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ABSTRACT: Employer branding isn't intended to supplant 'old school' hiring techniques, where one recruits 
with a phone book and a list of applicants, but it provides today's recruiters an extra aid to discover and bring 
in talent.The purpose of this research is to find which factors employers should keep in the limelight while 
planning their employer branding strategies. This paper uses the employer attractiveness scale to find the 
attributes contributing to employer branding, which again is expounded to the attraction of potential job 
seeker in the information technology sector in India. Amidst the various attributes that were studied, work 
culture and career opportunities come out as two of the most powerful influences among the job seekers in 
this sector and is directly related to their intention to apply. To analyze further, the perception among various 
genders and people from various place of residence regarding these factors were also studied. 
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INTRODUCTION 
Organizations once focused on managing and controlling their limited resources alone, completely ignoring 
the importance of their workforce. Then the only way to succeed was to somehow box out their competition. 
In contrary, innovation has entered as the key player of competition in today’s world and therefore 
the material approach of the businesses has now changed. Today, they focus a lot more on organizing 
themselves around their talent. 
Adding to the same, it is no longer an unnoticed point that the millennial generation is entering into the 
working sector (Ng Schweitzer, 2010). Along with this change, the companies are facing a shift in the needs 
and priorities of this set of their employees (Cennamo & Gardner, 2008). ‘Maternal leave’ is no more 
restricted to three months’ period or just to expecting mothers, and after retirement benefits are not 
guaranteed. Moreover, acquiring a potential employee continues to remain a matter of concern for every 
company, which in turn propel the company to pay heed to this changing trend. Even then several times the 
company fails to attract the right talent or retain the talented employees (Chapman et al., 2005) 
The above problem arises due to the conditions prevailing in the market. Considering the vast pool of 
opportunities in the labour market space, what are the factors that would make a talented worker choose 
your company? (Beechler,2009) The answer to this is ‘employer attractiveness’. Employer attractiveness is 
understood as how well the employer is capable of getting the congruous candidate in competence and skill 
into their pool of applicants (Lievens et al., 2005). In today’s scenario, ‘job and security’ is being rapidly 
replaced by ‘talent and opportunity’ (Gans, 1992). 
But the next question that arises here is what makes the company a great place to work for, in the eyes of 
job seekers? It’s the quality of the people working there that makes the business (Eriksson,2000). So, how a 
company is being reflected outside becomes the top priority for the human resource management. Simply 
knowing the key points of a company that makes it attractive internally (employer attractiveness) doesn’t 
serve the purpose. It also requires to communicate the same to the existing employees as well as the 
prospective hires that why this company should be their first choice for an employer (employer branding) 
(Broek, 2015). Employer attractiveness also brings in many other added advantages like widespread 
recognition, popularly discussed products and services and good workforce (Lievens et al., 2005). 
According to a study conducted by Harvard Business Review and ICM Unlimited, companies with bad 
reputation are expected to spend at least 10% more per hire, i.e. the companies needed to pay $4,723 in 
order to convince a candidate to accept a job offer at a company with a poor employer image(Burgess, 
2016). 
Even after knowing the importance of employer attractiveness, the information about potential hir ing 
organizations with job seekers is very limited (Braddy et al., 2006) and furthermore the skilled job seekers 
will definitely have multiple job offers from various employers. So, the information prevailing in the market 
should be convincing enough to attract these job seekers to join the organization. Before advertising or 
circulating organization related information, it becomes crucial for an employer to know what their targeted 
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audience desires for. Accordingly, the employer can emphasize on the preferred attributes and highlight 
them among the potential job seekers who in turn would attract them to join the organization, and not end 
up hiring the wrong talent.  
The present study focuses on identifying the most preferred attributes in an employer among the final year 
students in the information technology domain and also how the organization can advertise these attributes 
for effective employer branding. 
 

