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EMPLOYER BRANDING
MATTERS!

By Alicia Teo In an emerging economy dr iven by
information and services, value creat ion
i5 pr imari ly about people. In this
environment effect ive l inkage of human
resources nrategy to organizational
strategy followed by effectlve
implementation become criucal to
organizat ionalsuccess. Human Resource
practitioners can play a key roe, yet
Human Resource is frequently viewed
at a cost rather than a key strategic
resource. This interv ew with Ms Annie
Yap ofAYP Associates, a veteran Human
Resource Practitioner seeks to exp ore
steps Human Resource pract i t ioners
can take to enabl ish their  funct ion as
a key regource and thelr  ro ea5 pr imary
contr ibutors to the creat ion of value and
what i t  takes to achieve success in this
economrc upswrng.

HR Pract l t ioners need to quant l t  the
lin kag e between workforce contrlbution
and va lre created by the organisat ion.
l f  this l inkage is not establ ished th€
workforce and the Human Resource

funct ion wi l l  be viewed as disposable
costs, not strategic value contributors,
our chal lenge s to demonstate
tangible value from invest ing in the
intangible asset of workforce capability
and increase product iv i ty.  And there is
good, solid evidence that speaks to the
benefits.

According to Annie, the economy is
robust and growth looks good. The
Singapore Government has been very
successfu I in attract ng inveslments from
abroad. Singapore iswel l  posi t ionedand
strong. As she is focusing more on mid
to high end managerial ,  the sluggish
economic climate has not had dire effect
on her newly set up business. Owing
to the petitions of the local workforce
the Ministry of Manpower has clamped
down on employing foreign workers.
Other than these sectors, employrnent
scene has been good.

Employment Branding
Annie advised all employers to focus on



employment branding in orderto attract
good talents both locally and from
abroad- Employers should not neglect
employer branding because employees
are yourassets and they play a vital role
in helping you retain marketshare. Both
HR and marketing departments should
be in consta nt comm u n ication to ensure
talent retention. Employees will go the
extra mile to satlsfy your customers if
you treat them well. High turnov€r of
employees is cost ly and may result  in

Cutting Edge: Strategies fol
effe(tive employer branding
Employer bra nding k notjust a corporate
buzz anymore; it's an integral eiement ot
every HR professionall repertoire. With
the foreseeable battle for attraction and
fetent ion of talent looming large on
the business hofizon, every employer
is striving hard and positioninq itselfto
stand out as an'employer of choicel  A
recent survey by specialist recruitment
network Vedior Asia Pacific showed
that in Singapore, most companies
(76010) believe their employer brand is
successful in attracting and retaining
employees athough there is st i l l  a
79% who feh that there are still rooms
to improv€ their emp oyer branding
srraregy.

Attract ing talent wi l l  be the biggest
human capital  chal lenge for Singapore
organizations with retaining talent a
closesecond. AsSingaporelpopulataon
cont inues to age and'the economY
continuously growing, there is intense
pressure in the labour market. Hence,
employers need to create a unique
career in orderto atftact and retain their
talents. However, thiS process
t ime.

But what is employei bnnding?
Employer branding is the
developmentand communication

employeesl' as quoted by Derek Beny,
Mercer! Business Leader of Human
Capital ,  ASEAN and"i t  works a5 a f i l ter in
terms ofhaving the r ight people coming
in, and in terms ofretaining peopLel '

To attract talent, the organisation
need to promote and substantiate a
commitment to a well defined set of
values. This wa, employees will be
more motivated, more productive, more
loyal to the organisation. Demand
has outweighed supply of talents and
therefore it is important for employer
to create a culture in the company to
attractthe besttalent. lf you havea great
€mployer brand, more talents will be
attracted because everyone will want to
join a winning team or an organisat ion
with qood image.

corporate brand and employer
brand need to be aligned
Communicat ion plays a vi tal  role in
brandinq. Employers must always
understand the perceptions and beliefs
of prospective and current employees
about their  organisat ionl  cul ture and
brandpromise. lbel ieveinternalbranding
is a prelud€ to cofporate branding. The
art of listening is very important. This
is very lacking in most organizations.
We need to keep listening to both
current and prospective employees and
changing where necessary. While there
are some significant values like
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todayt younger generation. In
developing employer branding,
organizat ions need to al ign this with
their business objectives so that
managers from ail departments are
involved in every development process.
Once the employer brand has been
defi ned and implemented, consistency
and delivery is ke, professionals say.
Employer brand must deliver the
organisationl promise. One will not
know your employer branding i f  there
is no awareness and this could be done
through winning awards and accolades
and communicat ion through word of

Employer branding is
the development and
communication of a
company's culture and
values as an employer
in the marketplace,

Managementhasaveryimportantroleto
playin defining the company's employer
branding as wel l  as communicat ing
it. Labour is going to get tougher and
therefore itis importantfororganizations
to make room fora budget for em ployer
brandin9.

meritocracy and diversity
that dont changg
employees'mobility :

of a companyl culture and
values as an employer in
th€ marketplace. " lt is
really a framework for
def ining, managing and
communrcatrng
relat ionship both
current and pfosp
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Communi<ation! communiation!
<ommuni<ation!
This h vital. Communication must be
made between all levels. Like corporate
branding, communicat ion is important
for employer branding. Employer
branding needs to be in brochures,
websites, advertising program and HR
programs etc, HR must continuously
remindemployeestokeepthecompany's
culture and values alive, through
activities, tra inin9, newsletters orsimple
emailor any kind ofcommunicat ion. HR
must lead by example.

Your employee is your companys
ambassador and therefore who you
choose is important. Employees
<ontribute to the finan<ial success of
your company so it is important to

nurture and train them and treat them
well so that a good message is brought
across to your customers. Create
unforgettable moments for your guests
and em ployees. I used to work as Genera I
Manager of a leadjng bedding company
and their annual dinner involves not
only their staffalone but the customers
are also invited to the dinner This has
created a bonding between employee
and customer and thus they were able
to maintain their top market share
continuously. Three times a year they
were to have a celebration together in
the offce. This,lwould consider strong
employer branding.

Today with the advance of internet,
especially with the banking sector it is
almost impossible to speak face to face

with the bankeron yo!r needs.

With closer com mu nication, we can find
out why employees want to work with
us and what will make them stay. This
helps us de6ne our employer brand.
our employer brand mu5t match the
expectation in the market especially so
when you are trying to get the younger
generation talents to work with you.
HR is the most important stakeholder
in employer branding. A company is
considered to have a great employer
branding ifyou can see theiremployees
goal l thewayouttomakeita memorable
experience for visitors.

why Employer branding?
A good employer branding can win
heafts. Statistics has shown that it is
a vital c teria to attract talents. To be
effective, employer branding must span
the entire bu5ine5s and be implemented
at all levels. lt must have endorsement
and commitment at cEO and board
level and filter through the entire
organisation, lt isfar morethan a public
relations exercise. lt must be a genuine
commitment to a particular way of
operation, and must be consistent and
stand up to challenge.

A company is
considered to have
a great employer
branding if you can
see their employees
go all the way out to
make it a memorable
experience for visitors.

In a downturn, a strong employer
brand can improve morale and help
keep top people on board. By aligning
employee, su pervisor and ma nagement
behaviours, it can also ultimately
translate into more efficient processes,
better customer service and a more
complete and con5istent application
of the consumer brand. lf your
organisation can subscribe to a more
well defined set of values, the exercise
of attracting talents wjll be more
successful. Employees will definitely be
more motivated, productive and loyal.


