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Abstract 

Employer branding has emerged as a vital strategy for attracting top personnel in competitive job markets; 

nevertheless, its importance in Bangladesh's developing economy remains largely unexplored. This qualitative 

study aims to assess the effectiveness of employer branding in attracting highly educated professionals in 

Bangladesh, concentrating on two specific research questions: In what ways can employer branding activities 

affect the interest and application choices of highly trained individuals?  Which employer brand qualities most 

effectively attract top talent in Bangladesh?  This study utilizes thematic analysis of secondary qualitative data 

from academic sources to determine prospective employees' impressions of branding activities and the 

characteristics that appeal to them. Research demonstrates that a strong employer brand significantly increases 

applicant interest and application rates; key attractive elements include competitive compensation, clear career 

progression options, a positive organizational culture, and a respected corporate reputation. Employment 

security, work-life balance, and alignment with personal values, including an employer's commitment to 

social responsibility, greatly impact highly skilled individuals, especially younger professionals. The analysis 

reveals that genuine communication and persistent real-world acts bolster branding success. These findings 

offer context-specific insights into employer branding literature and provide practical guidance to HR 

practitioners by emphasizing that matching branding messages with the authentic aspirations of top talent may 

enhance recruitment success.  The reliance of the study on secondary data and its focus on Bangladesh restrict 

generalizability, suggesting caution in extrapolating findings to other contexts. Future study should utilize 

primary data (e.g., surveys or interviews), industry benchmarking, and longitudinal or experimental methods 

to validate and augment these thematic findings. 
 

Keywords: Employer branding, Talent attraction, Brand attributes, and Recruitment strategy. 
 

1. Introduction 

Attracting and retaining highly trained people has 

emerged as a strategic imperative in contemporary 

competitive job marketplaces.  Global corporations 

are participating in a "war for talent," attempting to 

distinguish themselves as preferred employers 

(Guthridge et al., 2008; Wright et al., 1994).  In this 

setting, employer branding has become an essential 

technique that utilizes marketing principles inside 

human resources to cultivate a positive employer 

image. Ambler and Barrow, (1996) define the 

employer brand as “the package of functional, 

economic, and psychological benefits” offered by a 

firm. Employer branding entails articulating a 
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distinctive employment value proposition that 

emphasizes career possibilities, organizational 

culture, and benefits to both current and potential 

employees (Backhaus and Tikoo, 2004; Tanwar and 

Prasad, 2016).  Research repeatedly demonstrates 

that organizations with robust employer brands 

attract a greater number of higher-quality candi-

dates; for instance, enterprises with more favorable 

reputations garner much bigger applicant pools 

(Cable and Turban, 2003; Collins and Han, 2004).  

In contrast, ineffective or adverse branding may fail 

to attract or even deter high-caliber talent (Backhaus 

and Tikoo, 2004). In summary, the literature regards 

employer branding as a powerful instrument for 

acquiring human capital advantage and achie-ving 

sustained performance (Barrow and Mosley, 2011; 

Gilani and Cunningham, 2017), highlighting its 

significance in competitive contexts (Sullivan, 1999; 

Khalid and Tariq, 2015; Evans, 2023). 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Fig. 1: Employer Branding Strategy. 

 

In Bangladesh, these issues hold considerable 

significance. The rapid growth of the economy is 

producing a significant influx of educated graduates 

each year, intensifying competition among enter-

prises for skilled personnel (Mustafa et al., 2021). 

Traditionally, Bangladeshi enterprises emph-asized 

product and corporate image; however, there is a 

growing recognition that employer image must be 

intentionally cultivated to recruit a more globalized 

and aware workforce (Akhtaruzzaman, 2020; 

Rahman and Islam, 2020). Recent research on 

Bangladeshi banks suggests that the sector must 

improve its employer branding (e.g., career progres-

sion, organizational culture, incentives) to attract 

new-generation talent and reduce the emigration of 

skilled persons (Mustafa et al., 2021). The local 

characteristics, such as the excess of graduates, labor 

market variability, and talent migration, underscore 

the importance of examining employer branding 

within the specific context of Bangladesh. The 

changing expectations of Bangladesh's workforce 

and labor market dynamics require a focused 

analysis of the influence of employer branding on 

skilled professionals in this setting.  This study aims 

to assess the effectiveness of employer branding in 

attracting highly skilled talent in Bangladesh. This 

study examines how prospective employees 

perceive and respond to employer branding efforts, 

as well as the specific organizational attributes that 

most profoundly affect their interest (Ali, 2025).   