LITERATURE REVIEW 
Various attributes like the job location, work environment, work dynamics effect the choice of the job 
seekers’ (Berthon et al., 2005). The sort of work, workplace culture, organization image, person-
organization fit and perceptions formed during the recruitment process also plays a major role in drawing 
the attention of the job seekers. The way the person forms an opinion regarding self goals in congruence 
with the organization’s goals, the justice perceptions and the work environment are the strongest predictors 
of job– organization attraction (Chapman et al., 2005). 
The way any organization portrays their image and information in their recruitment website or any job 
seeking website influences the attractiveness of that employer among the job seekers, which is an important 
way to gather talent by the organization. Present job seekers want more of hyperlinks giving out insights 
about the organization and the job role, rather than some graphics on the website about the vacancy which 
helps them to narrow down the list of employers they want to work with. Para-social communication with 
the crowd also attracts them(Allen, 2013). The word of mouth is one of the most important publicity of 
employer attraction. It may be by the interaction of the present employees with the potential new ones, 
what opinions they exchange etc. It gives an idea to the applicant about the person-organization fit and they 
can choose the organization crucially rather than end up hopping from one job to another later (Bhatnagar 
& Srivastava, 2008). This person organization fit helps not only the employees to put in their complete effort 
and work with full potential but also ultimately leads to a competitive advantage in the existing market 
opportunities (Voelpel et al., 2006). 
Even a few of the boss qualities are certain for corporate notoriety, which again is identified with fascination 
of potential representatives. In particular, advancement esteem, mental esteem, application esteem, and the 
utilization of online networking emphatically identify with corporate notoriety, which is therefore, 
decidedly connected to goals to apply for an occupation. Mental esteem, which is the most grounded 
indicator, is moreover specifically identified with aims to apply for an occupation(Sivertzen, et al., 2013) 
Promoting a genuine value exchange over the seriously obsolete mental contracts is what's required in the 
present competitive landscape (Wilden et al., 2010). An organization must recount a genuine and convincing 
story if it hopes to excite aspirants and allure the talent they seek(Michaels, 2001). Constant improvement in 
the culture is advised in order to keep their current talent. Leading the trend are the organizations that look 
beyond the picture portrayed by the resumes or even observing behavior outside of the office (Ravasi, 2006) 
 

PURPOSE 
The basic purpose of this research was to examine empirically the attributes affecting the attractiveness 
towards an employer in the IT sector under study. The reason to take up this sector was that IT sector is one 
of the fastest growing sectors in the country. According to the reports of NASSCOM, the IT sector of India is 
the fastest growing contributor in the nation’s GDP. Technology growth forecast from Gartner (5.8 to 6.7%) 
and Forrester (3.9 to 5.1%) show upward revision – Digital spend to drive growth (“Catalyzing the 
Ecosystem for A Trillion Dollar Digital Economy 20 Feb 2018, Hyderabad,” 2018) . Therefore, will be the 
highest employment sector in the coming years. This increases the importance of the study. 
 Since the job description can be considered as the reflection of the Internal Brand which is in complete 
control of the employer, this study’s kingpin remains only the External brand image that is basically a 
perception which is formed as a result of how well the marketing expertise of the employer project himself 
appropriately, along with various psychological functions (including perceptual distortion, selective 
perception, and congruence, to name some), and is thus relatively less controllable (Vaijayanthi & 
Shreenivasan, 2011). 
 

METHODOLOGY 
The current empirical paper includes a structured literature review and a quantitative method, the 
questionnaire. The survey used  the Employer Attractiveness Scale developed by (Berthon et al., 2005). 
Sampling technique: The type of sampling for the questionnaire is non-probability sampling. Under non-
probability sampling, convenience sampling and snowball sampling is used. This is because the respondents 

https://www.forbes.com/forbes/welcome/?toURL=https://www.forbes.com/sites/georgebradt/2015/01/07/how-to-win-the-war-for-talent-in-2015/&refURL=&referrer=#7dd91a2b19da
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have to be chosen among those who are final year students in different engineering colleges (convenience 
sampling), who were further requested to forward the questionnaire among their classmates (snowball 
sampling). Time and cost being a limitation, convenient sampling and snowball sampling is most suitable. 
A total of 174 responses were collected. To test the reliability, validity and for analysis the statistical 
software package SPSS 20.0 was used. The reliability of the questionnaire was tested using Cronbach alpha.  
The questionnaire consisted of total 30 items. The Cronbach alpha for all items is 0.9, which shows that the 
items have relatively high internal consistency and that the scale is reliable. An exploratory factory analysis 
was used to identify the factors affecting the attractiveness to an employer. 

