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Defining your employer brand

Every organisation already has an employer brand. 

It’s not about a logo or a strapline, but the perception people have 
of working for you, both current employees and potential hires. It’s 
the personality of your organisation, how it conducts itself, treats its 
people and its underlying values. 

A good employer brand attracts the best talent and widens the pool 
you can choose from. A bad or even a neutral one makes recruitment 
much more difficult. It’s therefore common sense to manage and 
maintain an employer brand that delivers positive and pertinent 
messages to the people you want to hire and retain. 

Jim Collins says in his bestseller From Good to Great, “Leaders 
of companies that go from good to great start by getting the right 
people on the bus, the wrong people off the bus, and the right people 
in the right seats.” 

An employer brand creates the opportunity to do just that.
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Defining your employer brand

The branding journey
Developing an employer brand should be an inclusive and thorough process 
that reaps rich rewards. There are no easy shortcuts, but there are many long-term 
benefits. The journey begins by looking in the mirror with the discovery stage, 
moves on to creation, selling the brand internally and then delivering it externally 
and consistently. It then needs regular bouts of measurement and refining as your 
organisation evolves and changes.

These are the principle steps you’ll undertake:

Defining your employer brand Living your employer brand
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Defining your employer brand requires careful thinking, honest reflection and 
creative flair. In this guide, we briefly outline how you might take the first two steps 
of this journey based on a method that has proven highly successful for numerous 
organisations.

What can &
should you say?

How should
you say it?

Saying it consistently
& positively

How well you are
making and keeping

your promises?

Creating your
brand

ambassadors

Discover

Create

Educate Measure

External
Marketing

Internal
Marketing
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Authenticity
The most important success factor in employer branding is authenticity - it is vital 
that you don’t make promises that you can’t or won’t keep. We live in a world of 
increasing candidate sophistication and corporate transparency. Websites like 
TripAdvisor, Trustpilot and Amazon have taught people to value honest reviews 
from their peers much more highly than sales or marketing hyperbole. This 
openness has now transferred into the world of people comms with the likes of 
Glassdoor and Indeed reviewing employers, and has been magnified still further 
by conversations on social media. Therefore, the time where you could control 
the message has gone. In todays connected world, you need to establish your 
employer brand and concentrate all your efforts into influencing a wide range of 
conversations so that you are managing it in a consistent and positive direction.

Differentiation
In a period of record employment and acute skills shortages, your brand also needs 
to differentiate you from your talent competitors and help you to stand out from the 
crowd. Where possible, you should try to say something different and avoid simply 
replicating platitudes. You need to create genuine difference from others even if 
that’s by using a more powerful or authentic way of saying something that other 
people are saying.

Relevance
It’s vital that you listen to and understand your audience(s) before 
you begin to communicate with them. Employer brands need to 
talk to a more diverse range of audiences than ever before in terms 
of skillsets, geography, ethnicity, culture and age. If you know what 
you or they want to hear you can match your propositions to ensure 
your messages resonate with them.

Fit for purpose
Your employer brand is not the latest HR fad or a Resourcing 
team indulgence. It should be deployed and managed so that it 
drives performance by attracting, retaining and harnessing the 
talent you need to keep your customer promises and deliver your 
organisation’s goals.

Success factors
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What’s an employer brand?
We define an employer brand as an authentic promise that’s consistently kept 
– a truth that is well told. 

However, there’s lots of unnecessary jargon bandied about in the world of People 
Communications and we recognise this can be distracting, so we’ve created this 
illustration to clarify what we regard to be the essential building blocks of a good 
brand.

You’ll notice that we talk about a People Deal (the psychological contract between 
employer and employee) at the heart of the brand, as it is imperative that we  
express the ‘give’ and the ‘get’ in the employee/employer relationship, always 
expressing it to be mutually beneficial. 

The People Deal is supported by a number of defining and differentiating People 
Promises – the reasons why people should join, stay and perform for your 
organisation. This range of People Promises can be dialled up or down to appeal 
to different audiences and should pervade all your internal and external people 
communications. 

We prefer not to use the term Employer Value Proposition as it lacks the reciprocity 
of the People Deal and plurality/flexibility of the People Promises. Additionally, 
those outside the HR arena can be forgiven for confusing Employee Value 
Propositions with organisational values and this can lead to employer brands 
becoming too value-led and one dimensional.

Your employer 
brand

People Deal

People
Promises

Performance,
Culture & Values / 

Behavioural alignment

Generic Brand Assets

Campaign Specific Tactics

How people feel about you as a current or potential employer - your internal and 
external employer reputation.

