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Netflix, recently voted in a Hired survey as the most desirable company in the 
world for technology talent, draw words from Antoine de Saint-Exupéry to 
summarise its approach to attracting and retaining employees.
Netflix believes the way to get the best from its people is to inspire rather than 
instruct, and that is exactly what a powerful employer brand has the potential 
to do: unite a diverse collection of people and motivate them to work together to 
achieve a common goal.
In this guide, we will interrogate what constitutes both an employer brand 
and an employee value proposition (EVP), as well as weigh up the benefits 
for employers of investing in this area. We’ll also look at several best-in-class 
examples from across industries and provide top tips on how to bolster your 
business’s own employer brand.
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If you want to build a ship, don’t drum up the people  
to gather wood, divide the work, and give orders.
Instead, teach them to yearn for the vast and endless sea.
The Little Prince 
Antoine de Saint-Exupéry 
(as quoted on Netflix’s jobs site)



In short, an employer brand is the perceptions and experiences of a business’s 
employees (past, present and future), as well as the methods in which these are 
communicated. It impacts and is influenced by talent at all stages of the employee 
lifecycle: from the moment they click onto a careers site, right through to the 
Glassdoor review they leave as they depart from a business.
Although the size of investment businesses put into their employer brands can 
vary greatly, there’s no escaping the fact that every employer has one, whether 
they like it or not. At its best, an employer brand provides a window into the finest 
parts of a business’s ethos and culture, and at its worst, it can expose a lack of 
direction, strategy and purpose. It can act as the most powerful tool or the most 
detrimental burden for attracting and retaining talent.

The surest way to add a clear direction to an employer brand is to embed an 
employee value proposition (EVP) at its heart.
An EVP is designed to answer the simple question:  
Why should someone want to work at your company? 
It should speak to the people with the skills needed to achieve a company’s goals 
and articulate what’s in it for those who join.
Nike has a prime example of an EVP done right: 
“We lead. We invent. We deliver. We use the power of sport to move the world.”
From their proposition, it’s clear what Nike is trying to achieve, who they are 
looking for to help them, and what those team members will get from the business. 
Without an EVP, initiatives to bolster a business’s culture or raise its talent profile 
may feel disjointed, with the impact short-lived. 

What is an employer brand? What is an employee 
value proposition (EVP)?
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We’re Shopify. Our mission is to make commerce 
better for everyone – but we’re not the workplace 
for everyone. We thrive on change, operate on 
trust, and leverage the diverse perspectives of 
people on our team in everything we do. We solve 
problems at a rapid pace. In short, we get shit done.
Shopify
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A powerful employer brand with a well-executed EVP at its core acts as a  
two-pronged tool to inspire both internal and prospective talent.

Impact on internal talent
By approaching an employer brand with the same amount of care as a consumer 
brand, a business can make its employees feel just as important as its clients and 
customers. Never is this truer than when it comes to ensuring public-facing policies 
and beliefs are echoed internally. The reason Etsy received so much praise for its 
decision to broaden its parental leave to 26 weeks regardless of gender, country of 
residence or family circumstance is because the policy sits squarely within Etsy’s 
mission to reimagine commerce for an equal, forward-thinking world.
A well-articulated EVP is a great tool to deepen employees’ understanding of 
the business they belong to and its aims. This has an effect on both productivity 
and work satisfaction, as people who understand what they’re working towards 
then know how they can best contribute - so much so that Willis Towers Watson 
reports that organisations with a defined EVP are 93% more likely to financially 
outperform industry peers. 
Communicating your employer brand throughout the business creates brand 
ambassadors across all levels, who can speak comfortably, confidently and 
consistently about your business and its objectives.

Why is a strong employer 
brand important?

A powerful employer brand can accelerate the process of inducting candidates 
into a company before they even walk through the door. There are a whole host 
of tools that businesses can use to showcase their internal culture to the world. 
Microsoft uses its Microsoft Life Instagram account to do just that, sharing 
inspirational stories from its employees and posting examples of office life from 
across the world.

Impact on prospective talent
There is no doubt that a well-articulated employer brand attracts and inspires the 
best talent for a business. In fact, research from Beamery shows that 69% of active 
job seekers are likely to apply to a job if the employer actively manages its employer 
brand, making it one of the most significant deciding factors for candidates.
Not only is an employer brand a fantastic tool for attracting talent, it can be equally 
useful in deterring the wrong candidates from applying. Shopify’s EVP does 
an excellent job of alerting candidates to really think before they apply, as the 
business’s working style won’t be for everyone.

https://www.instagram.com/microsoftlife/
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With research from SmallBizGenius highlighting that 80% of HR leaders believe 
employer branding plays a significant role in their ability to attract talent, the 
benefits laid out above are no secret to many. That being said, the current climate 
has given investing in this powerful tool a renewed sense of urgency.
Platforms such as LinkedIn have proved their value to both candidates and 
employers time and time again, but they have also created a gap between them. 
This gap is becoming ever more saturated with information and advertising from 
both credible and questionable sources, making it feel harder and harder to form 
genuine connections.
A well-articulated employer brand that gives insight into the employee experience 
creates the impression of direct communication between candidates and 
businesses that both are craving.
In fact, research shows that candidates trust the company’s employees three 
times more than recruiters to provide credible information on what it’s like to work 
there, which is why big brands such as General Electric  and Unilever are relying on 
their employees to lead the messaging around their career opportunities.

