
If You Build It, They Will Come: 
The New Role of Employer Brand

Candidate Preferences,  
Behaviors and Motivators

This is the third in a four-part series from 
ManpowerGroup Solutions analyzing the  
results of its Candidate Preferences Survey.



Forward-thinking companies are  

leveraging their strong brands to attract 

and retain top talent. These companies are 

positioning their brand promise specifically 

for employees. For those companies who 

have not looked at their brand from a  

talent recruitment and retention lens, this 

requires new strategies and practices to 

deliberately enhance the brand promise  

and its potential to inspire talent to  

engage with the company’s mission.
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ManpowerGroup Solutions’ 2014 survey showed 
that one in four job seekers or candidates considers 
brand/company reputation to be one of the three 
most important factors in making career decisions. 
When job seekers are contacted by recruiters, brand 
reputation leaps to number two overall in priority – 
second only to the quality of the job description.  
This means that for many candidates, a company’s  
brand or reputation is as important as compensation 
and type of work as a motivator to apply for 
employment. And while candidates’ perceptions may 
be shaped in part by a company’s market brand, it 
is a company’s employer brand (e.g., vision, values, 
culture, transparency, relationship with current and 
potential employees) that has the greatest effect. The 
survey message was clear: build a strong employer 
brand and top talent will line up at the door. 

To understand how branding affects competition 
for today’s candidates, ManpowerGroup Solutions 
Recruitment Process Outsourcing (RPO), the  
world’s largest RPO provider, surveyed more than 
200 job seekers about their current employment,  
job search preferences and motivators. What 
emerged was a clear picture of the importance  
of brand and company reputation among candidates 
— along with insights about best practices for 
building an employer brand that will motivate top 

talent to seek out a company and top performers  
to stay with an organization.

BRAND: A POWERFUL 
MOTIVATOR FOR CANDIDATES
The data revealed the importance of brand and 
company reputation as a motivating factor in career-
decision making and identified candidate experience 
preferences that can be shaped by employer  
value propositions: 

Employment experience and  
brand as a motivator
Time in the workforce is positively correlated with 
brand reputation being important. The survey  
also revealed more experienced candidates will 
contact recruiters based on brand reputation.  
Finally, survey respondents with more experience 
indicated company brand reputation was among the 
top three factors in their career decision-making.  
It is likely that as individuals advance in their career, 
compensation versus culture may, respectively, 
decline and increase in relative importance. 

Recruiters are seeing an increasing significance 
placed on employer branding. Companies should 
place special emphasis on building their brand and 
investing in a strong employer value proposition 
(EVP).1 This is especially critical for industries 
experiencing the “aging out” of their workforce, 
in markets where the employer has low brand 
recognition, or in a competitive market where 
the employer may be struggling to build a robust 
talent pipeline of candidates to fill open positions. 
Although the connection between brand reputation 
and passive candidates (those applying to two or 

“Competition for top talent is where it all starts.  
And today’s talent is being bombarded by 
messages. How can employers build connections 
with candidates that separate them from the 
pack and position the company in advance as an 
employer of choice when a position opens up?  
The answer is employer branding.”   

Lisa Schiller, Vice President of Client Delivery 
ManpowerGroup Solutions RPO
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1 Employer Value Proposition (EVP) is a unique set of offerings, associations 
and values that positively influence target candidates and employees.
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Company websites serve as critical  
gateway for candidates
Nearly nine out of ten candidates (86 percent)  
use company websites as a primary source of 
information about a company. This includes the 
company website overall as well as human  
resources/hiring sections of the site. Search  
engine results (52 percent) and peers (45  
percent) ranked second and third, respectively. 

The practice appears to be even more important  
for candidates who consider brand a top three  
factor in making career decisions: nine out of 10 
identified company websites as an important  
source of information about companies.

Company websites are a critical component of 
brand development and represent an organization’s 
best opportunity to set the tone for the candidate 
experience. Employers should approach the 
organization and nature of their content strategically 
and from a candidate’s perspective. Job seekers 
want to know more about an organization, its culture 
and available roles before deciding to apply. Job 
descriptions are of special interest: 36 percent of 
survey respondents cited more detailed information  

fewer jobs during the last six months) requires more 
research, brand reputation may be a motivating  
factor for this important group as well.