TABLE -1: DEMOGRAPHIC PROFILE 

DEMOGRAPHICS CATEGORY FREQUENCY PERCENT 

Place of residence East India 51 29.3 

North India 47 27 

South India 51 29.3 

West India 25 14.4 

Total 174 100 

State of institution East India 23 13.2 

 North India 49 28.2 

 South India 93 53.4 

 West India 9 5.2 

 Total 174 100 

Gender Male 75 43.1 

 Female 93 53.4 

 Transgender 6 3.4 

 Total 174 100 

Educational qualification BCA 23 13.2 

MCA 29 16.7 

M. Tech 21 12.1 

Total 174 100 

   Work experience  Yes 40 23 

No 134 77 

Total 174 100 

   Marital status Married 5 2.9 

Unmarried 169 97.1 

 
          Company                  IBM                   20                   11.5 
      Infosys            82                   47.1 
      Capgemini      24                  13.4 
      Wipro               48                   27.6 
      Total               174         100 
 

FACTOR ANALYSIS 
The test of exploratory factor analysis was done to identify the important factors that influence a job seeker 
while applying for the job. This method was used with varimax rotation. The factors include the items that 
have factor loading of 0.4 and above(“Hair et al_2010.pdf,” n.d.). 
 Table 1 shows the results of factor analysis. The Kaiser-Meyer-Oklin (KMO) is 0.838(greater than 0.5) and 
the chi-square value of Bartlett’s test of Sphericity is 4346.767 with significance lower than 0.05. Factor 
analysis is supported by these two factors. The Varimax rotation converged in 8 iterations. Out of the 30 
items available, 7 factors emerged.  
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Table-2: Results of factor analysis 
Factors Short Description Factor 

Loading 
Mean Cronbach’s 

 Alpha 
Cumulative  
Variance 

Factor 1 
Company culture 

Flexible work hours 
Self promotion 
Avoids boredom 
Balance between private  
life and work 
Appreciation of work 

0.762 
0.700 
0.655 
0.622 
0.618 

4.113 0.716 15.363 

Factor 2 
Interest value 
 
 
 
 
Factor 3 
Career opportunityes 

Customer oriented 
High quality products 
Challenging environment 
Forward thinking 
Creativity usage 
Good job location 
Career  
enhancing experience 
Alumni consideration 

0.712 
0.705 
0.700 
0.685 
0.547 
 
0.769 
0.715 
0.645 

4.042 
 
 
 
 
 
4.152 

0.769 
 
 
 
 
 
0.581 

30.122 
 
 
 
 
 
44.846 

Factor 4 
Social value 

Good relationship  
with superior 
Good relationship  
with colleagues 
Feeling of acceptance  
from colleagues  
Happy  
work environment 

0.854 
0.744 
0.646 
0.567 

4.046 0.718 59.556 

Factor 5 
Economic value 
 
Factor 6 
Reputation 

Compensation package 
Salary 
Worldwide reputation 
Adds value to resume 
Opportunity to work  
foreign projects 

