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Abstract: This research explores how Anix Global, a mid-sized tech consulting firm, used employer 

branding to solve its talent acquisition challenges. Before 2022, the company struggled with long 

hiring times (78 days), high recruitment costs ($12,500 per hire), and low brand recognition (12%) 

in competitive tech talent markets. To address this, Anix Global developed a clear Employee Value 

Proposition (EVP) focused on four pillars: Innovation at Scale, Accelerated Growth, Global 

Flexibility, and Purpose-Driven Impact. 

The company then rolled out this EVP using digital strategies like redesigned career websites, 

employee stories on LinkedIn/Instagram, and virtual events. They trained employees as brand 

ambassadors and aligned internal communications to ensure authenticity. Survey data from 175 

participants (employees, applicants, candidates) and company metrics show this approach worked. 

Time-to-hire dropped by 33% (to 52 days), cost-per-hire fell 29% (to $8,900), and brand 

recognition tripled to 34%. Employee referrals jumped 87%, and Glassdoor ratings improved 

significantly. 

Importantly, strong employer branding didn’t just attract talent—it improved retention (annual 

turnover fell from 23% to 16%) and boosted overall company reputation. The research confirms 

that authentic employer branding, especially when supported by digital tools and employee 

advocacy, creates a major competitive edge in talent markets. For mid- sized firms like Anix Global, 

this strategy levels the playing field against larger rivals. The study offers practical steps for others: 

start by defining a true EVP, integrate branding into HR technology, and measure results 

consistently.. 

 

Keywords: Employer branding, talent acquisition, recruitment strategy, Employee Value Proposition 

(EVP), Anix Global case study, digital recruitment, talent retention 

 

I. INTRODUCTION 

Background 

The modern workplace has undergone significant changes in recent years, creating new challenges for organisations 

seeking to attract and retain top talent. Today's job market is characterized by several key trends that have reshaped 

how companies approach recruitment and employee engagement. 

The talent landscape has evolved dramatically, with organisations facing critical skills gaps across various industries. 

Many companies struggle to find qualified candidates with the technical and soft skills needed for their operations. This 

shortage is particularly evident in specialised fields such as technology, engineering, healthcare, and digital marketing, 

where demand for skilled professionals far exceeds supply. 

Remote work has become a standard expectation rather than a perk, fundamentally changing how employees view their 

relationship with employers. The pandemic accelerated this shift, and many workers now prioritise flexibility, work-life 

balance, and the ability to work from anywhere. This change has forced companies to rethink their value propositions 

and adapt their recruitment strategies to appeal to a distributed workforce. 
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Generation Z and Millennial workers, who now make up the majority of the workforce, bring different priorities and 

expectations compared to previous generations. These younger professionals value purpose-driven work, career 

development opportunities, diversity and inclusion, environmental sustainability, and transparent communication. They 

are more likely to research potential employers thoroughly, examining company culture, values, and employee 

experiences before accepting job offers. 

In this competitive environment, employer branding has emerged as a crucial element of successful talent acquisition 

strategies. Employer branding refers to how an organisation positions itself as an employer of choice, encompassing its 

reputation, culture, values, and the overall employee experience it offers. A strong employer brand helps companies 

differentiate themselves from competitors, attract quality candidates, and reduce recruitment costs by creating a pool of 

interested candidates who actively seek out opportunities with the organisation. 

Modern talent acquisition has shifted from a transactional process to a relationship-building exercise. Companies must 

now think like marketers, creating compelling narratives about their workplace culture and employee value proposition. 

Social media platforms, professional networks, and employer review sites have given candidates unprecedented access 

to information about potential employers, making authentic employer branding more important than ever. 

 

Problem Statement 

Organizations across competitive industries face significant challenges in attracting and retaining top talent. The 

technology sector, consulting firms, financial services, and other knowledge-intensive industries experience particularly 

intense competition for skilled professionals. Traditional recruitment methods often fall short in this environment, 

leading to extended hiring timelines, increased recruitment costs, and difficulty filling critical positions. 

Many companies struggle with several interconnected problems. First, they find it difficult to stand out in a crowded 

marketplace where multiple organizations compete for the same pool of qualified candidates. Second, they often fail to 

communicate their unique value proposition effectively, resulting in a mismatch between what they offer and what 

candidates seek. Third, without a strong employer brand, organizations may attract candidates who are not aligned with 

their culture and values, leading to higher turnover rates and reduced employee engagement. 

The challenge is particularly acute for companies that operate in industries perceived as traditional or less innovative. 

These organizations must work harder to demonstrate their relevance and appeal to younger professionals who may 

have preconceived notions about their workplace culture or career opportunities. 

Employer branding serves as a bridge to address these talent acquisition challenges. A well- developed employer brand 

helps organizations communicate their unique culture, values, and opportunities clearly and consistently across all 

touchpoints. It enables companies to attract candidates who are genuinely interested in what they offer, leading to better 

job fit and higher retention rates. Furthermore, strong employer branding can reduce recruitment costs by creating 

organic interest and referrals from existing employees and industry networks. 

 

Scope and Limitations 

This research focuses specifically on Anix Global's employer branding and talent acquisition activities over a defined 

period from January 2022 to December 2024. This timeframe was selected to capture the company's recent strategic 

initiatives while providing sufficient data for meaningful analysis. The study will examine recruitment campaigns, 

employer branding content, candidate feedback, and hiring metrics from this period. 

The geographic scope of this research is primarily concentrated on Anix Global's operations in major metropolitan 

markets where the company has significant hiring activities. While the company may have global operations, this study 

will focus on markets where sufficient data is available and where the employer branding strategy has been most 

actively implemented. 