Job stretching and brand as a motivator
Candidates who previously applied for a job they  
were under-qualified for were positively correlated  
with the importance of brand reputation. Such 
candidates appear to be “stretching” their skills  
and qualifications to fit a posted job description  
as a gateway into the organization.

Individuals who are attracted to a company’s brand 
may be proactively (and prematurely) seeking jobs  
with their preferred employers. This not only points 
to the usefulness of screening and assessment in 
recruiting among companies with strong brands,  
but to the opportunity to cultivate talent communities. 
Moreover, it speaks to the importance of creating 
a positive candidate experience for all applicants 
— regardless of their chances to be hired. 
Communicating with such applicants openly, honestly 
and quickly about their qualifications ensures a 
positive experience and reduces the potential for 
negative repercussions and feedback by applicants 
on job search sites and in social media.

Where do 
candidates  
seek  
information  
about  
jobs and 
employer 
brands?

Figure 1 0     10     20     30     40     50     60     70    80     90    100

Other 

Company  
website

News sites

Peers

Industry  
associations

Outside recruiter

Social media  
networks

????

Search engine  
results

Recruiter/ 
hiring manager

86%

52% 

45% 

31% 

30% 

27% 

22% 

13% 

  2%



  |    3

about the organization, the job opportunity and 
compensation as the most valuable information  
to them. 

Social media’s influence continues to grow
Nearly one-third of candidates (30 percent) used 
social media networking to gather information about 
an organization or open position. The most popular 
websites for this activity included Facebook, Google+ 
and LinkedIn. Instagram also emerged as a new tool 
among job searchers — especially among those 
respondents who were most comfortable with video 
technology. Among candidates who listed brand 
as a top three motivating factor in career decisions, 
Facebook, LinkedIn and Google+ ranked number  
one, two and three respectively among social  
media sites used. 

Savvy marketers have long recognized the  
value of social media in brand building. Similarly, 
today’s employer value proposition is strongly 
influenced by social and professional networking 
sites. Employers should develop strategies for 
monitoring and building their brand reputations 
in authentic ways on social media sites such as 
relevant content in the form of blog and social  
posts and targeted SEO optimization of  
that content.

Figure 2
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Employer review sites are part of the mix
Employer review sites (e.g., Glassdoor) were 
also used by candidates. Based on the survey, 
Glassdoor was preferred by younger candidates 
and candidates that would be motivated to apply  
to a job opportunity based on the industry. 

Technology has enabled new platforms that are 
influencers of brand and company reputation: 
the job review site. These anonymous qualitative 
commentaries (positive and negative) live in 
perpetuity on the Internet and result in a new type  
of ratings system that goes far beyond annual 
ranking lists such as Fortune’s “The 100 Best 
Companies to Work For.” Organizations need to  
monitor postings about their company and 
proactively use the sites as an opportunity for 
engaging employees in a dialogue about the 
organization and as a means for building brand 
equity with prospective candidates.  

Interviews influence brands
The overwhelming majority of job seekers expressed 
a preference for in-person and telephone interviews. 
Of the respondents 72 percent prefer an in-person 
interview with a hiring manager. In contrast, only 
2 percent preferred a video-conference or Skype 
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BEST PRACTICES FOR 
EMPLOYER BRANDING
ManpowerGroup Solutions’ research points to 
several emerging best practices for building brand. 
These strategies all place the candidate at the very 
center of the process. From new twists on old 
techniques to using video games to test skills and 
build a relationship with a company, employers are 
investing in building an engaging employer brand. 
Consider the following:   

Talent Communities
One of the most powerful strategies for attracting 
and recruiting top talent is the cultivation of talent 
communities. Talent communities are composed of 
people who may not be quite ready to apply for a job 
or for which there is no appropriate position open. 
As described earlier, ManpowerGroup Solutions’ 
research reinforced that among candidates for 
whom brand reputation was important, candidates 
may try to stretch their skills in order to qualify for an 
opening. Talent communities leverage that behavior. 
Community members include entry-level job seekers, 
but they may also include candidates for middle-  
and upper-management positions. 

