Employer branding definition:
Employer branding in the context of recruitment is the package of psychological, economic, and functional benefits that potential employees associate with employment with a particular company.
the employer brand is to be understood as the set of distinctive images of a prospective employer, which are manifest in the minds of the target groups – potential employees (Meffert, Burmann, & Koers, 2002; Petkovic, 2004).
Brand equity definition:
brand equity can be defined as ‘the effect of brand knowledge on potential and existing employees of the firm’. (Backhaus & Tikoo, 2004).
Involved departments: (the reason we bring HR and Marketing in the meeting)
the link between the human-resource-management function and marketing (see Martin, Beaumont, Doig, & Pate, 2005). Both marketers and HR specialists need to be aware of the impact of their actions on each other’s branding objectives, and, as much as possible, need to align their efforts.
Other companies:
The impact of employer branding on both potential and existing employees is articulated by Dell, Ainspan, Bodenberg, Troy, and Hickey (2001, p. 10) who assert that ‘the employer brand establishes the identity of the firm as an employer.
Effects:
Employer branding affects the company profile by sending employer brand signals to recruitment markets.
Material to present and the explain:
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employer brand signals reduce potential employees’ information costs, and influence their perceptions of job quality and the risk associated with joining the company.
Employer attractiveness is the set of ‘envisioned benefits that a potential employee sees in working for a specific organisation’(Berthon, Ewing, & Hah, 2005).
Clear communication of the employer brand and absence of bias in brand signals give rise to a credible position in the employment market.
Clarity:
Following Erdem and Swait (1998), we assert that the clarity of a brand signal is determined by unambiguous information conveyed by the employer’s brand.
· Greater brand clarity leads to increased credibility of the employer’s brand message. 
· Greater brand clarity leads to lower perceived risk associated with the employer.
· Greater brand clarity leads to lower information costs associated with gathering information about the employer.
· Greater brand clarity leads to increased perceived quality of the employer.
Credibility:
credibility of the employer brand signal is dependent on their evaluation of the trustworthiness of the prospective employer (Hoeffler & Keller, 2002), and potential employees’ perceptions of the willingness and ability of the prospective employer to deliver what is promised (Erdem & Swait, 1998).
· Greater brand credibility leads to decreased perceived risk regarding the employer. 
· Greater brand credibility leads to decreased information costs regarding the employer.
· Greater brand credibility leads to increased perceived quality regarding the employer.
Consistency: 
Brand consistency has both substantial and temporal dimensions.
substantial dimension of brand consistency refers to the degree to which each employer brand signal reflects the intended whole (Buss, 2002; Erdem & Swait, 1998), and the degree to which these signals are aligned with the overall objectives of the firm and associated product and corporate brands.
The temporal dimension of employer brand consistency reflects the extent to which employer brand signals are consistent over time.
· Greater consistency leads to reduced perceived risk regarding the employer. 
· Greater consistency leads to decreased information costs regarding the employer.
· Greater consistency leads to higher employer brand credibility.
Brand investment: 
The credibility of employer brand signals is likely to be dependent on the level of investment that the organisation makes in its employer brand.
Greater brand investment is associated with greater employer brand credibility.
Impacts on Employer attractiveness: 
If potential employees have to commit high levels of resources in order to gain insights into a company, they may associate higher risk with joining the company and perceive the company as a less attractive prospective employer. If the information gained via signals is promising, perceived risk is reduced and the anticipated quality of a job enhanced. Consequently, potential employees will perceive the employer as more attractive. Briefly:
· Information costs decrease employer attractiveness. 
· Perceived quality of the job increases employer attractiveness. 
· Perceived risk decreases employer attractiveness.
consideration set:
for an employer brand signal to have an effect on a potential employee’s decision-making process, the company has to be in the consideration set of the potential employee, membership of which is often determined by the industry in which the firm is embedded or location where the firm is based. 
SO: If the potential employee has insufficient, inconsistent, or incorrect beliefs about a prospective employer, potential employees may perceive high risks associated with joining the organisation and consequently remove them from their consideration set of prospective employers, selecting an alternative employer for which they perceive less risk.
The relationship between employer brand credibility and the perceived quality of the firm as a prospective employer is only relevant if a company is already in the consideration set of a potential employee.
Experience:
Within the context of brand clarity and brand consistency, we find that the experience of potential employees influences their opinions. Respondents with more experience of the workplace were more reflective and critical in their evaluations of prospective employer brand signals.
Conclusion:
effectiveness of a brand signal to potential employees is dependent on the consistency, clarity, credibility, and associated investments in the employer brand.
for an employer brand signal to have an effect on a potential employee’s decision-making process, the company has to be in the consideration set of the potential employee, membership of which is often determined by the industry in which the firm is embedded or location where the firm is based. Prospective employers should also consider the work history of potential employees when developing their employer-branding strategies (employee work experience).
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