Several limitations should be acknowledged in this research. First, the study relies on publicly available information, 

internal data shared by Anix Global, and interviews with key stakeholders. Some proprietary information or sensitive 

data may not be accessible, which could limit the depth of certain analyses. Second, the research focuses on a single 

organization, which may limit the generalizability of findings to other companies or industries. 
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The study also acknowledges that employer branding effectiveness can be influenced by numerous external factors, 

including broader economic conditions, industry trends, and competitor activities. While the research will attempt to 

account for these factors, it may not be possible to isolate the impact of employer branding initiatives completely. 

Cultural and regional differences in candidate expectations and recruitment practices may also affect the applicability of 

findings across different markets or demographic groups. The research will note these considerations where relevant but 

cannot comprehensively address all cultural nuances within the scope of this study. 

 

Structure of the Paper 

This research paper is organized into several sections that build upon each other to provide a comprehensive analysis of 

employer branding and talent acquisition strategies. 

Following this introduction, the literature review section examines existing research on employer branding, talent 

acquisition trends, and best practices in human resources marketing. This section establishes the theoretical framework 

for the analysis and positions the research within the broader academic and professional discourse on these topics. 

The methodology section outlines the research approach, data collection methods, and analytical techniques used to 

evaluate Anix Global's employer branding strategy. This section explains how primary and secondary data were 

gathered and processed to support the research objectives. 

The case study analysis forms the core of the paper, providing a detailed examination of Anix Global's employer 

branding strategy, implementation approaches, and outcomes. This section includes analysis of the company's 

messaging, channels, tactics, and results, supported by relevant data and stakeholder perspectives. 

The findings and discussion section synthesises the key insights from the case study analysis, highlighting successful 

strategies, areas for improvement, and lessons learned. This section connects the specific findings to broader industry 

trends and theoretical concepts established in the literature review. 

The recommendations section provides actionable suggestions for organisations seeking to develop or improve their 

employer branding strategies, based on the insights gained from analyzing Anix Global's approach. 

 

II. LITERATURE REVIEW 

Employer Branding Fundamentals 

The concept of employer branding emerged in the late 1990s as organisations began to recognise the importance of 

marketing principles in human resource management. Ambler and Barrow (1996) first introduced the term "employer 

brand," defining it as the package of functional, economic, and psychological benefits provided by employment and 

identified with the employing company. Their foundational work established employer branding as the application of 

marketing techniques to human resource management, creating a framework that treats employees and potential 

employees as internal customers. 

Building upon this foundation, Barrow and Mosley (2005) expanded the definition to encompass the sum of a 

company's efforts to communicate to existing and prospective staff that it is a desirable place to work. They emphasised 

that employer branding involves creating a distinctive identity that differentiates an organisation from its competitors in 

the talent market. This definition highlighted the strategic nature of employer branding as a deliberate effort to shape 

perceptions and attract desired talent. 

Minchington (2010) further refined the concept by describing employer branding as how an organisation promotes what 

makes it different and desirable as an employer. His work emphasised the importance of authenticity in employer 

branding, arguing that successful employer brands must be built on genuine organisational strengths and employee 

experiences rather than superficial marketing messages. 

The Employee Value Proposition (EVP) emerged as a central component of employer branding frameworks. Michaels 

et al. (2001) described EVP as the value an employee receives in return for the skills, capabilities, and experiences they 

bring to an organisation. This concept encompasses tangible benefits such as compensation and benefits, as well as 

intangible elements like career development opportunities, work environment, and organisational culture. 

Corporate culture has been identified as another fundamental component of employer branding. Schein (2010) defined 

organisational culture as the pattern of shared basic assumptions that groups learn as they solve problems of external 
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adaptation and internal integration. In the context of employer branding, culture represents the authentic foundation 

upon which external employer brand messaging must be built. Organisations with strong, positive cultures often find it 

easier to develop compelling employer brands because they have genuine stories and experiences to share. 

Organisational reputation, the third key component, represents the external perception of an organisation based on its 

past actions and future prospects. Fombrun and Shanley (1990) established that corporate reputation influences 

stakeholder behaviour, including employee attraction and retention. In the employer branding context, reputation serves 

as a credibility factor that either supports or undermines employer brand messaging. 

 

Talent Acquisition Evolution 

The field of talent acquisition has undergone significant transformation over the past three decades, evolving from a 

primarily administrative function to a strategic business capability. Sullivan (2012) documented this shift, noting that 

traditional recruitment focused on filling positions reactively, while modern talent acquisition emphasises proactive 

relationship building and strategic workforce planning. 

This evolution reflected broader changes in labour markets and organisational needs. Cappelli (2008) observed that the 

shift from internal development to external hiring created new challenges for organisations, requiring more 

sophisticated approaches to attracting and selecting talent. The rise of knowledge work and increased competition for 

specialised skills further accelerated the need for strategic talent acquisition approaches. 

Modern talent acquisition strategies emphasise candidate experience as a critical success factor. Maurer (2015) found 

that organisations providing positive candidate experiences were more likely to attract top talent and maintain their 

employer brand reputation. This focus on experience represented a departure from transaction-focused recruitment 

processes that prioritised efficiency over relationship building. 

The measurement of talent acquisition effectiveness has also evolved significantly. Traditional metrics focused 

primarily on time-to-fill and cost-per-hire, providing limited insight into recruitment quality or long-term outcomes. 

Contemporary frameworks incorporate more sophisticated measures that better reflect strategic objectives. 

Time-to-hire remains an important efficiency metric, measuring the duration from job posting to offer acceptance. 

However, research by Aberdeen Group (2013) found that organisations achieving faster time-to-hire without 

compromising quality typically had more mature talent acquisition processes and stronger employer brands. 

Quality-of-hire has emerged as perhaps the most important but challenging metric to quantify. Hunt (2014) proposed 

measuring quality-of-hire through performance ratings, retention rates, and hiring manager satisfaction scores. This 

multi-dimensional approach provides better insight into recruitment effectiveness than single metrics alone. 

Cost-per-hire calculations have become more sophisticated, incorporating both direct costs such as advertising and 

agency fees, and indirect costs including recruiter time and productivity losses from vacant positions. The Society for 

Human Resource Management (2016) established standardised cost-per-hire calculations that enable better 

benchmarking across organisations and industries. 

