointment.

When organizations cannot live 
up to the brand created, is this 
not the first point of frustration? 
Isn’t it better to under-promise 
and over-deliver?
Indeed, organizational cultures are not 
always what we perceive them to be;
it’s a case of expectation versus reality
in most cases. When I joined my
organization I had very little notion of 
the culture or values, but I have stayed 
today because the values resonated.  
However, the employees today are 
savvier, there is more competition for 
labor, there are more options to choose 
from and so there is more expected of 

an organization. True, there are times 
that an organization does not live up to 
its values, but is it the majority of the 
time or in exceptional instances? Is 
there a disconnect between what the 
organizations stands for and its 
actions?

If there are instances, I would address 
them, talk about them, and this may or 
may not result in my voice being heard. 
I will deal with this in the best way I can, 
if I know it to be an exception, rather 
than the norm. There are always
occasions for disappointment, given 
that you can’t be everything to everyone. 
However if authenticity is at the core, 
you can rest assured that most of the 
time, they will be getting it right.

What are the core components of 
a brand - how would the employer 
brand go about positioning
themselves?
Components of an Employer brand
are its vision, mission, goals and
stakeholders. These are the building 
blocks that determine what an
organization stands for. But the most 
important are the values that need to 
cascade down to every interaction. It’s 
never about what meets the eye. It’s 
about attracting people with similar 
values, and this is uniform across the
organization. It only takes one person 
to act out of line with the values, to 
cause disengagement for everyone 
else. This has far-reaching implications.  
We need to make sure everyone is 
aligned, acting and living the values that 
the organization stands for. We need 
checks and balances to minimize these
occurrences.
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Everyone wants to create their 
brand; how exactly do you do it? 
And achieve what is required?
Hire a brand consultant! That is the
easiest way to do it. However, there are 
many approaches, organically, in-house 
- whichever approach you take, you
need to ensure that the grassroots need
to be consulted and engaged. Assess
the expectations and perceptions of the
employees. Your organization is mainly
comprised of them. If 90% of your
population does not feel, see or exhibit
what you are trying to implement, then
your implementation, in essence, will
fail, owing to the disconnect. Surveys
and focus groups are all helpful ways to
involve the whole organization. Also
consider the stakeholders, the community
you operate in, and suppliers too.
Depending on the nature of the business,
too, there are overarching views and
expectations of the shareholders as well.

Best practices
• Keep it real – Be authentic.
• Have a road map for the journey.

(Towards the aspiration)

Evidence that Employee Branding 
actually works
• Having been in discussions and

interviews, I notice that most often,
candidates never talk about the
organizational values. They talk of
how large the organization is, how
successful the organization is, and
what greatness it has achieved –
when asked why they want to join an
organization. This is clear evidence
that perhaps employer branding has
not really worked. If the only thing a
potential employee can tell you
about is the organizational track
record, then that is a RED flag as far
as employer branding is concerned.

As I mentioned, I stay with my
organization because its values align 
with mine. This has come into play in 
instances when I have spoken to
individuals who are having second 
thoughts. My go-to is a conversation 
revolving around the values. Finding 
organizations in terms of achievements 
and success is easy; however, until you 
join in you can’t really discern the 
values and culture. Are you ready to 
give up you present values? - is the 
poignant question I leave them with. 
What makes you come to work every 
day?

We often take for granted the values 
and the intangible things that contribute 
to our working environment.

• What are the benefits of doing it?
• Committed engaged employees
• Relationships with communities
• Loyalty of customers

It can spill over to all facets and stake 
holders. I am of the firm belief that with 
an engaged employee, there is nothing 
you can’t achieve.

It takes guts to be authentic, whether 
you are an organization or an individual.

If you want to stand out, you need to 
have the guts to be authentic; as
individuals and as employers. 
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Andrew is an international business executive with a broad background of work 
experience in both corporate training and field operational roles, and he is

currently the Vice President – Learning and Development at Etihad Airways.

He is an experienced, innovative and award winning learning and development
professional with a track record of organisational development, performance

evaluation, employee growth and learning optimisation.

As Vice President of Learning and Development for Etihad Airways, Andrew leads 
the creation of innovative, leading-edge learning solutions, to support the

development, growth and performance of Etihad’s 24,500 global team members.