The psychological contract - a short statement capturing what you expect 
and what people can expect from you.

What makes you different/better than/to your talent competitors? 
Culture, Values, Rewards, Development, Opportunity etc. Remember 
to tell the truth well!

Your careers sites, social media, ERP, PR, ATS & candidate 
comms, recruitment process, Internal Comms, Rewards & 
Recognition, Performance reviews etc.

Role/Audience specific proposition-led campaigns 
supporting/supported by the brand for specific skill 
sets or departmental needs.
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Asking the right questions
In order to build an authentic, distinctive brand which is both 
relevant and fit for purpose you will need to deploy quantitative 
and qualitative research techniques to understand the:

• External employer reputation
• Current employee experience and sentiment
• Your talent landscape
• Employer brands of your talent competition
• Target audience(s) motivators, inhibitors or bias
• Effect of culture, corporate brand and values
• Future talent plans and business goals
• Views of your organisation’s leadership

We take the view that ‘you can’t mark your own homework’ during 
this stage and utilising the skills and experience of an external 
expert like Creed Comms will yield the most robust and in-depth 
insights. 

Some of the research results may not make for pleasant reading, 
but negative comments are very useful in terms of understanding 
the perceptions you need to change. Likewise, positive findings 
give you a base to build on and enhance your current reputation. 

Only when you have taken an objective, honest and 
comprehensive view of all these areas can you begin to define 
your People Deal, market your People Promises and start to bring 
your employer brand to life.
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Bringing the brand to life
The insights gained by asking the right questions in the discover stage will give you 
the confidence you need to start bringing the brand to life through the create stage.
 
Your chosen design team should ensure that the brand essence is woven through 
every piece of communications. This could be achieved through a strapline, 
totemic imagery, consistent design elements or a combination of all three.

Your brand should complement and support your consumer/corporate brand, but 
it should not be dependent upon or subdued by it. Remember the reasons why 
most people will choose to work for an organisation are very different to those that 
would persuade them to become a customer of the same organisation. So, we’ll 
need to get our Marketing colleagues comfortable with giving your employer brand 
the space to live and breathe on its own terms.

We’d also advocate ensuring that the L&D, internal comms and operations teams 
are included in the creative process as they will need to feel comfortable in 
delivering your People Deal and become advocates of the employer brand.

However, whilst it’s good to be inclusive, large committees don’t always make the 
best decisions, so make sure that those with a real stake in the project’s success in 
the long-term make the ultimate decisions in deciding the final expression of your 
employer brand. 

Remember though to build in flexibility. Ensure that the brand has the ability to 
grow or change as your organisation does, that it’s fluid enough to alter to address 
a range of audiences. Also make sure that it can work across all types of comms, 
from social to outdoor, from promotional items to your careers site. 

Finally, don’t be afraid to sense check the potential executions of your employer 
brand with your target audiences. Hold online focus groups and polls with selected 
employees and applicants to ensure that the preferred creative execution really 
does deliver your People Deal, differentiate you from your talent competitors and 
authentically represent your employee experience. Thereafter, you should keep 
testing and refining the living brand to keep it fresh and relevant.

www.creedcomms.co.uk



www.creedcomms.co.uk

Defining your employer brand

Being consistent
At the beginning of this paper we talked about employer brands 
helping you to manage your employer reputation in a positive 
and consistent manner. Therefore, your brand guidelines should 
provide everyone (you, your colleagues and external partners) with 
a supportive framework to bring the brand and People Deal to life 
in every touchpoint and for every audience. 

Contents might include:

• Brand essence
• People Deal statement
• People Promises
• Brand asset management protocols

• Tone
• Image selection/video content
• Language palette
• Design - look and feel

Brand DNA

Personality

Brand toolkit

Corporate brand alignment

• Tagline/brand essence
• Online/offline examples
• Calls to action
• Social assets

• Logo placement and usage
• Typeface
• Colour ways
• Graphic elements
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So now your brand has an identity that celebrates your People 
Deal in an honest, differentiating way. But your journey is far 
from complete, you now need to educate your people to live by 
and project the brand, to begin to market it (both internally and 
externally) whilst of course measuring the effect and ROI. Our 
next guide called “Living your employer brand” will help you do 
just that.

In the meantime, if you’d like to talk to us about defining your 
employer brand please get in touch.

Tel: 0161 359 5999  |  Email: hello@creedcomms.co.uk

In summary


