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Abstract—Employer branding defines an employer's rep-
utation as a potential employer, an employee's value propo-
sition, as opposed to a general brand name and value propo-
sition for consumers. Employer branding is an effective tool
for the purpose of creating competitive advantage. It facili-
tates the treatment of employees as internal clients and also
presents the image of the organization as a desirable place to
work. Thus, attract the most talented workforce. In recent
times, corporate social responsibility (CSR) has developed
into a vital part of business. Companies must integrate pub-
lic obligations towards internal as well as external stakehold-
ers in their operations. For any organization, human re-
source is the most important stakeholder group. Thus, em-
ployers should focus on improving the employer-employee
relationship. This study is conducted to determine the how
the social responsibility of the company supports the em-
ployer branding in companies and what CSR communica-
tion methods are used by the companies to improve em-
ployer attractiveness. The research process includes literary
analysis and empirical research and is based on content
analysis to find out relationship between social commitment
and employer branding.

Index Terms—Employer Branding, Stakeholders, Em-
ployer Attractiveness, public obligations.

I. INTRODUCTION

‘ N 7 ITH the development of the global economy, there

is a growing need for companies to acquire and re-
tain excellent talent to fulfill their desire to grow. Accord-
ing to Manpower Group study “54 percent of companies
reported skills shortages. Businesses in 36 of the 44 coun-
tries find it harder to attract more talented talent than in
20187 [1]. To compete in this new war of talent it’s time
for leaders to focus on strengthening of their organiza-
tions” employer brand. In 1996 Ambler and Barrow incor-
porated the term “employee symbol” into the field of
HRM research. Employer branding refers to applying
marketing techniques to the recruitment process and re-
taining employees [2]. They suggested that internal mar-
keting of employer brand helps to build greater level of
employee motivation and thus achieve enhanced customer
satisfaction.

Just as a business name makes a commitment to its
consumers about a product or service, an employer brand
makes a commitment to its current and prospective em-
ployees about the experience and opportunities they will
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have in that organization. In theory all employers have a
brand, but all of them do not successfully participate in
efforts to brand themselves as employers. Employee
branding is one of the many important factors that helps
the company to have competitive edge against the com-
petitors.

In modern times with a growing interest in sustainabil -
ity and corporate responsibility companies incorporate
these things into their operations and communication.
Now, companies are considered as a part of communities
where they operate. Each organization has a financial, en-
vironmental and social responsibility towards its stake-
holders. The main stakeholders of the company are em-
ployees. Therefore, it is important that company should
invest in human capital, which returns in gain in terms of
employees, company and society collectively. When an
organization considers its employees as an asset, it results
in a constructive effect on employees' motivation, perfor-
mance and loyalty. Motivated employees improve the per-
formance of the entire company and lay a solid founda-
tion for the type of employer.

Corporate social responsibility (CSR), related to people
and social well-being, of any company should begin from
within the organization and it should be communicated
externally in same manner. CSR has a positive impact on
employees’ physical and emotional well-being. It also re-
flects how the company is considered as an employer by
the outside people and potential employees. Thus we can
deduce that a company can use CSR to improve employer
brand value in both ways internal and external.

Prospective employees notice about the organizational
values and culture and check if they are matching with
their beliefs [3]. If they observe the features of the organi-
zation positively, they identify themselves with the com-
pany, so they are most likely to be associated with the
company [4].

A positive CSR image can enhance jobseekers’ interest
because of the pride that is expected from being associ-
ated with a responsible organization, apparent value fit
with the organization, and expectations about how the or-
ganization treats its employees [5]. The paper is trying to
determine the extent to which social responsibility of the
company supports the employer branding and what CSR
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communication methods can be used to improve em-
ployee attractiveness.

II. LITERATURE REVIEW

The term ‘Employer Branding’ was given by Simon
Barrow and Tim Ambler in 1996 at London School of
Business. They defined employer branding as: “Employer
branding is the package of functional, economic and psy-
chological benefits provided by employment and identi-
fied with the employing company” [1]. Another definition
says, “Employer branding is the process of building an
identifiable and unique employer identity” [4]. Definition
given by Richard Mosley defines employer brand as a
part of strategic human resource process and for its func-
tioning there should be cooperation among different func-
tions of the company: “Employer branding is an effective
commercial bridge between HR, internal communications
and marketing” [6]. The given definitions give a quintes-
sence of employer branding. Different business leaders
have also explained employment brand in their words. As
per Melanie Lundberg, AVP, Talent Management and
Corporate  Communications, Combined Insurance,
Chicago “An employer brand is the reputation a company
has in the marketplace as a place to work. It is how a
company is perceived by both current and future employ-
ees.” In words of Liuka Lobarieva, Brand Manager,
Sigma Software “Employer branding is how companies
say we are different” [7].

