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The link below is the 5-minute recorded video presentation. The 1000 word supporting detail is written starting from the next page. 
Video Link: https://uowtsd-my.sharepoint.com/:v:/g/personal/2213804_student_uwtsd_ac_uk/EWYATJI9Ki1GntDntNAaUHgBXLUFgtvAeRq0MH3U9CeLnA?referrer=Teams.TEAMS-ELECTRON&referrerScenario=MeetingChicletGetLink.view.view
















The 1000 word supporting detail about the employer brand.
Introduction
With the development of globalization and internationalization of markets, the competition gradually rises for employers and companies especially the transnational corporations. In addition, globalization brings the mobility of populations which means that people from different countries could potentially become the competitors in the labor market (Azhar & Rehman & Majeed & Bano, 2024). Therefore, employer brand is created as an effective tool for organizations to retain the group of skilled employees within the competitive business environment (Azhar & Rehman & Majeed & Bano, 2024). Specifically, since brand is extremely essential for products and marketing, managing brand is vital for companies. Additionally, for the department of human resources, branding is increasingly applied. Employer brand is usually defined as the strategy to effectively describe the reputation of the organization as well as the value proposition for both current and potential employees (Dabirian & Paschen, 2019). A strong and effective employer brand could highly retain employees because companies and employers highlight the values and value creations for these employees (Dabirian & Paschen, 2019; Kanwal & Hoye, 2024). Therefore, this video presentation involves the topic of employer brand specifically including what is employer brand and what are the components of it, who is the organization looking for to retain, and how to evaluate and monitor the success of the purposed employer brand. 
	




















Main body 1: What is the employer brand and what are the key components of employer branding
	In terms of the work of Lievens & Slaughter (2016), the general employer brand could be divided into two main categories, one is internal employer branding and the other one is external employer branding. Specifically, external employer branding could be linked to organizations’ employer image, which could be used to retain the potential employees in the labor market. However, for the group of current employees, the internal employer branding is treated as a useful tool for value creations (Lievens & Slaughter, 2016). Additionally, according to the work of Theurer & Tumasjan & Welpe & Lievens (2018), employer brand builds an identifiable and unique employer identity. Technically speaking, employer branding could be treated as or look like an identifier that summarizes the vital aspects such as employer image, employer reputation and so forth. Furthermore, the employer brand equality rises recently mainly describing the added value of favorable employee response to the employer branding. Therefore, having a strong and effective employer branding is essential for the development of organizations and recruitment of potential employees. 




	Main body 2: who is the organization looking for to attract and why are these people essential for organizations
	Based on the work of Azhar & Rehman & Majeed & Bano (2024) and the work of Carlini & Lacono (2019), employer branding is frequently used in organizations as a useful and effective tool to attract skillful employees and workers in the labor market, which could then distinguish or differentiate with other competitors. Therefore, the skillful employees are the group of people that organization is looking for to attract. The reason why organizations are looking for to attract as well as retain these skillful workers is that people or labors are one of the essential means of productions. If an organization lack of skillful employees, the high-quality products could not be manufactured and it will tend to lose market share within the commercial competition (Sandhu, 2021; Stor, 2021). 









	Main body 3: why employer brand could enhance effectiveness of employees in organization and how to evaluate success of employer branding.
	According to the work of Azhar & Rehman & Majeed & Bano (2024), employer branding is extremely crucial for human resources and even the whole organization and it could also boost the development of organizations as well as employees’ performance. The reason why employer branding could enhance the effectiveness of workers is that employees’ loyalty and commitment could be maximized if employer put the value creation at the high place (Buzzao & Rizzi, 2024; Ghielen & Cooman, 2021). Therefore, it is necessary to make evaluation on whether the strategy of employer brand is successful or not. Based on the work of Ghielen & Cooman, (2021) and the work of Kanwal & Hoye (2024), employer brand could be measured and evaluated based on the model of employer brand management. Specifically, this model should be extremely flexible so that it could overcome the changes of labor market. In addition, some inevitable factors cannot be ignored such as the scale of organization, the traits of the market and so forth. Basically, surveys could be distributed, and data could then be collected for further analysis. It is a frequent model used in the evaluation process. However, many other approaches could also be used for assessment of employer branding. Nevertheless, every approach of assessment share a common aim, which is to build a strong and positive employer branding. 
Conclusion
	The employer brand describes the reputation of firms as well as the value proposition for both current and potential employees. A strong and successful employer brand could help organizations as a whole gain competitive advantages compared with other companies within the same industry directly. It is frequently used in the department of human resources in organizations at present, and it is projected that it will be used more frequently in the near future because the competition is expected to rise with time passing by due to globalization and internationalization of markets. In order to make evaluations of the success of the employer brand, it is useful to refer to the model of employer branding management, which is the most frequent model used in the evaluation processes. Therefore, it is beneficial for organizations to make a strong and successful employer brand in order to attract and retain more potential employees in the labor markets to join due to the fact that people are one of the essential means of productions. If organizations lack skillful workers and labor force, these organizations would tend to lose market share within the global competitions.  
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