Communications with community members is 
ongoing and purposeful in an effort to keep them 
engaged and view the company as an employer of 
choice, whether or not they are actively job seeking. 
The dialogue goes far beyond the creation of a 
static database or contact list. The advantage is 
that through ongoing communications, companies 
are building and maintaining a robust pipeline of 
talent before the need arises. It also presents an 
opportunity to better understand and profile talent  
for future opportunities. 

interview. Although candidates’ comfort level for  
the video interview was an acceptable 3.3 on a 
scale of 5.0, with 1 being “not at all comfortable” 
and 5 being “completely comfortable,” an in-person 
interview with a hiring manager rated 4.4. 

With talk in today’s HR departments about the 
efficiency of video conferencing as an interview  
tool, in the short term, candidates’ preferences  
are for in-person interactions. 

Regardless of its form, however, the interview is  
an important aspect of the candidate experience. 
Job review sites such as Glassdoor, allocate 
considerable space, content and importance  
to users’ interview experiences. Companies  
should seek to align their interview process and 
technologies with the essence of their overall 
brands and their EVPs. Interviewers should be 
acknowledged and trained for their roles as brand 
ambassadors and key influencers in building a  
talent community.

TALENT INSIGHT
“I believe in talent communities, in attracting and 
engaging with people as early as possible. If you 
wait until you need them, you don’t have the  
luxury of time and you don’t have the same  
depth in the talent pool. They are probably also 
already interviewing — and you have increased 
your competition unnecessarily.”    

Lisa Schiller, Vice President of Client Delivery 
ManpowerGroup Solutions RPO

Figure 4
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Employee Ambassadors
A new movement in today’s HR departments is 
engaging employees as brand ambassadors. 
Identifying and supporting engaged employees to 
speak out about the company and the workplace 
can be one of the most effective and cost-efficient 
recruiting tools available. Active and passive 
candidates likely find employee peer experiences 
more credible than many other sources of 
information. Employers are now providing employee 
ambassadors with platforms for sharing their  
passion in internal capacities (e.g., job training, 
onboarding), at job fairs, conferences and on  
social media. 

Employee Referrals
Increasingly, companies are harnessing the power  
of employee referrals to build talent communities  
and recruit for open positions. Employee referrals 
often provide the shortest lead-time for filling 
positions, with direct lines to high-quality hires  
and candidates that are good fits with company 
culture. Some companies are taking the practice 
a step further to institutionalize employee referrals 
as part of standard processes and culture where 
responsibility of referral generation is shared  
between managers and employees. Incentives for 
successful referrals can include compensation or 
non-monetary rewards.

Employee Engagement and Retention
Employer branding is not just for recruiting new 
talent; it can be an effective tool for increasing 
employee engagement and retention as well.  
Better yet, it can be a powerful tool for retaining  
high potential talent in terms of both skill set 
and cultural fit. Simple practices can range from 
old-school favorites like employee of the month 
programs, reward and/or recognition for specific 
contributions, a designated parking place, or  
a personal note from the CEO for a job  
well done.

Social Media
Some employers prohibit employees from talking 
about the workplace on social media. Savvy 
companies encourage employees to use social 
media. Companies should encourage employees 
to speak freely rather than try to control their 
messaging, but this requires some training on what 
is expected in terms of tone, content and overall 

appropriateness. While employers acknowledge 
such policies must be error tolerant, the authenticity 
of voice and the creation of trust among employees 
have outweighed the downside risks. 

Interviews
As the results of the ManpowerGroup Solutions’ 
research showed, candidates clearly prefer in-person 
interaction (either face-to-face or by phone) when it 
comes to the interview process. Both the tone and 
process of interviewing have powerful impact on an 
employer brand. Employers are increasingly focused 
on making the interview process more candidate-
focused, streamlined and transparent. Getting the 
right people in front of the candidate faster and 
personalizing interviews means candidates will walk 
away with a positive experience — a reflection on  
the employer and overall company brand regardless 
of the outcome. 

Alignment of HR and Marketing 
In an age of talent shortages and skill gaps, those 
companies with the best talent will win. Successful 
companies are aligning their marketing and HR 
departments to create powerful and effective employer 
brands. The two departments leverage each other’s 
strengths in defining the company’s EVP and in 
enhancing talent acquisition strategies. Marketing 
and HR can come together around a meaningful 
dialogue about why candidates would want to work 
at the organization, defining the company culture, and 
developing messages and strategies for persuading 
the most qualified candidates to join the talent 
community or take a position. Ideally a company’s 
employer brand is in complete alignment with the 
company marketing plan. 

