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Abstract

In a competitive job market, employer branding plays a crucial role in shaping candidates’ perceptions and influencing
their job preferences. While extensive research exists on employer branding, limited studies focus on its impact from the
perspective of students entering the workforce. This study examines how employer branding affects MBA students'
attraction to organizations, analyzing key factors such as organizational reputation, work culture, career development
opportunities, and corporate social responsibility.

Using a quantitative research approach, data was collected through a structured survey to assess the significance of these
factors in shaping employer preferences. The findings reveal that employer branding has a substantial impact on talent
attraction, emphasizing the need for organizations to align their branding strategies with student expectations. This study
contributes to talent acquisition literature and offers strategic insights for HR professionals to enhance employer branding
efforts. Additionally, it lays the groundwork for future research on evolving candidate preferences in a dynamic
employment landscape.

Introduction

Employer branding refers to an organization's efforts to establish itself as an employer of choice by shaping its reputation
and work environment to attract potential talent. The concept emerged in the late 1990s when Ambler and Barrow (1996)
introduced the idea that companies must market themselves to employees in the same way they do to consumers. Since
then, extensive research has explored the impact of employer branding on recruitment and employee retention.

Backhaus and Tikoo (2004) proposed that employer branding consists of two major components: employer attractiveness
and employer brand loyalty. Their model suggests that employer branding not only draws prospective employees toward
an organization but also strengthens internal culture, fostering long-term commitment. Further research has demonstrated
that companies with strong employer brands attract high-quality candidates and experience lower turnover rates
(Sirojuddin, 2022).

In the digital age, employer branding strategies have evolved significantly. Organizations leverage social media, career
pages, and employee testimonials to showcase their values and work culture. Trunina et al. (2024) emphasized that a well-
crafted employer brand enhances organizational commitment and external talent attraction. Safitri and Novianti (2024)
further highlighted that employer branding directly influences corporate reputation, which, in turn, plays a crucial role in
talent acquisition.

Given the increasing competition for top talent, organizations are investing in employer branding strategies to stand out
in the job market. This study aims to analyze how employer branding impacts the decision-making process of MBA
students entering the workforce, shedding light on the factors that shape their perceptions and job preferences.
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Problem Statement

Attracting top talent has become a significant challenge for organizations due to evolving job seeker expectations. While
salary and job security remain important, candidates now consider additional factors such as company culture, career
growth opportunities, and alignment with corporate values when choosing potential employers.

Employer branding serves as a critical tool to bridge this expectation gap, yet its direct influence on candidate attraction
remains underexplored, particularly among MBA students preparing to enter the job market. Many companies invest
heavily in employer branding efforts without fully understanding whether their initiatives resonate with prospective
employees. This misalignment often leads to ineffective recruitment strategies.

Additionally, most research on employer branding has focused on its impact on employee engagement and retention rather
than its influence during the initial stages of recruitment. By analyzing how employer branding affects MBA students’ job
application decisions, this study aims to provide insights into optimizing employer branding strategies to attract high-
caliber talent.

Review of Literature

The role of Human Resources (HR) has evolved from administrative functions to a strategic partner in organizational
success. Ulrich and Dulebohn (2018) argue that HR should integrate with business objectives to drive competitive
advantage. Brewster et al. (2019) emphasize strategic HR practices like talent management, which enhance employee
engagement and business performance. Bhat et al. (2023) further highlight HR’s role in addressing retention, training, and
regulatory challenges, contributing to employer branding.

Strategic HR practices significantly impact talent acquisition and retention. Cascio and Boudreau (2020) assert that
aligning HR strategies with business goals improves performance and ensures the right talent fit. The integration of Al in
HR processes is revolutionizing talent acquisition and employer branding (Bhat et al., 2023). Additionally, Kaufman and
Taras (2021) suggest that fostering a culture of innovation enhances employee engagement, making organizations more
attractive to skilled professionals.