 

The Employer Branding-Talent Acquisition Link 

Research has consistently demonstrated strong connections between employer branding strength and talent acquisition 

outcomes. Organisations with well-developed employer brands typically experience multiple recruitment advantages 

that translate into measurable business benefits. 

Cost reduction represents one of the most significant benefits of strong employer branding. Corporate Leadership 

Council (2008) found that organisations with strong employer brands experienced 43% lower recruitment costs 

compared to those with weak employer brands. This cost advantage resulted from higher application rates, reduced 

reliance on external recruitment agencies, and increased employee referrals. 

The ability to attract passive candidates, who are not actively job searching but might consider new opportunities, 

provides another significant advantage. LinkedIn research (2016) indicated that 70% of professionals were passive 

candidates, making this segment crucial for talent acquisition success. Organisations with strong employer brands were 

more likely to engage passive candidates through their content and reputation. 
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Brand strength also correlates with improved candidate quality and selection ratios. Employer brand research by Talent 

Board (2017) found that organisations with positive employer brands received applications from more qualified 

candidates, reducing screening time and improving hiring success rates. 

Employee retention benefits extend the value of employer branding beyond initial recruitment. The Chartered Institute 

of Personnel and Development (2015) reported that organisations with strong employer brands experienced 28% lower 

turnover rates, reducing replacement costs and maintaining organisational knowledge. 

The Society for Human Resource Management (2018) conducted comprehensive research on employer branding 

impact, finding that organisations investing in employer brand development achieved better recruitment outcomes 

across multiple metrics. Their study of 500 organisations revealed consistent patterns linking employer brand strength 

to recruitment efficiency, candidate quality, and employee retention. 

Candidate experience research has further validated the employer branding-talent acquisition connection. CareerBuilder 

(2019) found that 78% of candidates research company culture and employer brand before applying, indicating that 

employer brand perceptions directly influence application decisions. 

 

Best Practices 

Digital employer branding has emerged as a critical component of modern talent acquisition strategies. The 

proliferation of digital platforms and social media has fundamentally changed how candidates research potential 

employers and how organisations communicate their employer value propositions. 

LinkedIn has become the primary professional networking platform for talent acquisition, with over 700 million users 

worldwide as of 2021. Research by Jobvite (2020) found that 94% of recruiters use LinkedIn for talent acquisition 

activities. Best practices for LinkedIn employer branding include maintaining active company pages, sharing employee-

generated content, and engaging with industry discussions to demonstrate thought leadership. 

Glassdoor's emergence as a major employer review platform has created new challenges and opportunities for employer 

branding. Chamberlin et al. (2017) found that Glassdoor ratings significantly influenced candidate application 

decisions, with companies rated below 3.0 experiencing difficulty attracting quality candidates. Successful 

organisations actively monitor and respond to Glassdoor reviews while working to improve underlying employee 

experiences. 

Social media platforms, including Twitter, Instagram, and Facebook, have become important channels for employer 

branding, particularly for reaching younger professionals. Kaplan and Haenlein (2010) established frameworks for 

social media strategy that apply to employer branding, emphasising authenticity, engagement, and consistent messaging 

across platforms. 

Employee advocacy has emerged as one of the most effective employer branding tactics. Holt et al. (2019) found that 

employee-shared content received eight times more engagement than company-shared content, making employees 

valuable brand ambassadors. Successful employee advocacy programs provide employees with content, training, and 

incentives to share their workplace experiences authentically. 

Storytelling has become a cornerstone of effective employer branding. Heath and Heath (2007) established principles 

for memorable storytelling that apply to employer brand communications. Organisations successfully using storytelling 

focus on authentic employee experiences, career journeys, and organisational impact rather than generic corporate 

messaging. 

Diversity, equity, and inclusion (DEI) integration has become essential for employer branding effectiveness. Hunt et al. 

(2020) found that companies in the top quartile for ethnic and cultural diversity were 36% more likely to outperform 

competitors financially. Modern candidates increasingly expect organisations to demonstrate genuine commitment to 

DEI through their employer branding and recruitment practices. 

Video content has gained prominence in employer branding strategies. Wyzowl's (2021) research indicated that 86% of 

businesses use video for marketing purposes, with employer branding being a significant application. Successful video 

employer branding includes employee testimonials, behind-the-scenes content, and day-in-the-life features that provide 

authentic glimpses into organisational culture. 

  



I J A R S C T    

    

 

               International Journal of Advanced Research in Science, Communication and Technology  

                               International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 5, Issue 2, June 2025 

 Copyright to IJARSCT         DOI: 10.48175/IJARSCT-27454  458 

    www.ijarsct.co.in  

 
 

ISSN: 2581-9429 Impact Factor: 7.67 

 
Recruitment marketing automation has enabled more sophisticated employer branding campaigns. Technologies 

allowing personalised candidate communication, targeted content delivery, and multi-channel campaign management 

have become standard tools for organisations with mature employer branding strategies. 

 

Research Gaps 

Despite extensive research on employer branding and talent acquisition, several gaps remain in the academic and 

professional literature. These gaps represent opportunities for further research and practical application development. 

Limited case study research on mid-sized global organisations represents a significant gap in the literature. Most 

published research focuses on large multinational corporations or small domestic companies, leaving mid-sized global 

firms like Anix Global underrepresented. 

These organisations face unique challenges combining global reach with resource constraints that differ from both large 

and small company contexts. 

Industry-specific employer branding research remains limited outside of the technology and consulting sectors. While 

these industries have received considerable attention due to their competitive talent markets, other sectors have been 

less thoroughly examined. This gap limits the applicability of existing research to organisations in manufacturing, 

healthcare, education, and other industries with different talent dynamics. 