METHODOLOGY
The Candidate Experience Survey was 
an online survey distributed to job-
seekers throughout the United States. 
230 total respondents completed the 
20-question, primarily multiple-choice 
survey. Results have a 5.4 percent error 
rate at the 95 percent confidence level. 
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Alignment of Managers and Recruiters
When it comes to hiring there is an old adage: 
people join an organization but they leave a manager. 
Even the tightest alignment between marketing and 
HR can ultimately lead to poor results if managers 
and recruiters are not on the same page about 
employer brand. Employers need to reflect internally 
the cultures described on their websites or risk 
having employees expose the contradiction. Some 
companies have a range of managers with differing 
opinions about what the culture is and how they 
communicate it. From the candidate perspective, 
this can come off as an employer “bait and switch” 
proposition with a negative impact on organizational 
reputation. Companies are increasingly realizing 
that the alignment of managers and recruiters with 
employer brand creates an environment where 
people both talk the talk and walk the walk. To this 
end, best practices with recruiters include being 
very specific and consistent about the information 
conveyed about the company.

Polls and Surveys
Some companies have even started incorporating 
candidate polls and/or surveys into their recruitment 
and hiring processes. The act of surveying 
candidates serves two purposes: 1) it provides timely, 
valid feedback about the candidate experience, 

assessment of strengths and weaknesses of the 
employer brand, and 2) the survey itself sends a 
powerful message to potential candidates that their 
feedback matters to the company, no matter what 
the outcome of the process is. The opportunity to 
provide feedback may also, in itself, be cathartic 
for the candidate, mitigating the effects of negative 
experiences and/or the subsequent need to 
broadcast them through social media or job rating 
sites. Leading organizations are harnessing the data 
from candidate, polls and surveys and translating it 
into talent acquisition strategies.

Gamification
Employers are increasingly looking to games and 
technology as a means of immersing people in  
real-life challenges that demonstrate their job skills 
and simultaneously engage candidates with the 
employer. For many millennials, gamification also 
makes a powerful statement about the employer 
brand and a company’s willingness to meet them 
where they live. Some companies even employ  
game developers as part of their recruiting budgets. 
And while the practice is best known for recruitment 
practices by the armed services, games that test 
candidates’ skills for assembling pizzas have also 
been put into use.

Employer brand is an increasingly powerful tool for creating competitive 
advantage in today’s marketplace. HR professionals who build and reinforce a 
compelling, candidate-centric dialogue with employees and potential employees 
will find that top recruits will come to them — creating a robust talent pipeline 
for filling present and future positions within the organization.
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EIGHT KEYS TO  
BUILDING EMPLOYER BRAND
Employers can position themselves to attract and retain the best talent by making 
employer brand a priority within the organization and developing a cohesive strategy  
of execution. Here are eight tips for doing that:

1. Be Candidate Centric Take into account passive 
candidates’ unique motivators, needs 

and life stages, then customize 
approaches/materials for them.

4. Be Informed

Constantly evaluate tools from Twitter 
to Facebook, Glassdoor to Get Rated! 
Do not discount a new tool as it may 
wield real in�uence in the marketplace. 

5. Be 
Creative

Take a fresh look at your existing 
candidate-facing content  (e.g., job descriptions 

to website) and generating new media. 

6. Be 
Proactive

Build a robust pipeline in advance and 
reinforce the employer brand through 
ongoing dialogue to attract top talent 
and loyal passive candidates. 

7. Be 
Reactive

When a negative or positive review is posted or 
submitted, thank the submitter, address the comments 

and, if appropriate, follow up when if needed. 

Employer reputation is increasingly being shaped online — 
often by forces employers fear they have little control over. 
Face the new market dynamics head-on and take action.

8. Be Bold

3.Be ConsistentThe employer brand should 
speak in one voice with consistent tone 

and core values across job postings, 
blogs, interviews, onboarding, etc. 