With recent research in field of CSR, its needs and im-
pacts various scholars have also included the CSR per-
spective to the employer branding. Research shows that a
firm’s socially responsible image influences stakeholder
engagement positively [8]. CSR practices of the organiza-
tion positively impact the employees and it can be seen as
increase of identification, association and commitment to-
wards the organisation, organizational citizenship behav-
ior and meaningfulness of work [9]. CSR improves em-
ployee commitment and productivity. Thus, it has positive
impact on organizational performance [10]. According to
global organization for CSR, ‘Business for Social Re-
sponsibility’, including CSR in business operations offers
several advantages in terms of improved investor appeal
and enhanced brand positioning. It also increases em-
ployee attraction, retention and motivational levels [11].
This means that CSR has positive impacts on both com-
pany and individual. A strong social responsive brand
emerges as a strong employer brand. Not only best HR
policies and competitive compensation, concern for soci-
ety and socially responsible behavior is also a budding
component of employer brand [12]. While studying atti-
tudes of millennial job seekers’ towards CSR,
Klimkiewicz & Oltra found that millennial job seekers are
engrossed by the CSR-based employer image [13]. The
social responsible behavior and CSR initiatives of the
companies improve the trustworthiness of the employer
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[14]. Thus, it can be deduced that along with organization
culture and best HRM policies.

Organisation
Culture

Employer
Branding

Fig. 1. Determinants of Employer Branding

III. PROPOSED WORK

In order to determine how CSR activities improve em-
ployer branding and how they affect the organization cul-
ture, an empirical case study of three Indian companies
was carried out. The companies identified for the study
are three Indian companies that are recognized among the
best employers over a period of time, namely TATA
Group, Infosys Ltd, and ITC Group [15]. These compa-
nies have huge employee base thus they largely depend
upon skills of workforce and they also need to focus on
employer brand value to make their employees motivated
[16]. Content of websites of these companies was ana-
lyzed to study about the communication of CSR activities
of the company. The content analysis was focused on con-
tent related to organization culture, values and employee
engagement.

IV. RESULT AND DISCUSSION

A. Observations

Tata Group: The Tata Group is one of the oldest and
biggest business groups of India. They are engaged in dif-
ferent CSR initiatives for a long time. They initiated labor
welfare programs before it was endorsed by law. The val-
ues come from within the organization. The core value
identified by the Tatas is ‘Diversity and Inclusion’. The
website mentions that the company is committed towards
being an equal opportunity employer [19].

“At the Tata group, we encourage and nurture all
forms of Diversity. We respect differences that are funda-
mental to an individual’s identity such as age, gender,
ethnicity, race, physical ability, mental ability, sexual ori-
entation as well as latent and invisible differences that
shape our perspectives like, education, work experience,
parental status, etc. We are committed to being an equal
opportunity employer, maintaining dignity and respect for
all.”
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Another factor identified is safety and health policy for
employees. The Tata Group promises for providing a safe
and healthy working environment for all employees and
an injury and illness-free work place. As per company eq-
uitable safety and health protection measures will be pro-
vided to all employees. The company aims to be world
leaders and to be considered as a benchmark in safety and
health performance in their respective business sec-
tors [18].

The Tata group carries out CSR activities in different
areas such as Health, Education, Empowerment and Envi-
ronment [20]. The group provides opportunities to current
and retired employees to participate in voluntary activities
for the community. Tata Volunteering Week (TVW) is
celebrated every year in month of March and September.
It brings together Tata employees, family members and
retired Tata employees around the world to participate in
different volunteering activities. ProEngage is a skill-
based volunteering format designed to bring together non-
profit organizations and motivated professionals. It is de-
veloped to help non-profits build and sustain their capac-
ity by utilizing volunteers’ professional and personal
skills and rich experience. Under ProEngage, Tata group
provides volunteering projects in areas such as HR, fi-
nance, business planning, IT, web design, social media
and marketing, mentoring and coaching to help non-prof-
its build and maintain their capacity. Tata Group has
launched Engage+. It is a platform where employees with
the required professional skills and experience, can be
awarded a full-time delegation for up to a period of 6
months, to lead and successfully complete an important
non-profit project [17].

Such opportunities provide motivation and sense of
recognition to the employees that they can make meaning-
ful contributions to the community, in addition to just fi-
nancial contributions. The Tata group has high employee
motivation and employer brand, this is also identified in
recent Harvard Study about 26/11 Mumbai Taj attack.
None of the Taj employee left the hotel during the tragedy
but stayed right through. They helped the guests to safely
come out of the hotel and in process many employees lost
their lives. Such commitment towards the workplace can
only be achieved by having highly motivated staff and a
strong employer brand [21].