Andrew is recognised and trusted for the quality, enjoyment and depth of his
delivery with experience within a variety of business sectors including

commercial, finance, technological, design, hospitality, retail, travel, leisure
and aviation.

On a personal level, Andrew is proud to deliver a skilled, insightful, creative and
disruptive mix to the design and delivery of his strategic learning solutions. This 
proven approach ensures delegates are truly engaged, clearly recognising how 

learning will be implemented to effectively enhance their own personal
development and business performance.

linkedin.com/in/andrewstotts

https://www.linkedin.com/in/andrewstotts/
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customer. You’ll need to offer what 
she’s looking for and that means you 
need a plan.

It’s baffling that many senior leaders 
seem to expect their employees to offer 
exceptional customer service, whilst 
offering them an exceptionally poor 
one.  Remarkably, given its broad reach,
employee branding is not just often
considered a poor relation to Company 
Branding, but also to some internal
functions. Information Technology 
often makes the case for investing in 
tech and money is readily dished out for 
new tools and pieces of equipment.

People?  Why do we forget them?
The most important work today is 
discretionary, people have to want to 
provide extraordinary service, individuals 
must choose to share ideas and work 
together, no one can be forced to
innovate. So how do we tap into this 
need?

Meaning is the new money, adopting 
best practices is old school, crafting 
unique experiences for employees and 
customers is the future. Trying to be all 
things to all people is doomed to fail, 
attracting and retaining people who 
value what you have to offer is the 
future.  Offering a little of everything is

New technologies are generating new 
ways of working, making it possible to 
find almost anyone or anything, anywhere 
easily and quickly by dramatically 
reducing the cost of communication 
transactions and coordination. The 
world is changing how we get things 
done!  

The next generation is already chasing, 
opportunity, challenge, meaning and 
conditions. Careers built around skills, 
experience, and networks rather than 
institutional affiliation.

So how we relate to work is changing 
dramatically. In the future businesses 
will tap the best person for the specific
task at the specific moment in time,
organizations will constitute a flexible 
community of people who work. This 
will lead to a smaller number of core
employees and a wide community of 
individuals who have been pre-qualified 
and contracted.  

Richard Branson is famous for saying: 
‘Clients do not come first. Employees 
come first’. If you take care of your
employees, they will take care of your 
customers. The customer may well be 
king, but the king will soon look for 
different subjects if served with
indifference. Your employee is your new

EMPLOYER BRANDING
with Andrew (Stotts) Stotter-Brooks



old hat, excelling in specific areas that 
align with your values will be key to your 
success. In most organisations,
employee branding just happens. It's a 
collection of disjointed touchpoints 
owned by different people, each reflecting 
the personality of that person. It's rare 
to find a business with an employee 
branding strategy, let alone defined 
employee journey maps, empathy maps 
and culture processes. To fully drive 
this point home, imagine if you let your 
IT just ‘happen’? The outcome would be 
disastrous and to compound this, many 
organisations are culling jobs. Meaning 
a greater focus is required on more for 
less.

As organizations evolve, few people will 
have broad organizationally defined 
titles. Titles will be time bound and 
action oriented. Some people will take 
on multiple projects at a time for multiple 
businesses Some projects will be short; 
others very long.  People will have great 
flexibility in choosing or bidding for 
assignments on various projects
compensation will be tied to the project.

Companies will compete for talent 
based on the commercial value of 
learning, their vitality, productivity and 
the ‘employees’ ability to transform and 
manage change.   Are you ready?  You’ll 
need some way of signifying and
communicating on the job learning and 
achievements will grow. Already we see 
‘Badges’ Educational degrees will
diminish as a currency in the job market. 
There's a metaphor here: making the 
best out of what you already have is an 
easier route to success than chasing 
something new. If you achieve employee 
involvement and participation the 
chances are that the abysmal 15% 
employee engagement rate across the 
world will start to rise. Only by seeking 
to utilize the strengths of your teams 
can you begin on the ladder to achieve
the high-performing culture which many 
organisations talk about but so few 
achieve.