2. Be Authentic

Savvy users of social 
networking sites engage and 
encourage brand ambassadors 
in authentic social media 
participation rather than control. 
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For some HR professionals it may be a hard pill to 
swallow that employer reputation is increasingly being 
shaped online — often by forces they fear they have 
little control over. However, hesitation or denial is no 

solution. New marketplace dynamics require courage 
beyond the usual limits of conventional thought. When online reviews are negative, do not be defensive. 

Address the issues being raised and, if appropriate, 
follow up when they have been rectified. When reviews 
are positive, use it as an opportunity to provide deeper 
insight as to why it is important to the company and 
how it reinforces the EVP. Authenticity matters.

Cultivate talent communities for months  
(if not years) before the company needs to fill 
open positions. By building a robust pipeline 

in advance and reinforcing the employer 
brand through ongoing dialogue, a company 

can secure real competitive advantage 
for attracting top talent and loyal passive 

candidates when openings arise. Make 
joining a talent community as easy as one 

click on a website or mobile device.

Some companies have not rewritten job requisitions/job 
descriptions in 10 years. Take a hard look at company 
job descriptions and those of competitors with whom a 
talent pool is shared. Make sure they talk about why a 
candidate would want to work at the company and why 
people stay there. Likewise, encourage the use of less 
traditional creative outlets such as “selfie videos” of 
daily workplace activity by employee ambassadors or 
testimonials to convey the employer brand. And think 
creatively about how to better use the employment 
section of the company’s website.

Employers need to be aware of what is being  
said about them – good and bad – true and 

untrue. Perceptions are reality for job candidates. 
Have a technology team constantly evaluate all  

the tools out there from Twitter to Facebook, 
Glassdoor to Get Rated! Do not discount a new 

tool that has only been around a few months as it 
may wield real influence in the marketplace.

From job postings to employee blogs, from 
interview experiences to onboarding and employee 
development, the employer brand should speak 
in one voice with consistent tone and core values. 
Consistency will avoid the perception of the “bait 
and switch” candidate trap as well as speed the 
development and strength of the employer brand. Put 
marketing guidelines in place for recruiters so they 
know what messages to impart about a company. 

The emotional connection with candidates is more 
important than ever. It is what separates one employer 
from another among today’s job seekers. Resist the 
impulse to attempt to control what brand ambassadors 
say and do on social media as a company might 
for public relations efforts. Savvy users of social 
networking sites can spot contrived or forced 
contributions that seem inauthentic. Such activity can 
actually do more harm than good to employer brand. 

The most successful HR professionals look at talent 
through the lens of marketers and apply marketing 

tools to their sourcing and recruiting processes. 
This appears to be especially important in attracting 

candidates who have been in the workforce for a long 
time. Taking into account passive candidates’ unique 

motivators, needs and life stages, then customizing 
approaches/materials for them, will engage them in 

ways they are not being engaged now.
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MORE ABOUT THE RESPONDENTS 

Overall, the job seekers surveyed represented a cross section of age, income, employment 

status career level and industry: 58 percent were full-time employees, 12 percent part-time 

employees, 7 percent independent contractors and 16 percent unemployed. With respect to 

career level, experienced non-managers accounted for the largest group at 37 percent, followed 

by managers (26 percent), senior-level managers (6 percent), entry-level employees (6 percent) 

and senior executives (5 percent). Represented industries included banking, hospitality, retail, 

telecommunications, construction, manufacturing, energy, defense / aerospace, computer 

hardware and software, healthcare / health services / pharmaceuticals and education. 

Respondents were broadly spread across all of these industries.   
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ABOUT MANPOWERGROUP SOLUTIONS 

ManpowerGroup Solutions prides itself on the ability to analyze and forecast  

trends impacting the world of work and the marketplace. As skills and available 

talent change and marketplace priorities shift, it is critical for organizations to 

have timely, relevant, and accurate insights into the global workforce. With this 

in mind, we make significant investments to understand and share observations 

around macro-trends (e.g., demographics, employment, economics) and their 

likely impact on talent sustainability.

www.manpowergroupsolutions.com
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Join the conversation on ManpowerGroup Solutions’ 
social media channels:
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ManpowerGroup
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@MpGrpSolutions
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Recruitment Process Outsourcing

100 Manpower Place 
Milwaukee, WI 53212 
USA
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