This purpose is crucial because, according to human 

resource specialists, acquiring the right people is 

vital for organizational success and economic 

growth (Ali, 2025; Guthridge et al., 2008; Wright et 

al., 1994). This study will fill a notable gap in the 

literature by analyzing professionals' evaluations of 

branding messaging and pinpointing critical 

attractors. At present, there is limited empirical 

understanding of the brand tactics employed by 

Bangladeshi enterprises and their reception, which 

hinders effective recruitment (Ali, 2025). The 

outcomes will produce both practical and scholarly 

implications: Human resource managers and 

recruiters can improve branding and recruitment 

methods based on these insights, while academics 

obtain context-specific data to further develop 

employer branding theory in emerging economies 

(Ali, 2025). This article examines many specific 

research questions (RQs) concerning corporate 
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branding and highly skilled job searchers in Bangla-

desh. For instance: 
 

RQ1: How do employer branding initiatives 

influence the interest and application decisions of 

highly skilled professionals? This inquires if 

enhanced employer-brand reputations (e.g., via cor-

porate reputation, cultural messaging, social media) 

genuinely result in increased applicant interest and 

applications (Cable and Turban, 2003; Khalid and 

Tariq, 2015).  
 

RQ2: Which employer-brand attributes most 

strongly attract top talent in Bangladesh? This 

examines the aspects (competitive salary, career 

advancement prospects, workplace culture, etc.) that 

serve as the most significant indicators to candidates 

(Collins and Han, 2004; Sokro, 2012). 
 

 

 

 

 

 

 

 

 

 

 

 

 
 

Fig. 2: Employer Branding Influence on talent. 
 

Each inquiry is grounded in international research; 

for instance, prior studies demonstrate that an 

attractive work culture and prospects for advance-

ment often rank foremost among candidates' 

objectives (Collins and Han, 2004; Khalid and 

Tariq, 2015) - yet will be analyzed within the 

Bangladeshi context. We endeavoured to establish a 

unified collection of branding concepts that align 

with global research while incorporating Bangla-

desh-specific elements, such as local work practices. 

These findings should captivate a broad audience, 

encompassing HR professionals and scholars, owing 

to the little research on employer branding in South 

Asia (Fernandez and Moldogaziev, 2013; Sokro, 

2012). Insights on context-specific preferences 

would allow Bangladeshi firms to more effectively 

tailor their branding for local talent. The following 

portions of the article are organized as outlined 

below. The research on employer branding and 

talent acquisition, both globally and in emerging 

economies, specifically concentrating on Bangla-

desh. The qualitative methodology encompasses the 

collection of secondary data and thematic analysis 

(Braun and Clarke, 2006).  Preliminary examination 

of the qualitative data indicates that topics such as 

company reputation, organizational culture, and 

career advancement will emerge as key determinants 

affecting attraction (Collins and Han, 2004; Khalid 

and Tariq, 2015). This introduction is based on 

reliable literature regarding HR and branding, along 

with pertinent studies. Core principles and findings 

are validated by recent research in employer 

branding (Ambler and Barrow, 1996; Backhaus and 

Tikoo, 2004; Cable and Turban, 2003; Collins and 

Han, 2004; Tanwar and Prasad, 2016), as well as 

relevant insights concerning Bangladesh (Mustafa et 

al., 2021; Akhtaruzzaman, 2020; Rahman and Islam, 

2020). 
 

2. Literature Review 

The current competitive job market has necessitated 
that companies prioritize the attraction and retention 
of highly skilled employees.   Global enterprises are 
competing for elite talent in a "war for talent," 
striving to distinguish themselves as employers of 
choice (Chungyalpa, 2016; Guthridge et al., 2008). 
Employer branding has emerged as an essential 
instrument, utilizing marketing principles within 
human resource management to enhance the 
organization's reputation as an employer. The 
concept of employer brand was initially articulated 
by Ambler and Barrow, (1996) as "the amalga-

mation of functional, economic, and psychological 
advantages offered by employment, associated with 

http://www.universepg.com/


Hussain et al., / Canadian Journal of Business and Information Studies, 7(6), 521-545, 2025 

Universe PG l www.universepg.com                                                                                                                                  524 

the employing organization." This strategy high-

lights that a company's value proposition and its 
reputation as an employer may be administered in a 
manner akin to the management of a product brand.   
Employer branding involves communicating to 
current and prospective employees about a unique 
work environment and aligning corporate culture, 
beliefs, and practices to deliver on this brand 
promise (Tanwar & Prasad, 2016).  Backhaus and 
Tikoo, (2004) assert that employer branding inte-

grates branding with human resources to build a 
unified brand and position the company as offering a 
superior work environment compared to com-

petitors. 
 