The long-term effectiveness of employer branding initiatives has received insufficient research attention. Most studies 

focus on short-term metrics such as application rates and time-to-hire, while longer-term outcomes like employee 

retention, performance, and career satisfaction remain understudied. This gap makes it difficult for organisations to 

assess the sustained impact of their employer branding investments. 

Cultural and geographic variations in employer branding effectiveness represent another research gap. Most published 

research originates from Western, English-speaking markets, limiting understanding of how employer branding 

strategies perform in different cultural contexts. Organisations operating globally need more research on adapting 

employer branding approaches for diverse markets. 

The integration of emerging technologies such as artificial intelligence, virtual reality, and advanced analytics in 

employer branding remains underexplored. While these technologies are increasingly available, limited research exists 

on their effectiveness for employer branding applications or best practices for implementation. 

Small and medium-sized enterprise (SME) employer branding represents a significant research gap. Most existing 

research focuses on large organisations with substantial resources for employer branding initiatives. SMEs face 

different challenges and opportunities that have not been adequately addressed in the literature. 

 

III. RESEARCH METHODOLOGY 

Objectives of the Study 

1. To examine how Anix Global’s employer branding affects its ability to attract and recruit talented candidates. 

2. To analyse the role of Anix Global’s recruitment strategy in shaping candidates’ experiences and perceptions during 

the hiring process. 

This study employed a mixed-methods approach to comprehensively examine how Anix Global’s employer branding 

strategy influenced talent acquisition outcomes. The methodology integrated quantitative surveys with qualitative 

insights, following an explanatory sequential design where statistical analysis preceded deeper exploration of findings. 

1. Research Design 

• Framework: Case study analysis (Yin, 2014) of Anix Global (2022–2024) 

• Data Triangulation: Combined survey data, company metrics, and open-ended responses 

• Timeframe: Cross-sectional data collection (April–May 2025) 

 

Data Collection Primary Tools: 

• Online Survey: Structured questionnaire with: 

o Section 1: Demographic filters (role, age, education, discovery channel) 

o Section 2: 20 Likert-scale questions (5-point scale) across 4 constructs:   Employer Brand Perception (5 items) 
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  Recruitment Process (5 items) 

  Talent Attraction (4 items)   Overall Impact (2 items) 

o Section 3: 3 open-ended qualitative questions 

• Distribution Channels: 

o Email to employees/alumni 

o LinkedIn outreach 

o Company intranet 

o University career networks 

Secondary Data: 

• Company HR metrics (time-to-hire, cost-per-hire) 

• Glassdoor/website analytics 

• Employer branding campaign materials 

2. Sampling Strategy 

• Sample Size: 175 participants 

• Technique: Purposive + snowball sampling 

• Inclusion Criteria: 

o Current/former Anix Global employees (≤2 years since departure) 

o Job applicants (applied within 18 months) 

o Professionally engaged candidates 

• Participant Profile: 

o 42% of current employees 

o 28% of job applicants 

o 45% aged 25–34 

o 47% Master’s degree holders 

Data Analysis Quantitative: 

• Software: SPSS and Excel 

• Techniques: 

o Descriptive statistics (means, SD) 

o Cronbach’s alpha reliability testing (α = 0.847–0.912) 

o Pearson correlations 

o Multiple linear regression 

o ANOVA with Tukey’s HSD post-hoc tests 

o Exploratory Factor Analysis (EFA) 

Qualitative: 

• Thematic analysis of open-ended responses 

• Manual coding process: 

o Initial → Focused → Theoretical coding 

o Sentiment analysis 

o Cross-group comparison 

3. Ethical Considerations 

• Anonymity: No personal identifiers collected 

• Consent: Informed opt-in participation 

• Data Security: Password-protected files 

• Compliance: Adherence to data protection regulations 

4. Validity and Reliability Measures 

• Content Validity: Survey reviewed by HR experts 

• Construct Validity: EFA confirmed theoretical dimensions 
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• Test-Retest: 15% sample resurveyed after 2 weeks (r = 0.82) 

• Inter-coder Reliability: 90% agreement in qualitative coding 

5. Limitations 

• Geographical bias (metropolitan-focused sample) 

• Self-reporting bias in survey responses 

• Single-organisation focus limits generalizability 

Case Study: Anix Global 

Introduction 

Anix Global, a mid-sized technology consulting company, faced major challenges in hiring and keeping talented 

employees before 2022. The company struggled with long hiring times (an average of 78 days to fill a position), high 

recruitment costs (about $12,500 per new hire), and low brand recognition (only 12%) in a very competitive tech 

market. These issues made it hard for Anix Global to attract the best candidates and compete with larger, better-known 

companies. 

Problem Faced 

• Long hiring process (78 days per hire) 

• High recruitment cost ($12,500 per hire) 

• Low brand recognition (12%) 

• Difficulty attracting skilled candidates in a competitive market 

Solution: Employer Branding Strategy 

To solve these problems, Anix Global developed a clear Employee Value Proposition (EVP). This EVP focused on four 

main pillars: 

• Innovation at Scale: Promoting a culture of creativity and large-scale impact 

• Accelerated Growth: Offering fast career development and learning opportunities 

• Global Flexibility: Supporting remote work and flexible schedules 

• Purpose-Driven Impact: Emphasising meaningful, value-based work1 

Implementation Steps 

• Redesigned the company’s career website to highlight the EVP 

• Shared employee stories and company culture on LinkedIn and Instagram 

• Organised virtual events to engage potential candidates 

• Trained current employees to act as brand ambassadors 

• Improved internal communication to ensure the EVP was authentic and consistent 

 

Results 

After implementing these strategies (from January 2022 to December 2024), Anix Global saw significant 

improvements: 

• Time-to-hire reduced by 33% (from 78 days to 52 days) 

• Cost-per-hire dropped by 29% (from $12,500 to $8,900) 

• Brand recognition increased from 12% to 34% 

• Employee referrals grew by 87% 

• Glassdoor ratings improved 

• Employee turnover fell from 23% to 16%. 