With a rise in working from home, the 
old- fashioned productivity via
presenteeism is more difficult to 
achieve - not that I subscribe to this 
form of management. Therefore, many 
organisations are going to have to use 
new methods to try to achieve these 
rises. It's my belief that you can achieve 
such rises by focusing on the three Es 
of productivity: Energy/ Empathy/
Environment. Research suggests that 
97% of people believe that these E’s 
have an impact upon productivity, Much 
as customers desire a positive
experience, so do employees. A major 
issue is that many of those responsible 
don’t have the grasp of the topic. It’s not 
an extension of HR, it’s a new set of 
skills and tools entirely. Employee 
branding is about putting people at the 
heart of every organisation because 
everyone matters at work.  Leading to a 
more motivated, engaged, and productive 
workforce - which will, ultimately, lead 
to a positive impact upon the bottom 
line.

My tips for the future:
Combine different types of knowledge 
and expertise to come up with something 
better for your team and your customer. 
Harness even the smallest unit of 
knowledge and determine what
information to share, with whom, make 
information free flowing between 
agreed parties. Learn to tap individual’s 
particular knowledge skills and
capacities in ways that contribute to the 
success of the whole by creating 
insightful relationships with team
members, customers, suppliers and 
others 

Move rapidly by detecting and
responding to market and
environmental shifts

Focus on Learning, Mobilizing
Intelligence, Collaboration, Innovation 
and Openness to new insights

Questions? Ask!

Luminary Perspect ives -  June 2021
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but always let them know that you will 
follow up the conversation with a note 
to update on the calendar/email or on 
whichever follow up checklist you all 
share. This will avoid any surprises or 
misunderstandings of “Oh I thought we 
were just talking!”

Transactional or Transformational
While some management research 
encourages women to be more sensitive 
and engaging when encouraging them 
to be more transformational leaders, in 
my experience a quota of transactional 
leadership works well in driving teams 
towards company KPIs, especially 
setting time driven goals.

I was heading a team of Creatives, and 
some who hated emails or any written 
communique. We had a language issue 
to deal with as well. Once shown how 
following the tasks with a work-order 
and made both our lives easy, slowly 
but surely everyone appreciated the 
clarity of tasks to complete.

When completed, make sure to 
acknowledge with the rest of the team 
and celebrate! A cake to share with the 
team after a hard task, a cookie and a 
coffee round when everyone is pushed 
to the brim, brought the team together 
and made the efforts feel seen and

From the time I got my first promotion 
many moons ago, in a private bank, I 
have had the privilege to lead
predominantly female teams. Since 
then, I have had all female teams and 
predominantly female teams in all 
shapes and sizes, ages ranging from 19 
years to 67 years and multinational 
teams.

While the ride seemed overwhelming at 
the time, I look back now and my heart 
is full with the experience which
moulded me to be the person I am 
today and with pride and joy to see the 
development of the team members as 
they excel in their careers and lives.

I picked up a few tried and tested tools 
from my experience to share with you 
for everyday management.

Communication. Is there anything 
such as over communication?
There is. Females are naturally  inclined 
to have a good chat anytime. Bonding 
over a chat releases serotonin into our 
system and relaxes us. Should we call it 
out and maybe not overdo it?

When you convey any deadlines/ 
targets/ goals with deliverables and 
timelines, it should be conveyed clearly 
to the team. If it is over a chat, it is fine

LEADING AS A BOSS LADY
with Sitharie Medagama
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appreciated.

Connecting and appreciating the
individual brings in the transformational 
leadership which will bond the team 
together. Transformational leadership 
calls for more personal engagement. As 
a female leader, I felt this was essential 
to drive the team members into their 
career development.

Empathy? Sympathy?
How can you be empathetic towards 
someone? How not to be played with 
the ‘sympathy card’? For me the
perception that women are more
emotional and act on their emotions, is 
a strength. It is the course of action 
which matters. The problem may 
require a shoulder to cry on or some 
tough love to help someone through 
depression. I’ve done both. When you 
lend a listening ear, make sure that all 
you do is to listen. No judging/
unrequited advice/talking. Listen
actively. Just be there.

Tough love in the form of setting very 
clear cut rules and dedicating a set time 
to follow-up and evaluate to drive them 
regularly may be the encouragement 
someone needs to turn around.

Update and upgrade on subject 
knowledge
This is the age of information overdrive! 
Have a dedicated time for yourself to 
research every day into your area and 
related subject. R & I is key for
managers and wins your team when 
you are equipped to inspire them.

Constant reading and research into the 
latest advancements in your industry 
will inspire you with setting long term 
goals for yourself and the team. It is 
imperative in product development and 
new product innovation which are vital 
for many companies.