Infosys: Infosys is one of the largest IT companies of
India. Infosys is flag bearer of values and ethics in busi-
ness. The company associates itself in the culture of inclu-
siveness and openness, and a mindset of exploration and
applied innovation. The company provides ample oppor-
tunities to employees to upgrade their skills and get
trained in different technologies [22]. The dedicated Edu-
cation and Research (E&R) department organize training
of employees in different technologies and domains.
These trainings help employees in achieving new chal-
lenges and taking up for future roles. Infosys values di-
versity and inclusion, and is committed to the principles

of equal employment opportunity. Infosys has been an
early adopter of a strong CSR agenda. Infosys has sepa-
rate CSR arm, Infosys Foundation, to manage CSR pro-
grams. Sustainable development of communities where
the company operates is an essential part of their CSR vi-
sion. Infosys CSR programs are focused in areas of edu-
cation, healthcare, destitute care, and rural development,
including building community empathy through employee
volunteerism. Infosys aggressively support employee vol-
unteering efforts [23]. The company provides different
platforms to employees to work together and form volun-
teer groups. Different fields for voluntary activities pro-
vided to employee are Education, Health, Nutrition and
Environment. Infoscions are provided with one year of
paid sabbatical for up to one year to work for designated
Indian NGOs on community projects [24]. SPARK pro-
gram is designed for IT training and mentoring of govern-
ment teachers and young students of rural areas. Infosys is
in collaboration with more than 400 colleges to enhance
the curriculum of technical education and making stu-
dents industry ready. Infosys largely depends on solar
power for its energy needs and usage of water recycling
and rainwater harvesting is practiced in each campus [25].
Through these initiatives the employees feel attached to
the society and this improves the association of employee
with the organization.

ITC Group

ITC group put forwards its vision of ‘Sab Sath Badhe’
through its website. ITC projects itself as an organization
that values integrity, creativity and passion [26]. Their fo-
cus is on continuous value addition to develop competen-
cies. The company provides different training platforms
for employees to improve their skill set. The company is
proud to be Indian and provides wide range of world class
products in Indian market. ITC’s practices of sustainabil-
ity and CSR are motivated by its vision to put the ‘“Nation
First’ [27]. ITC is one of the leading spenders on CSR in
India. In year 2019 ITC is ranked as 7™ highest spender
on CSR [28]. ITC continuously assess its contribution
along three dimensions of the ‘Triple Bottom Line’ - eco-
nomic, environment, and social. As a model contributor to
the Triple Bottom Line, for five years in a row ITC has
been 'Carbon Positive', for eight years in a row it is ‘Wa-
ter Positive' and for three years in a row it is 'Solid Waste
Recycling Positive' [29]. ITC’s CSR initiatives have cre-
ated positive impact in 188 districts in 25 states/ union
territories in India. ITC has a partnered with NITI Aayog
to improve the agriculture and allied sector in selected 27
Aspirational Districts of 8 states [30]. The employees of
ITC group value the CSR initiates take by company and
value the change bought about in the society by their or-
ganization [31].
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B. Comparison between the companies

All the three companies follow approaches for em-
ployer branding. The companies illustrate that the em-
ployees are a part of their CSR activities. The Tata group
focuses on diversity, inclusivity and health and safety of
the workforce. They have shown commitment towards
work life balance and voluntarism in employees. Infosys
has focused in strengthening employees’ capabilities
through training and innovation. It has also shown its in-
terest in reducing carbon foot prints and working towards
sustainability. The ITC group is keeping its ideas of ‘Na-
tion First’ in its functions and inculcates a sense of asso-
ciation with nation growth with the employees. All three
has shown that their CSR activities are committed to-
wards development of society where the company oper-
ates and working towards environment and sustainability.
Tata Group and Infosys are focused on giving opportuni-
ties to employees for enhancing their skills and also
putting their expertise to betterment of society through
paid voluntary sabbatical. Tata Group and ITC Group
both have diversified presence in different sectors; both
have a large number of people that are impacted by their
value chain. Thus, they have shown a huge commitment
towards the communities where they operate. The compa-
nies are using their website as a means to put forward
their CSR activities and voluntary work done by the em-
ployees, thus, showcasing them as better place to work.

V. CONCLUSION AND FUTURE WORK

The study shows that the CSR activities of the com-
pany develop a sense of identification and association in
company. The companies have identified importance of
CSR in branding process and they have aligned the CSR
functions along with HRM processes. Through employee
voluntarism the companies motivates employees to work
towards society along with their jobs. This gives job secu-
rity as well as purpose of work to the employee. The em-
ployee friendly and social oriented culture of the organi-
zation strengthens the employee brand. For harvesting op-
timal branding benefits the internal functions and the CSR
activities need to be communicated outside too. This can
be achieved through websites, annual reports, short fea-
tures etc.

Future studies can be carried out to find out various
CSR initiatives that impact Employer branding in a posi-
tive manner. Also, there is scope of quantitative studies to
ensure the impact of CSR initiatives of particular organi-
zation in terms of profit gained.
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