0.852 
0.849 
 
0.707 
0.678 
0.580 

4.172 
 
 
4.567 

0.684 
 
 
0.450 

74.200 
 
 
88.256 

Factor 7 
Social media 

Detailed information  
about work 
Catches attention 

0.812 
0.737 

4.419 0.633 
 

100.000 

Source: author’s calculations   
 

FACTOR 1: COMPANY CULTURE (Mean Value – 4.113, Cronbach’s Alpha - 0.716 ) 
The first factor was the company culture that attracts a person in intention to apply for the job. This factor 
comprises items like flexible working hours, self promotion opportunities, avoids boredom, balance 
between private life and work life and appreciation of work done by them with a total factor load of 3.347 
and 15.363% of variance.  
FACTOR 2: INTEREST VALUE (Mean Value – 4.042, Cronbach’s Alpha - 0.769) 
This factor consists of interest value associated with the company such as customer oriented organization, 
high quality products by the company, challenging work environment, forward thinking/novel practices and 
the use of creativity. The total factor load is 3.327 and 30.122% of variance.  
FACTOR 3: CAREER OPPORTUNITIES (Mean Value – 4.152, Cronbach’s Alpha - 0.581) 
This factor comprises of career opportunities that the employee will be getting in the job such as good job 
location, career enhancing opportunities and the alumni working in the organization. The factor loading was 
found to be 2.124. There was 44.846% variance.  
FACTOR 4: SOCIAL VALUE (Mean Value – 4.046, Cronbach’s Alpha – 0.718) 
This factor comprises of social values that a person considers while looking for the job. The factors such as 
good relations with superiors & colleagues, feeling of acceptance from colleagues and happy work 
environment comes under this. The factor loading is 2. 817 and variance is 59.556%.  
FACTOR 5: ECONOMIC VALUE (Mean Value – 4.172, Cronbach’s Alpha – 0.684) 
This factor comprises only the salary and other compensation benefits the employee will get. The factor 
loading is 1.7 and 74.200% variance.  
FACTOR 6: REPUTATION (Mean Value – 4.567, Cronbach’s Alpha - 0.450) 
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This factor comprises of the reputation value of the firm that a person sees before applying for the job. It 
includethe worldwide reputation of the organization, name of the organization adds value to resume and 
opportunity to work foreign projects. The factor loading is 1.971 and variance is 88.256%. 
FACTOR 7: SOCIAL MEDIA (Mean Value – 4.419, Cronbach’s Alpha - 0.633) 
This factor deals with the social media influence while applying for the job. It comprises the factors such as 
the social media gives the detailed information about the work profile of the company and social media 
helps in catching attention of the job seekers. The factor loading is 1.549 and variance is 100%. 
Since only two items in the study had factor loading greater than 0.4, i.e. company culture (factor loading 
=3.347) and career opportunity (factor loading = 2.124), therefore only those two items were taken up. 
 

RESULTS AND DISCUSSION 
REGRESSION 
Regression test is conducted to describe and analyze the relationship and trends between independent 
variable and dependent variable. Here the test is done to find out the significance of the factors taking 
intention to apply as the dependent variable and the company culture, interest value, career opportunities, 
social value, economic value, reputation and social media as the independent variables.  The factors 
withsignificance value less than 0.05 are considered to be significant and thus will be taken into 
consideration for ANOVA test. 

TABLE-3: Result of ANOVA 
Co-efficientsa 

Model t Sig. 

1 

(Constant) .577 .565 

Company Culture 2.633 .009 

Interest Value -.442 .659 

Career Opportunities 3.839 .000 

Social Value -.195 .845 

Economic Value .056 .955 

Reputation 1.757 .081 

Social media .162 .871 

    Dependent variable- Intention to Apply 
 

In this test, the two factors that emerged as the most prominent ones are the ‘company culture’ and the 
‘career opportunities’ with significance value of 0.009 and 0.000 respectively. 
Company culture is the way the organization carries out its business. It affects the management, the 
leadership and the response of the employees to various matters and situations. It can be an advantage over 
the competitors if the value that is shared is rare and imperfectly imitable(Barney, 2013). A positivity and 
growth fostering work culture is far more attractive than a workplace that reflects negativity and 
mediocrity.  
To have a job and to work in a career can be seen as two different things.Having a job means to earnmoney 
to simply meet the ends. But, the freshly out of colleges want to work under an employer who helps them to 
grow in their career and present them with various opportunities to learn and have experiences at 
work.Therefore the career growth opportunities have a significant influence on their decisions regarding a 
job offer. 
If we consider the significance interval at 10% instead of 5%, we find that even the reputation of the 
organization (significance value=0.081) has some effect on the attractiveness of the employer.  
Talking about the other factors that were dropped, the quality of the work delivered by the organization to 
its clients or the value the organization adds to the society does not seem to be an attractive factor to the 
fresher’s in the IT sector. Rather, they are concerned mostly about the quality of their individual work. The 
reason could be that they don’t find this reason a very crucial point to decide whether to join an 
organization or not, when compared to other factors like work culture value etc. Economic value also seems 
to be less attractive in the long race. The target audience is very dynamic and young and is always ready to 
give growth prospective the higher weight-age which would eventually help them to increase the monetary 
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factor in the later years with hands on experience. Also the factor of having friendly colleagues and bosses 
does not attract this group. Some might find it as a hindrance to their learning as it restricts constructive 
criticism. Moreover many like to keep their life on various social media platforms aloof from their 
professional partners, so the presence of their employers on these platforms does not make much difference 
on their decision of joining the organization. 
Since the two factors ‘company culture’ and ‘career opportunities’ have come up as significant ones, 
therefore, they will be considered for ANOVA test. 
 