 

Key Insights 

• A strong employer brand helped Anix Global attract better candidates and improved employee retention. 

• Digital tools and employee advocacy (using employees to share positive stories) were crucial for success. 

• The strategy made Anix Global more competitive, even against bigger companies. 
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Lessons Learned 

• Clearly define what makes your company unique (EVP). 

• Use digital platforms to share your company’s culture and values. 

• Involve employees in branding efforts for authenticity. 

• Measure results (like time-to-hire, cost-per-hire, and employee feedback) to track progress. 

  

Conclusion 

Anix Global’s case shows that employer branding is a powerful tool for attracting and keeping top talent, especially for 

mid-sized companies in competitive industries. By focusing on authentic messaging, digital outreach, and employee 

involvement, companies can improve their reputation, reduce hiring costs, and build a stronger workforce. 

Data Analysis and Results 

Sample Demographics (N=175) 

Table 1: Respondent Profile Distribution 

Demographic Variable Category Frequency (n) Percentage (%) 

Current Role Current Employee 74 42.3% 

 Former Employee 40 22.9% 

 Job Applicant 49 28.0% 

 Potential Candidate 12 6.8% 

Age Group Under 25 32 18.3% 

 25-34 79 45.1% 

 35-44 49 28.0% 

 45+ 15 8.6% 

Education Level Bachelor's Degree 67 38.3% 

 Master's Degree 82 46.9% 

 PhD/Professional 21 12.0% 

 Other 5 2.8% 

First Heard About Company Social Media 58 33.1% 

 Job Websites 46 26.3% 

 Employee Referral 31 17.7% 

 Company Website 24 13.7% 

 News/Articles 11 6.3% 

 Campus Event 5 2.9% 

Source: Primary Survey Data, SPSS 

 

Descriptive Statistics 

Table 2: Descriptive Statistics for Employer Branding Constructs 

Construct N Mea n Std. Deviatio n Minimu m Maximu m Skewnes s Kurtosi s 

Employer Brand 

Perception 

17 

5 

3.82 0.74 1.80 5.00 -0.34 0.21 

Work Culture 

Understanding 

17 

5 

3.91 0.89 1.00 5.00 -0.45 0.18 

Social Media 

Authenticity 

17 

5 

3.67 0.93 1.00 5.00 -0.28 -0.12 

Employee Benefits 

Reputation 

17 

5 

3.74 0.87 1.00 5.00 -0.31 0.09 

Values Appeal 17 3.89 0.82 2.00 5.00 -0.42 0.15 
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5 

Recommendatio n 

Likelihood 

17 

5 

3.91 0.91 1.00 5.00 -0.48 0.23 

Recruitment Process 17 

5 

3.74 0.68 2.20 5.00 -0.29 0.14 

Job Description 

Clarity 

17 

5 

3.85 0.84 2.00 5.00 -0.35 0.11 

Application User-

Friendliness 

17 

5 

3.72 0.91 1.00 5.00 -0.26 -0.08 

Communication 

Timeliness 

17 

5 

3.68 0.95 1.00 5.00 -0.24 -0.15 

Interviewer 

Preparedness 

17 

5 

3.79 0.88 1.00 5.00 -0.32 0.07 

Feedback Provision 17 

5 

3.65 1.02 1.00 5.00 -0.21 -0.23 

Talent Attraction 17 

5 

3.69 0.71 2.00 5.00 -0.25 0.08 

Competitive 

Differentiation 

17 

5 

3.73 0.86 1.00 5.00 -0.28 0.05 

Careers Website 

Engagement 

17 

5 

3.81 0.83 2.00 5.00 -0.36 0.12 

Review Site 

Trustworthiness 

17 

5 

3.59 0.92 1.00 5.00 -0.19 -0.11 

Diversity Attraction 17 

5 

3.62 0.89 1.00 5.00 -0.22 -0.06 

Overall Impact 17 

5 

3.78 0.77 2.00 5.00 -0.33 0.16 

Branding Influence on 

Decision 

17 

5 

3.76 0.94 1.00 5.00 -0.31 -0.09 

Long-term Growth 

Perception 

17 

5 

3.81 0.89 1.00 5.00 -0.35 0.08 

Source: SPSS Analysis 

 

Reliability Analysis 

Table 3: Internal Consistency Reliability (Cronbach's Alpha) 

Construct Number of Items Cronbach's Alpha Interpretation 

Employer Brand Perception 5 0.847 Good 

Recruitment Process 5 0.823 Good 

Talent Attraction 4 0.798 Acceptable 

Overall Impact 2 0.756 Acceptable 

Total Scale 16 0.912 Excellent 

Source: SPSS Reliability Analysis 

Note: α > 0.7 = Acceptable, α > 0.8 = Good, α > 0.9 = Excellent 
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Correlation Analysis 

Table 4: Pearson Correlation Matrix Between Main Constructs 

Variables 1 2 3 4 

1. Employer Brand Perception 1.000    

2. Recruitment Process 0.687 1.000   

3. Talent Attraction 0.729 0.641 1.000  

4. Overall Impact 0.762 0.598 0.713 1.000 

Source: SPSS Correlation Analysis p < 0.01 (2-tailed), N = 175 

Interpretation: All constructs show strong positive correlations, indicating that improvements in employer brand 

perception are associated with better recruitment processes, enhanced talent attraction, and greater overall impact. 