Bring on your multitasking game 
but be careful not to overload.
We are natural multitaskers ( as
scientifically proven!. We will sit in the 
boardroom planning for the next 5 
years, arrange pick-up for kids from 
basketball, plan dinner and think about 
what to wear with the new shoes the 
next day.

The key is not to overload. Multitasking 
does not mean you overload work. They 
are 2 different words with very different 
meanings, please do not mix it up. 
Know your limits and draw the line. With 
work or with family.

MeTime
One problem working women have is 
that the family usually thinks the time 
you are at work is your exclusive time. 
Similarly, the Company feels the 
moment you are off the grounds, you 
are on your me time.

Make sure you dedicate time for your 
wellbeing. Regular health check-ups, 
hair/body grooming and chilling with 
friends or by yourself is a necessity and 
not a benefit.

You have a team who look up to you so 
bring the best version of yourself!
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History has been dotted with victories for women in establishing equality in matters 
of economics, politics, and society. While these are momentous feats for 

womankind, we need to acknowledge that the journey towards equality was never 
easy and takes on a different perspective, if you are a woman.

We created a forum where women will lead by example and collectively foster 
women’s leadership to be at the heart of the corporate world of tomorrow.  We at 

Luminary Learning Solutions are convinced that women should also be the drivers to 
promote inclusivity and sustainable growth. 

We are reinforcing this call to action by launching the Working Women's Roundtable. 
The forum will be looking at prevalent and relatable topics ranging from leadership, 

work-life balance to health and wellness, with the ultimate goal of knowledge sharing 
for the professional women in today’s dynamic backdrop of the workplace.

We are looking to empow-HER!

With this we extend an invitation to all the aspiring ladies within your organization to 
register and participate in this initiative. This initiative for Luminary Learning 

Solutions is spearheaded by Zafrana Nafees, and you can contact her for more 
details on membership and participation.

wwr@luminarylearningsolutions.com

+94 768 333 333

https://www.linkedin.com/groups/13981508/

Membership, and admission to all webinars and material are complimentary. You can 
expect the support of a powerful network of women who will help you succeed in your 

professional life by uniting perspectives and expertise and working collectively to
accelerate gender equality.

Unite, Uplift, and Inspire!

CLICK HERE TO JOIN !

PROGRAM

https://forms.gle/jsFjBtmJPqMscRFm7


Join us for the latest discussion
Click Here

www.linkedin.com/groups/13981508 Hotline: +94 768 333 333wwr@luminarylearningsolutions.com

https://us02web.zoom.us/webinar/register/WN_LtGEq68-SdSb2hi_M5XJiA


1. The Employer Brand: Bringing the Best of Brand
Management to People at Work by Simon Barrow and
Richard Mosley

From exploring the historical roots of brand management to 
the practical steps needed to achieve employer brand
management this book has it all! Consisting of case studies 
of employer brands such as Walmart and British Airways 
this book is sure to offer comprehensive answers to your 
burning questions on the topic of Employer Branding.

By Shaakya

Find it here on Amzon.com

2. The Talent Magnet- Employer Branding and
Recruitment Marketing Strategies to Attract Millennial
Talent by Richard Evans

Research states that by the year 2025 more than 75% of the 
global workforce will be made up of Millennial Talent. It’s 
also quite clear that millennials think, act and react
differently to people in other age groups. This can only 
mean one thing. You need to attract them millennials! How 
do you do that? Read this book to find out how to be 
remarkable and become a “talent magnet”.

Find it here on Amzon.com

3. The Employer Brand Handbook: Volume 1: Real World
Guide to Working With Recruiters by James Ellis

With checklists, examples and emails which you can quite 
simply copy and paste immediately to turn your recruiters 
into advocates and fans, this book serves as a guide to help 
you understand the edge in leveraging recruiters as well as 
how, as employer branding depends on them.

Find it here on Amzon.com

BOOK REVIEWS 
AKA THE WISE OWL
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1. The Employer Branding Podcast with Jorgen Sundberg

In this weekly podcast Jorgen Sundberg explores the
favorite tactics and strategies used by international brand 
leaders, rebels and inventors when it comes to employer 
branding. This podcast helps you learn practical talent 
attraction and employer branding strategies. Each episode 
is 20 minutes long and is in an easy to follow question 
format.