Use insight from across the business
Although leadership may be the ones that commission research into the 
employee experience, make sure to look outside of them for insight. Team 
members from all levels of seniority and experience will have different 
perspectives on what makes your business unique and will help you in shaping 
a bespoke EVP. Simply the exercise of asking for input will also work towards 
showing team members you value their points of view.

Couple strategy and insight
Your EVP, and by extension your employer brand should be built of a combination 
of employee insight and business strategy. If it has one without the other, either 
the impact on the direction of business or employee experience will be left 
unsatisfied in the long run. Your proposition should be rooted in, and bring 
positive impact to both.

Clarity is King
When it comes to employer brands, and particularly EVPs, the more specific you 
can be with language, the better. Employees and candidates are experiencing 
fatigue with lofty statements and broad promises. They are looking for 
something they can visualise and work towards; something tangible that makes a 
real impact on their lives.

Don’t shy away from quick wins
CareerArc has found that only 21% of candidates would apply to a one-star 
rated company on Glassdoor, and 34% to a two-star company. With the right 
messaging, run an internal review drive for Glassdoor and Google to raise 
your profile in the right way. Industry awards such as The Sunday Times Best 
Companies to Work For also play a significant role in candidates’ decision making.

Start in before looking out
Although comparing your employer brand to others in your industry and beyond 
is a great way to test its uniqueness, this isn’t how an employer brand should 
be conceived. It should come from within, not off the back of differentiating 
yourselves from others. Industries and markets are ever-changing so to ensure an 
employer brand will last, it should be rooted in the business itself.

Why now? 5 tips for bolstering 
your employer brand
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https://www.youtube.com/watch?v=ybrHFzGxjwA
https://www.youtube.com/watch?v=E1ElBldda_s


8 9

Starbucks
Year on year Starbucks continues to make significant commercial and 
creative investments into its employer brand, resulting in it becoming one of 
the best-renowned employers on the planet. As with every strong employer 
brand, Starbucks has a powerful EVP at its centre.

Offering its employees the chance to bring positive change to the world is 
no small promise, but it is legitimised by the business’s wide range of ethical 
policies and employee focussed initiatives. 
From the relaxed dress code, tattoo and hair dye policy, right through to offering 
free tuition to its staff, their children and spouses, every one of Starbucks’ 
employee initiatives can be traced back to its EVP. Its employees also have the 
chance to support community outreach schemes initiated by the business. Its 
partnership with Neighbourly is just one example, in which Starbucks provides 
funding, people and coffee to help build up community groups.
Starbucks understands that using its team members is the best way of 
communicating the value of the employer brand that it has built, with 
employees constantly being profiled on the Starbucks YouTube Jobs Playlist and 
the @starbucksjobs Instagram account.
This two-fold approach of rooting its employer brand in its employees and 
then using them as the mouthpiece to amplify its strength is paying off, as the 
business has not only been chosen as one of Fortune World’s Most Admired 
Companies, it reported a gross profit for the quarter ending June 30, 2019, of 
$4.014 billion, a 6.85% increase year-over-year.

After making the investment in your employer brand, how can you tell if 
the effort has been worth it? The success of a renewed employer brand can 
be measured across four broad areas: money-saving, employee satisfaction, 
efficiency and reputation.

Money-saving
Investing in your employer brand can reduce costs across the entire employee 
life cycle. It has a proven direct impact on recruitment costs, driving quicker 
time to hire, increasing the quality of candidates and increasing offer acceptance 
rates. At the other end of the cycle, it can also play a massive role in increasing 
retention, as people feel motivated for longer.

Employee satisfaction
How closely aligned the employee experience is with the perceptions of the 
employer is a good way of evaluating the success of an employer brand. The ways 
in which businesses measure employee satisfaction can vary, but analysing 
results of employee surveys, exit interviews and employee referral rates are 
good indicators to look at.

Efficiency
Taking the time to communicate with each team what their role is in helping 
the business achieve their broader objectives is fundamental in ensuring things 
are working in harmony. Using a fully realised EVP is the best way to guide these 
conversations and provides consistency across every area.

Reputation
Harver has found that 96% of employers believe that their employer brand 
and reputation can positively or negatively impact revenue. Having a strong 
employer brand can be a differentiating factor against your competitors from 
both an employee and customer perspective, as it continues to impact wider 
business reputation.

Case studies: What does a good 
employer brand look like?
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Being a Starbucks partner (employee) means becoming 
part of something bigger: inspiring positive change 
in the world while you grow in your career and in your 
community. It’s an opportunity to be your personal best.

Measuring success

https://www.instagram.com/starbucksjobs/
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Starting the journey towards bolstering your employer brand may feel like a 
daunting task, as it involves confronting who you are as a business. Through 
the process, many of your perceptions may be proved wrong, but that’s why 
asking team members for their input is so important. As the employment 
landscape becomes ever more complex, being able to articulate and 
communicate who you are as an employer is only going to become more vital 
in building connections with talent already inside your business, and with 
those you are wanting to attract.

Contact us
Find out how we can help you attract talent to your business by emailing 
recruiter.advertising@theguardian.com  or call 0203 353 4396.

Ready for action?
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