 

Comparative Analysis by Respondent Type 

Table 5: One-Way ANOVA - Differences by Respondent Type 

Construct Current 

Employee 

(n=74) 

M(SD) 

Former 

Employee 

(n=40) 

M(SD) 

Job Applicant 

(n=49) 

M(SD) 

Potential 

Candidate 

(n=12) 

M(SD) 

F p η² 

Employer Brand 

Perception 

4.12(0.68) 3.45(0.82) 3.69(0.71) 3.92(0.59) 12.43 <0.001 0.179 

Recruitment 

Process 

3.96(0.61) 3.38(0.74) 3.71(0.64) 3.85(0.52) 9.87 <0.001 0.148 

Talent Attraction 3.89(0.65) 3.41(0.78) 3.58(0.69) 3.75(0.61) 7.21 <0.001 0.112 

Overall Impact 4.02(0.71) 3.29(0.86) 3.74(0.72) 3.88(0.64) 11.56 <0.001 0.169 

Source: SPSS One-Way ANOVA 

p < 0.001, p < 0.01, p < 0.05 

Post-hoc Analysis (Tukey HSD): 

• Current employees rated all constructs significantly higher than former employees 

• No significant differences between job applicants and potential candidates 

 • Current employees showed significantly higher scores than job applicants on employer brand perception only 

 

Regression Analysis 

Table 6: Multiple Linear Regression - Predictors of Overall Impact 

Model Summary     

R R² Adjusted R² Std. Error 

0.834 0.695 0.690 0.428 

Predictors B SE B β t p VIF 

(Constant) 0.412 0.184 - 2.24 0.026* - 

Employer Brand Perception 0.543 0.081 0.521 6.71 <0.001*** 2.18 

Recruitment Process 0.187 0.089 0.165 2.10 0.037* 2.34 

Talent Attraction 0.298 0.078 0.275 3.82 <0.001*** 1.89 

Source: SPSS Regression Analysis 

p < 0.001, p < 0.01, p < 0.05 

Model Fit: F(3,171) = 129.65, p < 0.001 
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Interpretation: The model explains 69.5% of the variance in Overall Impact. Employer Brand Perception is the strongest 

predictor (β = 0.521), followed by Talent Attraction (β 

= 0.275) and Recruitment Process (β = 0.165). 

Logistic Regression Analysis 

Table 7: Binary Logistic Regression - Likelihood to Recommend Anix Global 

Model Summary     

-2 Log Likelihood Cox & Snell R² Nagelkerke R² % Correctly Classified 

156.23 0.421 0.578 78.9% 

Predictors B SE Wald df p Exp(B) 95% CI 

Work Culture Understanding 0.742 0.198 14.05 1 <0.001 2.100 1.425- 

3.098 

Values Appeal 0.634 0.211 9.02 1 0.003 1.885 1.247- 

2.850 

Job Description Clarity 0.289 0.184 2.47 1 0.116 1.335 0.932- 

1.912 

Careers Website Engagement 0.523 0.192 7.42 1 0.006 1.687 1.160- 

2.454 

Constant - 8.945 1.234 52.54 1 <0.001 0.000 - 

Source: SPSS Binary Logistic Regression 

p < 0.001, p < 0.01, p < 0.05 

Interpretation: Respondents who better understand work culture are 2.1 times more likely to recommend Anix Global. 

Values appeal and careers website engagement also significantly predict recommendation likelihood. 

 

Factor Analysis 

Table 8: Exploratory Factor Analysis - Principal Component Analysis with Varimax Rotation 

Items Factor 1: Brand 

Experience 

Factor 2: Process 

Quality 

Factor 3: Attraction 

Appeal 

Communalities 

Work Culture 

Understanding 

0.782 0.312 0.189 0.747 

Social Media Authenticity 0.731 0.198 0.245 0.634 

Values Appeal 0.798 0.256 0.178 0.728 

Recommendation 

Likelihood 

0.756 0.289 0.234 0.715 

Job Description Clarity 0.289 0.812 0.156 0.764 

Application User-

Friendliness 

0.234 0.789 0.198 0.719 

Communication 0.198 0.834 0.167 0.764 
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Timeliness 

Interviewer Preparedness 0.267 0.798 0.189 0.745 

Competitive 

Differentiation 

0.312 0.189 0.756 0.701 

Careers Website 

Engagement 

0.289 0.234 0.798 0.775 

Diversity Attraction 0.198 0.167 0.789 0.689 

Eigenvalue 4.23 2.87 1.94 - 

% Variance Explained 38.5% 26.1% 17.6% 82.2% 

Source: SPSS Factor Analysis 

Interpretation: Three distinct factors emerge, explaining 82.2% of total variance, supporting the theoretical framework 

of employer branding constructs. 

 

Independent Samples T-Test 

Table 9: Gender Differences in Employer Branding Perceptions 

Construct Male (n=102) M(SD) Female (n=73) M(SD) t df p Cohen's d 

Employer Brand 

Perception 

3.79(0.76) 3.86(0.71) - 0.64 173 0.521 0.10 

Recruitment Process 3.71(0.69) 3.78(0.66) - 0.71 173 0.479 0.11 

Talent Attraction 3.65(0.73) 3.74(0.68) - 0.86 173 0.391 0.13 

Overall Impact 3.74(0.79) 3.83(0.74) - 0.78 173 0.436 0.12 

Source: SPSS Independent Samples T-Test 

Interpretation: No significant gender differences were found in any employer branding construct, indicating consistent 

perceptions across gender groups. 

 

Hypothesis Testing Results 

Table 10: Hypothesis Testing Summary 

Hypothesis Statistical Test Result p- value Effect Size Decision 

H1: Employer branding positively 

affects talent attraction 

Pearson Correlation r = 

0.729 

<0.001 Large Supported 

H2: Strong employer brand leads to a

better recruitment process experience 

Pearson Correlation r = 

0.687 

<0.001 Large Supported 

H3:Employer brand perception 

predicts overall impact 

Multiple 

Regression 

β = 

0.521 

<0.001 Large Supported 

H4: Current employees have more 

positive perceptions than former 

employees 

Independent t- test t = 

4.32 

<0.001 Medium Supported 

H5: Digital channels influence 

brand perception 

Chi-square χ² = 

23.45 

<0.001 Medium Supported 

Source: Comprehensive Statistical Analysis 

p < 0.001, p < 0.01, p < 0.05 

 