Employer branding shapes candidates’ perceptions and job application decisions. Backhaus and Tikoo (2018) highlight
that a strong employer brand communicates organizational values, enhancing alignment with potential employees. Bhat
et al. (2015) identify employer branding as a long-term strategy for organizational attractiveness. Sirojuddin (2022)
emphasizes the role of employer branding in recruitment success, particularly through value propositions and fair hiring
practices. Bhat et al. (2023) reinforce that inclusivity and workplace policies strengthen an employer’s reputation.

Trunina et al. (2024) argue that employer branding primarily benefits current employees but requires refinement to attract
external talent. Safitri and Novianti (2024) explore its connection to corporate reputation, showing that strong employer
branding enhances organizational appeal. Additionally, leveraging online platforms and social media campaigns plays a
crucial role in employer branding and recruitment effectiveness (Neena, 2023).

The evolving role of HRM underscores employer branding’s influence on job seekers. As businesses compete for top
talent, understanding employer branding’s impact on candidate attraction—especially among students—remains crucial
for refining recruitment strategies.

© 2025, IJSREM | www.ijsrem.com | Page 2



http://www.ijsrem.com/

2f ‘35
@Rz} International Journal of Scientific Research in Engineering and Management (IJSREM)

e-Journal

w Volume: 09 Issue: 04 | April - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

Research Gap

While extensive research has explored employer branding and its impact on recruitment outcomes, the predominant focus
has been on the organizational perspective—analyzing how organizations develop and implement branding strategies to
attract talent. However, there is a limited understanding of employer branding from the candidate’s viewpoint, particularly
regarding the specific factors that shape their perceptions and influence their decision to apply for a position.

Given the significant investments organizations allocate to employer branding initiatives, it is imperative to examine how
prospective candidates, especially students, interpret and evaluate these efforts. A deeper understanding of candidate
expectations and the attributes they consider essential in an employer brand can contribute to the development of more
targeted and effective talent acquisition strategies. Addressing this gap will enable organizations to refine their employer
branding approaches, ensuring alignment with candidate preferences and strengthening their competitive positioning in
the labour market.

Research Objectives

1. To examine the relationship between employer branding and candidate perception in influencing job
application decisions.

2. To analyze the extent to which a strong employer brand impacts candidates' willingness to apply to an
organization.
3. To provide strategic recommendations for HR professionals and organizations to enhance employer

branding for effective talent attraction.
Research Hypotheses
Ho: There is no significant difference in candidate attraction based on the strength of an organization’s employer branding.

Ha: There is a significant positive impact of an organization’s employer branding on candidate attraction.

Research Methodology

This study adopts a quantitative research approach, utilizing a structured survey questionnaire to collect primary data from
postgraduate students actively seeking employment. The questionnaire comprises closed-ended questions, primarily using
Likert scale-based responses, to assess perceptions of employer branding and its influence on job application decisions.
The survey was distributed via online platforms to ensure accessibility and maximize response rates. A sample size of 111
respondents was considered for this analysis.

The study examines the relationship between employer branding (independent variable) and candidate attraction
(dependent variable). Data analysis was conducted using descriptive statistics, correlation, and regression techniques to
evaluate the extent to which employer branding impacts candidates’ job preferences. The findings offer empirical insights
for HR professionals to refine employer branding strategies, enhancing organizational attractiveness in a competitive job
market.
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Data Analysis
1) Reliability Test
The reliability of the research instrument was assessed using Cronbach’s Alpha, a measure of internal consistency.

RELIABTLITY

SVLRIABLES= candidate attraction employer branding
SHMODEL=ALPHA,

Scale: ANY

Case Processing Summary

(C3ces M Percent
Valid 111 | 100.0%
Excluded 1] 0%
Totzl 111 | 100.0%

Reliability Statistics

Cronbach'y M of
Alpha Tterns

.03 2

The obtained alpha value of 0.93 indicates excellent reliability, confirming that the scale used for measuring Employer
Branding and Candidate Attraction is highly consistent. This suggests that responses across the dataset are stable, ensuring
the validity of further statistical analysis. The high reliability strengthens the credibility of the findings, reinforcing the
study’s objective of assessing employer branding’s impact on candidate attraction.