2. Bring in the Talent by Mira Gateva

In this Ted Talk Mira talks about “talent” and how it’s a 
common word when talking about employer branding. But 
she adds a twist to the topic saying that we hardly ever 
focus on why one should push themselves.

Listen to the Podcast Here

Listen to the Podcast Here

3. Ruch Riffs: An Employer Brand Podcast

Join the employer branding expert Will Ruch and other 
human resource and marketing experts as they share their 
stories, ideas and advice on how to build your workplace 
brand.

Listen to the Podcast Here

TED TALKS/PODCASTS AND MOVIES 
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https://podcasts.apple.com/us/podcast/ruch-riffs-an-employer-brand-podcast/id1467023013
https://podcasts.apple.com/us/podcast/ruch-riffs-an-employer-brand-podcast/id1467023013
https://www.google.lk/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwiy-ofe6OnwAhXszjgGHf3uBvgQwqsBMAB6BAgFEAE&url=https%3A%2F%2Fwww.ted.com%2Ftalks%2Fmira_gateva_bring_in_the_talent_the_new_age_of_employer_branding&usg=AOvVaw0XDjN9dKQo1a1F
https://www.google.lk/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwiy-ofe6OnwAhXszjgGHf3uBvgQwqsBMAB6BAgFEAE&url=https%3A%2F%2Fwww.ted.com%2Ftalks%2Fmira_gateva_bring_in_the_talent_the_new_age_of_employer_branding&usg=AOvVaw0XDjN9dKQo1a1F
https://podcasts.apple.com/us/podcast/employer-branding-podcast/id875778180
https://podcasts.apple.com/us/podcast/employer-branding-podcast/id875778180


SNIPPETS
1. How does Google do that? About employer branding in
the Company with the world’s highest valued brand by
Izydor Nowakowski

How does Google do it? How did they become the company 
that everybody is dying to work at?  With Googles high 
salary, enjoyable and original atmosphere as well as their 
huge development opportunities there’s no doubt that 
Google mastered the art of employer branding. How so? 

Read the blog here

2. From using social media to leverage a company’s brand
to developing compelling recruitment videos here are 3
case studies on how various companies have amplified
their employer branding.

Read the blog here

3. Is it time to reengineer your employer brand? - Jim
Heininger

If it is time for you to reengineer your employer brand, then 
you’re in the right place.  This article in the Forbes magazine 
details what a good employer brand should have, why an 
employer brand is important and how to make your brand 
appealing to candidates and last but not least how to 
reengineer your brand.

Read the blog here
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https://www.forbes.com/sites/forbesagencycouncil/2020/03/11/is-it-time-to-reengineer-your-employer-brand/?sh=2c49fbe42778
https://www.forbes.com/sites/forbesagencycouncil/2020/03/11/is-it-time-to-reengineer-your-employer-brand/?sh=2c49fbe42778
https://www.glassdoor.com/employers/blog/3-employer-branding-case-studies/
https://www.glassdoor.com/employers/blog/3-employer-branding-case-studies/
https://www.linkedin.com/pulse/how-does-google-do-employer-branding-company-worlds-nowakowski/?articleId=6699603277601878016
https://www.linkedin.com/pulse/how-does-google-do-employer-branding-company-worlds-nowakowski/?articleId=6699603277601878016


4. 5 common misconceptions about employer branding

Is employer branding the same as corporate or consumer 
branding? Is it purely your HR team’s responsibility? Can an 
employer brand be improved overnight? If you can’t
measure the results is there any point in investing in 
employer branding initiatives? And finally is it just a 
buzz-phrase? Here are 5 common myths surrounding 
employer branding.

To debunk these myths click the link below.

Read the blog here

5. Is employer branding really important to begin with?
Is it really important to have an employer brand? And what
significant impact does having a good employer brand
create? Here’s a detailed article on the importance of
employer branding.

Read the blog here
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https://business.linkedin.com/content/dam/business/talent-solutions/regional/nl_nl/campaigns/PDFs/why-your-employer-brand-matters-whitepaper.pdf
https://business.linkedin.com/content/dam/business/talent-solutions/regional/nl_nl/campaigns/PDFs/why-your-employer-brand-matters-whitepaper.pdf
https://www.webrecruit.co/blog/recruitment-insights/common-misconceptions-employer-branding/
https://www.webrecruit.co/blog/recruitment-insights/common-misconceptions-employer-branding/
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