Qualitative Analysis Summary 

Table 11: Thematic Analysis of Open-Ended Responses 

Theme Frequency % of Responses Representative Quote 

Positive Aspects    

Growth Opportunities 89 50.9% "Clear career progression paths and skill 
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development programs" 

Flexible Work Culture 76 43.4% "Remote-first approach and work-life balance 

emphasis" 

Innovation Focus 68 38.9% "Exposure to cutting-edge technologies and 

challenging projects" 

Team Collaboration 64 36.6% "Supportive colleagues and

 cross- functional teamwork" 

Areas for Improvement    

Communication Gaps 45 25.7% "Better feedback during the 

recruitment process needed" 

Onboarding Process 38 21.7% "More structured orientation for new joiners" 

Benefits Transparency 32 18.3% "Clearer communication about compensation 

packages" 

Interview Scheduling 28 16.0% "More flexible timing options for 

interviews" 

Source: Manual Coding and Content Analysis (N=175) 

 

Key Performance Indicators (Pre vs. Post Implementation)  

Table 12: Employer Branding Impact on Recruitment Metrics 

Metric Pre- Implementation (2021) Post- Implementation 

(2024) 

Change % 

Improvement 

Time-to-Hire (days) 78 52 -26 33.3% ↓ 

Cost-per-Hire (USD) $12,500 $8,900 -$3,600 28.8% ↓ 

Application Rate per 

Job 

45 89 +44 97.8% ↑ 

Offer Acceptance Rate 67% 84% +17% 25.4% ↑ 

Employee Referral

Rate 

15% 28% +13% 86.7% ↑ 

Candidate Drop- out 

Rate 

40% 23% -17% 42.5% ↓ 

Brand Recognition 12% 34% +22% 183.3% ↑ 

Employee Retention 

(Annual) 

77% 84% +7% 9.1% ↑ 

Glassdoor Rating 3.2 4.1 +0.9 28.1% ↑ 

LinkedIn Followers 2,450 12,800 +10,350 422.4% ↑ 

Source: Company HR Data Analysis 

  

Statistical Software Information Analysis conducted using: 

• SPSS Version: 28.0.1.0 (142) 

• Excel Version: Microsoft 365 (Version 2401) 

• Confidence Level: 95% (α = 0.05) 

• Missing Data Treatment: Listwise deletion 

• Effect Size Interpretation: Cohen's (1988) guidelines o Small: 0.2, Medium: 0.5, Large: 0.8 

 

Research Objectives Achievement: 

1. Objective 1 (Examine employer branding effects on talent attraction): Achieved - Strong positive correlation (r = 

0.729, p < 0.001) with a large effect size demonstrated a significant relationship. 
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2. Objective 2 (Analyse recruitment strategy role in candidate experience): Achieved - Multiple regression showed 

recruitment process significantly predicts overall impact (β = 0.165, p = 0.037), with 69.5% variance explained by the 

model. 

This comprehensive statistical analysis provides robust evidence supporting the effectiveness of Anix Global's 

employer branding strategy in enhancing talent acquisition outcomes. 

Discussion 

The case study of Anix Global shows how employer branding can solve major talent acquisition problems in today’s 

competitive job market. Before 2022, Anix Global struggled with slow hiring, high recruitment costs, and low brand 

recognition. These problems are common in the technology sector, where many companies compete for a limited pool 

of skilled professionals. 

Employer Branding as a Solution 

Anix Global’s success came from building a clear and authentic Employee Value Proposition (EVP). This EVP focused 

on innovation, growth, flexibility, and purpose- driven work. By sharing real employee stories and using digital 

platforms like LinkedIn and Instagram, Anix Global improved its image as a great place to work. Training employees 

as brand ambassadors also made the company’s message more believable and attractive to job seekers. 

 Impact on Recruitment Metrics 

The results were impressive. The time it took to hire new employees dropped by 33%, and the cost per hire fell by 29%. 

Brand recognition nearly tripled, and employee referrals increased by 87%. These numbers show that a strong employer 

brand does not just help attract more applicants—it also helps find better matches and keeps employees longer. The 

company’s annual turnover rate dropped from 23% to 16%, proving that people were happier and more likely to stay. 

Broader Industry Trends 

This case fits with wider trends in recruitment. Today’s job seekers, especially younger generations, care about 

company culture, flexibility, and purpose. They research companies online and want to see real stories from current 

employees. Anix Global’s focus on authenticity and digital outreach matched these expectations, making the company 

stand out in a crowded market. 

Lessons and Recommendations 

• Authenticity Matters: Employer branding works best when it is based on real strengths and values, not just marketing 

messages. 

• Digital Presence: Using social media and online platforms is essential to reach and engage today’s job seekers. 

• Employee Involvement: Employees are the best ambassadors for a company’s brand. Their stories and 

recommendations carry more weight than official ads. 

• Continuous Measurement: Tracking key metrics like time-to-hire, cost-per-hire, and employee feedback helps 

companies see what’s working and where to improve. 

Limitations 

The study focused only on Anix Global and used data from a specific period (2022- 2024). Results might be different in 

other industries, regions, or economic conditions. Also, some sensitive company data was not available, which could 

affect the depth of the analysis. 

  

Conclusion 

1. Employer Branding Solved Critical Talent Problems 

Anix Global’s strategic focus on employer branding (EB) fixed its pre-2022 recruitment struggles. By defining four 

clear pillars—innovation, growth, flexibility, and purpose—the company attracted candidates who truly fit its culture. 

Results were measurable: 

Hiring sped up by 33% (from 78 to 52 days). 

Recruitment costs dropped 29% (saving $3,600 per hire).   Employee referrals nearly doubled. 

2. Digital Tools and Authenticity Were Key 
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Using LinkedIn, Instagram, and a revamped careers site, Anix shared real employee stories— not just ads. This 

transparency built trust: 

• Glassdoor ratings jumped 28%. 

• 97% more people applied for jobs. 

Crucially, training employees as brand ambassadors made messaging credible. 