Research conducted over the past two decades has 
continuously evidenced the numerous advantages 
associated with a strong employer brand. A robust 
employer brand correlates with larger applicant 
pools, elevated interest rates, and improved hiring 
outcomes. Cable and Turban, (2003) found that 
organizations with superior reputations attract 
significantly more job applications, demonstrating 
that a company's brand image directly influences job 
searchers' decisions. Poor or negative branding may 
deter employers from attracting suitable workers 
(Backhaus & Tikoo, 2004). A robust employer brand 
not only attracts new recruits but also enhances 
employee engagement and retention by fostering 
pride and loyalty among existing staff (Barrow & 
Mosley, 2011; Gilani & Cunningham, 2017). Con-

sequently, employer branding serves as an effective 
instrument for attracting new talent and motivating 
current employees to act as brand ambassadors, so 
enhancing the company's attractiveness to pros-

pective clients (Sullivan, 1999; Khalid & Tariq, 
2015).   In conclusion, the research recognizes that 
employer branding is an effective strategy for 
enhancing an organization's long-term performance 
and human capital acquisition. 
 

In Bangladesh, the concept of employer branding is 
relatively novel yet increasingly important. As 
Bangladesh's economy grows, businesses increa-

singly strive to attract and retain skilled pro-

fessionals, resulting in a substantial annual influx of 
such individuals (Mustafa et al., 2021). In 
Bangladesh, branding has always been associated 
with products or corporate identity; however, local 
employers are increasingly recognizing the necessity 
of a robust employer brand in the contemporary 

workforce (Akhtaruzzaman, 2020). Globalization 
and enhanced access to information have heightened 
awareness among Bangladeshi job seekers, 
necessitating that companies emphasize appealing 
attributes such as competitive compensation, favour-
able work environments, and prospects for career 
progression (Rahman & Islam, 2020). A recent study 
in the banking sector of Bangladesh indicates that 
banks must improve many elements of their 
employer branding to attract younger talent and 
prevent the exodus of highly skilled people abroad. 
It is vital to examine the impact of employer 
branding strategies on the decisions of highly skilled 
professionals in Bangladesh's labor market given the 
evolving circumstances. This literature study 
critically evaluates the existing information on 
employer branding and talent acquisition, utilizing 
both classic and contemporary research.  This study 
examines the impact of branding on job seekers' 
views and identifies the employer features that most 
significantly affect application decisions, particu-

larly within the Bangladeshi environment. 
 

Employer Branding and Talent Attraction 

A substantial body of literature indicates that 
effective employer branding can significantly 
enhance an organization’s ability to recruit qualified 
job prospects. Employer branding refers to the 
various strategies employed by firms to develop a 
positive image and reputation among potential 
recruits (Cable and Turban, 2001). Research 
consistently indicates a positive relationship 
between the robustness of an employer's brand and 
the attractiveness of candidates to the firm. 
Empirical studies across several contexts indicate 
that firms with strong, positive employer brands 
receive more job applications and attract higher-
quality candidates than those with weaker brands 
(Collins & Han, 2004; Sokro, 2012). Sokro’s, (2012) 
study in Ghana shown that a favorable employer 
image increases individuals' propensity to join the 
company, highlighting that job seekers consider an 
organization's brand when deciding to apply. Khalid 
and Tariq, (2015) found that positive employer 
branding significantly increased candidates' 
intention to pursue employment with a company, 
and that an attractive employer brand can create a 
psychological contract by signaling to candidates 
that the organization values its employees. Turban 
and Cable, (2003) found that companies with strong 
reputations attracted significantly larger candidate 
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pools, suggesting that company reputation serves as 
a proxy for job seekers in assessing a business's 
appeal. This supports the idea that prospective 
employees use a company's public image and 
branding as a criterion for evaluating job quality; 
firms deemed "employers of choice" generally have 
less recruitment difficulties as they draw in top 
talent (Fernandez & Moldogaziev, 2013). 
 