2) Factor Analysis

Factor analysis was conducted to examine whether Employer Branding and Candidate Attraction form a single construct.

FACTOCOR
AVARIABLES= candidate attractiomn employer branding

FCRITERIA = MINEIGEN (0) ITERATE (0)
FEXTRACTION =PC

SHMETHOD CORRELATIOCH

FPRINT = INITIAL

FCRITERIAR = ITERATE (0O)

FROTATION = NOROTATE.

Communalities

Initial
candidate_atira 1.00
employer_brang 1.00

Total variance Explained
Initdal Eigenvalues
% of Cumulatve

Total |[Wariance- o
1 1.87 932.4%% 93.4%
2 -13 5.6%0 100.0%

Component Matrix

omponen
1

candidate_atira .97

employer__brandg .97

The analysis revealed that the first factor accounts for 93.4% of the total variance, with high factor loadings (0.97) for
both variables. This confirms that employer branding and candidate attraction are strongly interrelated and can be grouped
under a common factor. These findings provide statistical validation for the research hypothesis, affirming that employer
branding plays a central role in shaping candidate attraction.
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3) Descriptive Statistics
Descriptive analysis provided insights into the distribution of employer branding and candidate attraction perceptions.

DESCRIPTIVES
SVLRIABLES= candidate_ attraction employer branding
FSSTATISTICS=DEFAULT EURTOSIS SEEWHESS.

Descriptive Statistics

Std 5.E. 5.E.

M | Mean Dey Kurtosis Kurt  |Skewness| Skew  |Minimum [Maximum
candidate atiral 111 | 4.35 70 21 A6 -.98 .23 2.00 5.00
employer_brang 111 | 4.29 .67 09 A6 -.92 .23 2.00 5.00
Valid M 111
(listwise)
Missing M 0
(listwise)

The mean scores for Employer Branding (4.29, SD =0.67) and Candidate Attraction (4.35, SD = 0.70) indicate a generally
positive perception of employer branding among respondents. The skewness values (-0.98 for candidate attraction and -
0.92 for employer branding) suggest a slight leftward skew, meaning most respondents rated these factors highly. Kurtosis
values (0.21 and 0.09) fall within the acceptable range, confirming a near-normal distribution. These results suggest that
employer branding is perceived favorably and serves as a key driver in candidate attraction.

4) Correlation Analysis

Pearson’s Correlation Coefficient was used to assess the strength and direction of the relationship between employer
branding and candidate attraction.

CORRELATICH
SVARIBBLES = candidate attraction employer branding
FSPRINT = TWOTAIL S5IG.

Correlations

date_atiraoyer_bran

candidate_attra Pearson 1.000 .Ba7

Correlation

Sig. (2-tziled) 000

| 111 111
employer_branc Pearson 867 1.000

Correlation

Sig. (2-tmiled) .oag

M 111 111

The results show a strong positive correlation (r = 0.867, p < 0.001), indicating that an increase in employer branding
efforts significantly enhances candidate attraction. The statistical significance of this relationship underscores the
importance of employer branding as a crucial factor in an organization’s talent acquisition strategy. These findings align
with previous research, reinforcing the role of branding in shaping job seekers' perceptions and application decisions.
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5) Regression Analysis

A linear regression analysis was conducted to examine the extent to which Employer Branding predicts Candidate
Attraction.

REGRESSION
SVARIBBLES= enmplover branding
/DEPENDENT= candidate_attraction
/HETHCD=ENTER
SSTATISTICS=COEFF CI R ANOVA.