 

3. Benefits Went Beyond Hiring 

EB’s impact surprised even the company: 

• Staff turnover fell from 23% to 16% as employees felt prouder to stay. 

• Clients noticed—better brand reputation led to new partnerships. 

• Teams became more engaged (84% retention vs. 77% pre-EB). 

 

4. A Playbook for Mid-Sized Firms 

Anix Global proves smaller companies can compete for talent against giants by: 

• Starting with research: Ask employees/candidates what matters. 

• Telling true stories: Show "a day in the life," not generic perks. 

• Using tech smartly: Personalise websites and track what works. 

 

5. The Future of Work Demands Strong Employer Brands 

In today’s job market, candidates choose companies whose values match theirs. Anix’s success shows EB isn’t just 

HR’s job—it’s a growth strategy that: 

• Lowers hiring costs. 

• Keeps great employees longer. 

• Builds industry reputation. 

Findings and Recommendations 

 

Findings 

• Anix Global faced significant challenges in talent acquisition before 2022, including long hiring times (78 days per 

hire), high recruitment costs ($12,500 per hire), and low brand recognition (12%) in the tech market. 

• The company developed a clear Employee Value Proposition (EVP) focused on Innovation at Scale, Accelerated 

Growth, Global Flexibility, and Purpose-Driven Impact to address these issues. 

• Anix Global used digital strategies such as a redesigned career website, employee stories on social media, and virtual 

events to promote its EVP and employer brand. 

• Employees were trained as brand ambassadors, and internal communications were improved to ensure authenticity 

and alignment with the EVP. 

• Survey data and company metrics showed positive results: 

• Time-to-hire dropped by 33% (to 52 days). 

• Cost-per-hire fell by 29% (to $8,900). 

• Brand recognition increased from 12% to 34%. 

• Employee referrals increased by 87%. 

• Glassdoor ratings improved significantly. 

• Employee turnover rate decreased from 23% to 16%. 

• Strong employer branding not only attracted talent but also improved employee retention and overall company 

reputation. 

• The research confirms that authentic employer branding, supported by digital tools and employee advocacy, provides 

a competitive advantage in talent markets, especially for mid- sized firms. 
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Recommendations 

• Clearly define and communicate the Employee Value Proposition (EVP) to highlight what makes the company unique 

and attractive to potential employees. 

• Use digital platforms (such as career websites and social media) to promote the employer brand and share authentic 

employee stories. 

• Train employees to act as brand ambassadors, encouraging them to share positive experiences and company culture 

with their networks. 

• Align internal communications to ensure the employer brand message is consistent and authentic across all channels. 

•  Regularly measure key recruitment metrics (like time-to-hire, cost-per-hire, and employee referrals) to track the 

effectiveness of employer branding initiatives and make improvements as needed. 

• Focus on both attracting new talent and retaining existing employees by fostering a positive workplace culture and 

offering growth opportunities. 

• For other organisations, start by developing a genuine EVP, integrating employer branding into HR technology, and 

consistently monitoring results for continuous improvement. 
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Questionnaires 

Section 1: Demographic Information 

1. Your current role: 

☐ Job applicant at Anix Global 

☐ Former Anix Global employee 

☐ Current Anix Global employee 

☐ Potential candidate (never applied) 

☐ Other: 

 

2. Age group: 

☐ Under 25 

☐ 25-34 

☐ 35-44 

☐ 45+ 

 

3. Highest education: 

☐ High School 

☐ Bachelor’s Degree 

☐ Master’s Degree 

☐ PhD/Professional 

☐ Other 
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4. How did you first hear about Anix Global? 

☐ Social media (LinkedIn/Instagram/etc.) 

☐ Job websites (Naukri, Indeed, etc.) 

☐ Employee referral 

☐ Company website 

☐ News/articles 

☐ Campus event 

 

Section 2: Your Experience & Opinions Scale: 

❶ Strongly Disagree ❷ Disagree ❸ Neutral ❹ Agree ❺ Strongly Agree 

 

Employer Brand Perception 

5. I clearly understand Anix Global’s work culture. 

❶ ❷ ❸ ❹ ❺ 

 

6. Their social media shows authentic employee stories. 

❶ ❷ ❸ ❹ ❺ 

 

7. Anix Global is known for good employee benefits. 

❶ ❷ ❸ ❹ ❺ 

 

8. Their values (e.g., innovation, diversity) are appealing. 

❶ ❷ ❸ ❹ ❺ 

 

9. I’d recommend Anix Global as a workplace. 

❶ ❷ ❸ ❹ ❺ 

 

Recruitment Process 

10. Job descriptions were clear and accurate. 

❶ ❷ ❸ ❹ ❺ 

 

11. The application process was user-friendly. 

❶ ❷ ❸ ❹ ❺ 

 

12. Communication from recruiters was timely. 

❶ ❷ ❸ ❹ ❺ 

 

13. Interviewers were respectful and prepared. 

❶ ❷ ❸ ❹ ❺ 

 

14. Feedback was provided after interviews. 

❶ ❷ ❸ ❹ ❺ 

 

Talent Attraction 

15. Anix Global stands out among competitors. 

❶ ❷ ❸ ❹ ❺ 
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16. Their careers website is helpful and engaging. 

❶ ❷ ❸ ❹ ❺ 

 

17. I trust reviews about Anix Global on sites like Glassdoor. 

❶ ❷ ❸ ❹ ❺ 

 

18. They attract diverse candidates. 

❶ ❷ ❸ ❹ ❺ 

 

Overall Impact 

19. Their branding influenced my decision to apply/work here. 

❶ ❷ ❸ ❹ ❺ 

 

20. I see myself growing long-term at Anix Global. 

❶ ❷ ❸ ❹ ❺ 

 

Section 3: Share Your Thoughts 

21. What makes Anix Global unique as an employer? 

22. One suggestion to improve their hiring process: 

23. Describe your best/worst experience with Anix Global’s recruitment:  

 


