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Think of your employer brand as how your stakeholders (i.e., current 
employees, active and passive candidates, clients, customers, etc.) view 
your organization. If you’re successful, your image is “a great place to work.” 
This image makes recruiting and retention much easier. If you’re like most 
organizations, employer branding is an underutilized strategy to develop a 
high performing workforce. Now is the perfect time for an employer brand 
tune-up. 

As an employer, it’s important to understand that, when recruiting, job 
candidates will expect your organization to live up to its external reputation 
and that your own employees project a “brand image” each and every day they 
conduct business as representatives of your organization. Credible brands are 
created by what your employees do, rather than what your ads or blogs say. 
The better your employees are at what they do for you, the better your brand. 
All the more reason to develop a high performing workforce!

Best Practices 
Consider these best practices as you develop your employer brand: 

	• �Conduct research with your internal and external stakeholders to 
determine what makes your employer brand distinctive. 

	• �View employer branding as a recruitment strategy and a long-term 
recruitment advertising campaign. 

	• �Collaborate across departments (i.e., human resources, marketing, 
communications) to create a unified recruitment message. 

	• �Create recruitment advertising that conveys what it is like to work for your 
organization. 

	• �Promise what can realistically be delivered in the real employment 
experience. 

Next, look at your hiring process from the point of view of a job candidate. 
The process should run smoothly. As a business you work hard to make it easy 
for your customers to buy. Do you make it just as easy for your applicants to 
become your employees? How many hurdles must applicants jump just to get 
an interview? 

Marketing + Human Resources = 
Employer Branding 
Bring together your Marketing 
and Human Resources leads to 
develop a successful employer 
brand strategy. Employer branding 
is anchored in basic marketing and 
human resource principles. 

	• �Marketers seek out a target 
audience and clearly 
communicate a strong value 
proposition to compel folks to 
choose their offering. 

	• �Human resource professionals 
are focused on efforts to 
recruit, engage, and retain 
the top talent for their 
organizations. 

It’s Time to Fine Tune 
Your Employer Brand

MRA’s HR Hotline can help you!

866-HR-Hotline | 866.474.6854

InfoNow@mranet.org

mranet.org/24-7/hr-hotline
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All interviewers should be trained in proper interviewing techniques and should convey consistent information to the 
candidates. Hiring managers should make hiring needs a priority—to act on resumes more quickly and be able to—sell 
the benefits of working for your organization. To the extent possible and appropriate, all candidate questions should be 
answered.

Take the time to scrutinize what you have to offer job candidates. Examine your compensation and benefit plans to make 
sure they are competitive. Does your company value work/life balance? Is the corporate culture desirable? Then, look at 
your turnover statistics and safety record. Determine why good employees leave your company and do something about 
it. Evaluate if you offer star performers what they want. 

Finally, review your onboarding process to make sure new hires are provided with the information they need to be 
successful and are promptly and enthusiastically made to feel they are part of the team. After all, how they act and what 
they say is part of your employer brand. 

You’re not alone if your employer branding could use a bit of polish. Invest the time to tune up your employer brand 
strategy and you’ll attract stronger candidates.

This sample document is only an example and is based on the laws in effect at the time it was written. MRA-The Management 
Association, Inc. does not make any representations or warranties regarding the appropriateness or prudence of using this 
information for any particular individual or situation. Your company should add, delete, or modify the content of this document 
as needed to suit your purposes. This material is for your information only and should not be construed as legal advice. In some 
circumstances it may be advisable to have legal counsel review final documents prior to implementation. 

© MRA – The Management Association, Inc.
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As one of the largest nonprofit 
employer associations in the nation, MRA:

Serves 4,000 employers
covering one million 

employees worldwide. 

200 HR experts 
with more than 2,000 years of 

collective knowledge, experience 
and expertise.

Holds more than
2,000 Training 

events annually.

Offers more than
1,000 HR Guides 

templates, toolkits, and more.

MRA is Your TotalHR® Resource.