A fundamental technique by which corporate 
branding enhances applicant attraction is by 
reducing uncertainty for job seekers.   Signaling 
theory asserts that in the early stages of a job search, 
candidates often lack adequate information about an 
organization's work environment; therefore, they 
rely on the signals conveyed by the employer brand 
of the company (Spence, 1973; Alshathry et al., 
2016). The signals include the organization's 
recruitment advertising, career website, social media 
presence, and overall reputation, all of which 
communicate to potential applicants the values, 
culture, and benefits the company offers.   If these 
signals are positive and reliable-such as highlighting 
a collaborative culture, employee development, or 
corporate success-they enhance interest and con-

fidence among job seekers that the organization will 
be a beneficial workplace (Wilden et al., 2010). 
Empirical evidence supports this: Wilden et al. 
(2010) demonstrated that employer brand credibility 
and clarity significantly influenced candidates' 
perceptions of the firm's attractiveness. Lievens et 
al. (2007) found that an organization's public image 
and identity significantly affect applicants' appeal to 
the firm, as candidates are attracted to organizations 
whose image aligns with their ideals or aspirational 
self-concept. This alignment is often examined 
through social identity theory, which posits that 
individuals are attracted to organizations that they 
believe enhance and align with their self-concept 
(Highhouse et al., 2007). An effective employer 
brand cultivates a relationship by emphasizing a 
work environment and values that resonate with 
potential applicants. 
 

Moreover, studies demonstrate that strong corporate 
branding can yield quantifiable recruitment benefits, 
such as decreased hiring costs and accelerated time-

to-fill for positions. Barrow and Mosley, (2011) 
observed that organizations with robust employer 
branding experience more employee referrals and 
unsolicited applications, hence reducing reliance on 

expensive recruitment strategies. A study by Khalid 
and Tariq, (2015) demonstrated that improved 
employee satisfaction, stemming from effective 
employer branding, elevated the rate of employee 
referrals, hence expanding the candidate pool at 
minimal cost. Employee referrals diminish recruit-
ment costs and generally provide higher-quality 
candidates and improved retention (Sullivan, 1999), 
creating a positive feedback loop where satisfied 
employees advocate for the organization to peers, so 
reinforcing the brand.  
 

Furthermore, firms possessing attractive employer 
brands reportedly experience a reduction of up to 
50% in cost-per-hire and a 28% decline in employee 
turnover (iCIMS, 2021), illustrating that investments 
in employer branding generate financial benefits by 
improving recruiting and retention efficacy. Despite 
variations in exact measurements, the consensus in 
the literature is that employer branding enhances 
organizational attractiveness, hence streamlining 
recruitment processes and outcomes (Theurer et al., 
2018). Theurer et al. (2018) demonstrate through 
their extensive research that cultivating a strong 
employer brand creates brand equity, which confers 
a competitive advantage in the labor market, similar 
to product brand equity in consumer markets. 
 

Academics have concurrently recognized potential 
challenges and intricacies about the influence of 
employer branding on talent attraction. A crucial 
observation is that potential applicants' compre-

hension and interpretation of company branding 
messages may vary, influencing their efficacy in 
attracting talent.   Sirojuddin and Sopiah, (2022) in a 
systematic literature review, found that despite 
organizations crafting distinctive employer branding 
strategies, many job seekers remain largely 
oblivious to these intentional branding efforts and 
instead form their perceptions based on prior 
experiences and the company's established repute-

tion in the community. An organization may invest 
substantially in cultivating a distinct brand image 
(e.g., “innovative and employee-centric”), but if this 
message does not properly resonate with or persuade 
the target audience, its ability to attract talent will be 
limited. Sirojuddin and Sopiah, (2022) note that 
potential applicants often rely on word-of-mouth 
and publicly available information (such as news, 
social media discourse, or personal experiences with 
the company's products/services) rather than formal 
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branding efforts when assessing an employer. This 
observation reveals a discrepancy between work-

place branding as conceived by employers and 
employment branding as perceived by applicants. It 
underscores the importance of developing attractive 
employer branding materials and communicating 
them through channels that connect and resonate 
with the target talent pool (Martin et al., 2011). 
Some studies highlight that organizations must 
continuously monitor and develop their employer 
brand image as perceived by external stakeholders, 
ensuring that actual workplace conditions (e.g., 
employee testimonials, Glassdoor reviews) corres-

pond with the commitments stated in branding 
materials (Moroko & Uncles, 2008). Inconsistencies 
between brand image and authentic employee 
experiences can quickly diminish an employer's 
attractiveness through negative evaluations or poor 
word-of-mouth, particularly in the era of social 
media when information spreads rapidly (Dineen & 
Allen, 2016). 
 