ANOVA 
Here one-way ANOVA is used to see if the perceptions of people regarding company culture and career 
opportunities is statistically significant among different gender and people belonging to different places of 
residence while applying for the job(Concepts, n.d.). The reason for choosing only these two demographics 
for ANOVA test is that it is useful for comparing the statistical significance of three or more group means. 
The null hypothesis for the test is: 
H1: There is no significant difference in the job seekers perception regarding work culture among different 
gender groups. 
H2: There is no significant difference in the job seekers perception regarding career opportunity among 
different gender groups 
H3: There is no significant difference in the job seekers perception regarding work culture among people 
coming from different place of residence. 
H4: There is no significant difference in the job seekers perception regarding career opportunity among 
people coming from different place of residence. 
 

RESULTS TO HYPOTHESIS TESTS FOR GENDER 
TABLE-4: ANOVA test result for perception of culture and career opportunities among 

different gender groups 

 Sig. 

Company Culture 

Between Groups .044 

Within Groups  

Total  

Career Opportunity 

Between Groups .000 

Within Groups  

Total  

Our results as shown in table 4 indicates that there is a significant difference in perception regarding 
company culture and career opportunity in different gender as the values are 0.044 and 0.000 respectively 
which is lessthan 0.05 significance level cancelling our null hypothesis 1 as well as hypothesis 2. 
To know further that where the differences among the groups lie exactly, we carry out the post hoc Tukey 
test. This test compares all possible pairs of means. 

TABLE-5: Tukey test result for perception about company culture and career 
opportunities among different gender groups 

Multiple Comparisons 
Tukey HSD 

Dependent  
Variable 

(I) Gender (J) Gender Mean  
Difference  
(I-J) 

Sig. 

Company 
 Culture 

Male 
Female -.43670* .034 
Transgender -.26036 .846 

Female 
Male .43670* .034 
Transgender .17634 .925 

Transgender 
Male .26036 .846 
Female -.17634 .925 

Career  
Opportunities 

Male 
Female -1.19587* .000 
Transgender .01201 1.000 

Female 
Male 1.19587* .000 
Transgender 1.20789* .032 
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Transgender 
Male -.01201 1.000 
Female -1.20789* .032 

   *. The mean difference is significant at the 0.05 level. 
 

Tukey test revealed that the significant difference lies between the way males and females perceive 
company culture. The mean difference between male perception and female perception is -0.43670 which is 
significant with 0.034. This implies that the females give more importance to the company culture compared 
to males. But in the case of males and transgender, they both perceive company culture and career 
opportunities in a same way as their mean difference is not significant. 
Coming to the career opportunities, we find similar situation between male and female with the significant 
mean difference of -1.19587, indicating the female gives more importance to this factor compared to the 
male. There is also significant difference (1.20789) between females and transgender as the former gives 
more importance to career opportunities. 
In this patriarchy society it becomes difficult for the ‘she’ gender to have a parallel professional growth. 
There has been many instances where women were not considered fit for a particular job position solely 
because on their gender. These are the reasons why the women consider career opportunities and growth 
more important when compared to male counterpart as it would be a way for them to prove their potential. 
Moreover they are presumed to maintain a balance between the private and work life. Therefore they prefer 
to have flexible work hours and an environment where their efforts are adequately appreciated. This makes 
the work culture an important aspect for the female while joining an organization. 
RESULTS TO HYPOTHESIS TESTS FOR PLACE OF RESIDENCE 

TABLE-6: ANOVA test result for perception of career opportunities among 
people from different places of residence 

 Sig. 

Career opportunities 

Between Groups .000 

Within Groups  

Total  
 

In table 6, the result shows that there is no significant difference in perception regarding company culture 
since its significance value is more than 0.05, thus supporting our hypothesis 3. But in career opportunity 
people coming from different places have different perceptions which issignificance (0.000), therefore 
cancelling our null hypothesis 4. 
Since the ANOVAresult was significant only for career opportunities, this alone was taken further for Tukey 
Post Hoc test.  

