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Abstract 
Marketers and practitioners assume that brands are among the most valuable asset for a 
company (Madden, Fehle and Fournier, 2006). Though, it is not surprising that the 
branding literature has traditionally paid more attention to the development of effective 
product and corporate branding strategies in order to increase the value of the company. 
The goal of such product and corporate branding strategies is always to attract, retain 
and engage customers. 

Recently, however, the branding literature has broadened its focus. Considering that a 
firm's first customers are its own employees, (Edwards, 2010) then, if the staff 
understand and wholeheartedly endorse the firm's marketing goals, they will take care 
of the external customers and ultimately the end users. Research suggests a close link 
between the happiness of customers and that of employees (Davies, 2008). For this 
reason companies have become increasingly interested in creating success in the 
external marketplace by first doing so internally.  

For this reason and due to the increasingly competitive labour market, firms have 
realized the importance of building a strong employer brand (Backhaus and Tikoo 
2004) and the need to develop effective employer branding strategies in order to 
become the employer of choice, to retain the talent and to provide a sense of 
identification and involvement, that is, employer commitment.  

Ambler and Barrow (1996) coined the concept of employer brand. An employer brand 
is the organization´s image as seen through the eyes of its existing and potential 
employees, and should not be confused with the consumer brand. The authors defined 
employer brand, as a bundle of functional, economic and psychological benefits 
provided by employment, and identified with the employing organization. The main 
role of the employer brand is to provide a coherent framework for management to 
simplify and focus priorities, increasing productivity and improve recruitment, retention 
and commitment of its employees. 
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Despite the limited research on employer branding, it seems clear that just as a well-
known consumer brand can generate attraction, trust, or intention to purchase with 
customers, a strong employer brand encourages internal and external results. Through in 
the inside of the firm, employer branding generates involvement and productivity (Knox 
and Freeman, 2006). This is what Burnman and Zeplin (2009) called brand citizenship 
behaviour (BCB), based on: willingness to help, willingness for further development 
and brand enthusiasm. Also, retention and loyalty to the firm have been studied as a 
consequence of employer brand activities.  

Outside the firm, employer branding activities increase the attractiveness of a company 
as an employer option in the short term and its value in the long term (Backhause and 
Tikoo, 2004). Besides, some authors enhanced the role assumed by employees as brand 
ambassadors that consequently improve interaction and the perception the customer 
already has (Punjaisri and Wilson, 2008). 

The purpose of this paper is to introduce a framework to study employer branding and 
its associated marketing strategies to develop a clearly differentiated employer brand 
value. This is important because the core of this topic is the brand, building the brand, 
making it “come alive” and the way it is perceived by employees or potential employees 
(Kimpakorn  and Tocquer, 2009).  

The contribution of this paper is firstly, to provide a better understanding of the key 
factors underlying employer brand value and secondly to contribute to the partially 
explored existing literature with a framework proposition based on brand value and 
brand commitment with a deep marketing orientation.  

This orientation together with a wide review of the nearly 15 years of research on this 
area in the academic field will allow us to suggest new topics to expand this research 
domain. 

Framework proposition 
Drawing on the discussion of the current importance of the employer band we map out 
the relationships of the proposed theoretical model. 

We posit that employer brand value (Merz et al., 2009) – a clear view of what makes a 
firm different and desirable as an employer– addresses brand commitment (Burman and 
Zeplin, 2009) –extent of psychological attachment of employees to the brand–, as the 
key source of different emotions and behaviours attributed to employer branding 
strategies. 

Employer brand value relates to the effect of brand knowledge, familiarity and 
associations on consumer response to the marketing of the product (Keller, 1993). In 
terms of employer branding, brand values applies to the effect of brand knowledge on 
potential and existing employees-The sort of awareness and/or associations will differ 
depending on whether one is already an employee or a potential employee. 

Employer brand awareness and employer brand associations propels potential applicants 
to apply. Further, employer brand value, through its brand personality and brand 
experience, should encourage existing employees to stay with, and support the 
company. (Kimpakorn and Tocquer, 2009).Though employer brand value is the desired 
outcome of employer branding activities, because it will exert a positive influence on 
affective brand commitment and on internal and external efficacy. 
Fig. 1, represents the entire model, differentiating the potential employer brand 
framework from existing employer brand framework. 
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Fig. 1. Employer Branding Framework Proposition 
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