Model Summary (candidate_attraction)

Std.
Adjusted Error
R R of the
R Square Square |Estmate-
87 73 73 .35
ANOVA (candidate_attraction)
Sum
of Mean
Squares- | df Square F Sig.
Regression 40.10 1 40.10 | 331.12 | .000
Residual 13.20 | 109 .12
Total 53.30 | 110

Coefficients (candidate_attraction)

mndardizey
Unstandardized Coefficients oefficients 95% Confidence Interval for B
B Std. Error Beta t Sig. Lowvver Bound Upper Bound
(Constant) 48 .22 .00 2.25 | 026 Rl .91
employer_bran .90 .05 .87 | 18.20 | .000 .80 1.00

The model yielded an R? value of 0.75, indicating that employer branding explains 75% of the variation in candidate
attraction. The ANOVA results (F = 331.12, p < 0.001) confirm the model’s statistical significance. The regression
coefficient (B = 0.90, p < 0.001) suggests that for every 1-unit increase in employer branding, candidate attraction
increases by 0.90 units. The Beta coefficient (0.87) further supports the strong predictive power of employer branding.
These results confirm that organizations with strong employer branding initiatives can expect a substantial improvement
in their ability to attract top talent.

Findings

The findings of this study establish a strong and positive relationship between Employer Branding and Candidate
Attraction, with correlation analysis (r = 0.867, p < 0.001) indicating that improved employer branding significantly
enhances candidate attraction. Regression analysis (R? = 0.75, p < 0.001) further confirms that 75% of the variation in
candidate attraction is explained by employer branding, emphasizing its pivotal role in recruitment. The statistically
significant regression coefficient (B = 0.90, p < 0.001) suggests that a one-unit improvement in employer branding leads
to a 0.90-unit increase in candidate attraction. These results align with existing literature, reinforcing that a strategically
defined employer brand enhances an organization's desirability among job seekers. This research provides empirical
evidence supporting employer branding as a critical talent acquisition strategy, contributing to a broader understanding of
recruitment effectiveness from a student perspective.

Recommendations

Based on the research findings on employer branding and its impact on candidate attraction, the following
recommendations are proposed for organizations and HR professionals to strengthen employer branding and maximize
candidate interest in job opportunities:

1. Strengthening Employer Value Proposition (EVP): Organizations should articulate a compelling EVP
that highlights career growth, workplace culture, learning opportunities, and work-life balance to enhance
employer branding.

2. Enhancing Digital Presence and Engagement: A robust digital presence, including active engagement
on social media, job portals, and company websites, strengthens employer branding and attracts top talent.
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3. Leveraging Employee Advocacy: Encouraging employees to share positive workplace experiences
through testimonials, referrals, and professional networks enhances the authenticity of employer branding.

4. Personalizing Candidate Experience: Providing seamless communication, Al-driven recruitment
interactions, and transparent hiring processes fosters positive candidate perceptions and employer attractiveness.
5. Investing in Learning and Development Opportunities: Organizations should integrate structured
training, mentorship, and leadership programs to attract and retain early-career professionals.

6. Showcasing Diversity, Equity, and Inclusion (DEI) Initiatives: Actively promoting DEI policies and

success stories strengthens employer branding by fostering an inclusive and attractive workplace culture.
7. Data-Driven Employer Branding Strategies: Leveraging analytics on candidate perceptions,
application trends, and retention data enables organizations to refine and optimize employer branding efforts.

By adopting these evidence-based strategies, organizations can strengthen their employer brand, improve recruitment
outcomes, and foster long-term organizational success.

Conclusion

This research emphasizes the pivotal role of employer branding in influencing candidate attraction, particularly from the
perspective of MBA students transitioning into the job market. The findings establish that a strategically developed and
effectively communicated employer brand significantly enhances organizational attractiveness, shaping job seekers'
perceptions and their intention to apply.

Furthermore, the study highlights the importance of key branding dimensions, including workplace culture, career
development opportunities, and corporate values, in fostering candidate interest. By contributing both theoretical and
empirical insights, this research offers valuable implications for HR professionals, recruiters, and corporate decision-
makers in optimizing employer branding strategies. Sustained investment in employer branding initiatives can strengthen
an organization’s competitive position in recruitment and support long-term workforce engagement.
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