TABLE-7: Tukey test result for perception about career opportunities among people from 
different place of residence 

Multiple Comparisons 
Tukey HSD 

Dependent Variable (I) State (J) State Mean 
 Difference (I-J) 

Sig. 

Career Opportunities 

North 

South .05428 .996 

East .92356* .001 

West -.53971 .256 

South 

North -.05428 .996 

East .86928* .001 

West -.59399 .168 

East 

North -.92356* .001 

South -.86928* .001 

West -1.46327* .000 

West 

North .53971 .256 

South .59399 .168 

East 1.46327* .000 

*. The mean difference is significant at the 0.05 level. 
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The result shows that there is a significant difference in the way people from the eastern region perceive the 
career opportunities from that of the people from North, South and West. But there is no such significant 
difference noticed among people from North, South and West. 
Tukey test revealed that the significant difference lies between the way people from East and North perceive 
career opportunities. The mean difference between them is -0.92356 which is significant with 0.001. This 
implies that the people coming from North give more importance to the career opportunities compared to 
people from East.  
Similar are the situations in the comparison of East to South (mean difference= -0.86928, significance value= 
0.001), as well as East to West (mean difference= -1.46327, significance value= 0.000) inferring that people 
from South and West gives more importance to career opportunities as compared to East. 
It is well observed in the Indian terrain that the people from the eastern regions of the country are not as 
affluent as the other regions. This deviation exists because of several demographic differences, such as lack 
of resources, absence of ample education facilities and employment opportunities. These make the people 
more inclined towards factors like salary, better work location etc, and leaving career opportunities with a 
lesser importance. On the contrary, we find that the other regions have adequate growth in terms of 
lifestyle, education and urbanization. Therefore, what they look for in their work is career opportunity and 
growth more than economic factor such as salary and perquisites. 
 

FINDINGS  
The present paper identified two vital dimensions responsible for attraction of job seekers in the IT sector, 
viz.., company culture and career opportunities. 
ANOVA shows that perception of different gender and the place of residence of job seekers while applying 
for the job. 
Females consider company culture and career opportunities to be an important factor while applying for a 
job in a particular company while males and transgender does not consider it to be an important factor. 
No matter how skilled a person is, they will add value to the organization only if they connect to rest of the 
team. It is also know that the work space affects the quality of the work. The right environment is made up 
of so much more than just a nice desk and comfortable chair. Therefore the organization should make and 
communicate to the job seekers. Such a culture wherein there is transparent communication carried among 
the environment. Each one’s opinion is heard and valued and the hard work is appreciated and rewarded.  
The job seekers should also know that the company offers a flexible schedule, where they will be motivated 
by their leaders as well as their need of growth and opportunities. 
Talking about the place of residence of the job seekers, the people from East does not consider career 
opportunities to be as important as how people from North, South and West considers. 
 

CONCLUSION 
Most important part of an organization is to hire right candidate, experienced or fresher. But in  order to 
attract these potential workers, the organization should throw some light on theirattributes which they 
think might attract these people. The reason many organizations preferhiring fresher’s over experienced is 
that they are easy to mold as per the requirement of thecompany and are quick learners and if th ey remain 
in the company for a long period of time they understand the company well enough to give valuable 
inputs(Braddy et al., 2006). 
Also, here are several tempting job offers and opportunities available from numerous othercompanies, the 
newly job seeking population goes to the employer whose offer they find themost attractive. Hence, this 
study will help to understand the various factors that are apriority for the job seekers in the IT sector.  
The company culture and career opportunities that came up as the most preferred factor to choose the 
employer should be communicated more effectively. The recruiters can allow the potential candidates to 
interact with their future colleagues during the process, which would help both the parties to get an idea 
about the existent  and the expected company culture(Whitepaper, n.d.). 
The various organizations can use this study andstrategize their employer branding, so that they do not lose 
potential aspirants to their competitors. Also the employers need to be sensitive towards the priorities of 
factors among different genders. 
If adequate measures are taken to put in resources in appreciating the factors, this would create an 
opportunity in the market to attract the potentially skilled people. 
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