The influence of employer branding on attraction 
has been documented in the Bangladeshi and South 
Asian context; nevertheless, research in this domain 
remains limited. A descriptive study by Islam, 
(2020) revealed that in Bangladesh's ICT sector, 
firms recognized for employee-centric practices and 
strong corporate ethics attracted much more 
attention from qualified graduates. A research 
monograph by Mustafa et al. (2021) analyzing 
Bangladesh’s banking sector provided statistical 
evidence that a bank's branding substantially affects 
the recruitment of prospective employees, con-

firming the relevance of employer branding 
principles in developing economies. They identified 
factors such as reputation, workplace culture, and 
opportunities for promotion as essential in recruiting 
candidates to banks, emphasizing the need for 
Bangladeshi banks to adopt modern employer 
branding tactics to attract and retain young talent. 
The research indicated that employer branding is 
still a nascent concept in many Bangladeshi 
companies, implying that certain businesses may not 
fully leverage it or may lack understanding of which 
aspects of their brand appeal most too local job 
seekers (Mustafa et al., 2021). This requires more 
comprehensive research into the attitudes of 
professionals in Bangladesh about various employer 
branding attributes, thereby addressing a vacuum 
that the current study aims to fill. 

 

Robust employer branding improves talent acqui-
sition, attracting skilled professionals and increasing 
applications. It differentiates a company in the labor 
market, motivating individuals to submit applica-

tions. However, creating an appealing brand is 
inadequate; it must be authentically communicated 
and favorably received. This section analyzes the 
key attributes of an employer's brand in Bangladesh. 
 

Key Employer Branding Attributes Influencing 
Job Choice 

While the general influence of employer branding 
on talent acquisition is well recorded, studies have 
investigated the specific employer attributes or value 
propositions that make a company attractive to 
potential applicants. The Employer Value Pro-

position (EVP) denotes the array of benefits and 
characteristics that an organization extends to both 
existing and prospective employees (Minchington, 
2010). Prior studies have identified several 
employer branding attributes that significantly affect 
job-seeking intentions. Berthon, Ewing and Hah, 
(2005) developed a framework delineating dimen-

sions of employer attractiveness: interest value, 
social value, economic value, development value, 
and application value, which encompass various 
aspects that job seekers may find appealing in an 
organization.   Subsequent empirical research across 
cultures has shown the importance of these features 
(Roy, 2008; Schlager et al., 2011).   
 

Job seekers generally evaluate potential employers 
based on criteria such as compensation, oppor-
tunities for promotion, organizational culture, work-

life balance, job security, and corporate reputation 
(Jain & Bhatt, 2015; Tanwar & Prasad, 2017). We 
emphasize the key employer branding attributes 
discovered in the research that substantially 
influence professionals' choices to seek employment 
opportunities: 
 

Competitive Compensation and Benefits: Com-

pensation, incentives, and perks are consistently 
recognized as key determinants for attracting talent. 
Organizations offering superior compensation and 
comprehensive benefits (including health insurance 
and retirement plans) are perceived as more 
attractive employers (Misra & Dubey, 2022; Jain & 
Bhatt, 2015). A survey of engineering graduates 
revealed that pay and fringe benefits were critical 
factors in career selection (Misra & Dubey, 2022).   
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This signifies the economic value dimension of 
employer attractiveness. 
 

Career Development and Advancement Oppor-

tunities: Prospects for career progression, encom-

passing training, skill development initiatives, clear 
promotion pathways, and mentorship, significantly 
affect organizational appeal (Jiang & Iles, 2011; 
Tanwar & Prasad, 2017). Competent professionals 
are drawn to organizations that provide oppor-
tunities for sustained career progression and 
continuous learning.   Research demonstrated that 
the availability of career development options was 
positively correlated with prospective applicants' 
interest in joining an organization (Jain & Bhatt, 
2015). This aligns with the developmental value 
dimension, indicating that prospective candidates 
want employers prepared to invest in their pro-

gression. 
 

Organizational Culture and Work Environment: 
The internal work environment, encompassing firm 
culture, managerial style, degree of autonomy, and 
collegial atmosphere, is crucial for talent attraction 
(Sokro, 2012; Mičík & Mičudová, 2018). A positive, 
inclusive, and supportive culture is especially 
appealing to highly skilled workers who often 
prioritize meaningful and conducive work environ-

ments. Mičík and Mičudová, (2018) found that the 
work environment was the primary consideration for 
Generation Y applicants, who valued a harmonious 
and innovative workplace. A culture centered on 
individuals, emphasizing respect, teamwork, and 
employee well-being, can successfully attract 
premier talent (Ibrahim et al., 2018). 
 

Employer Reputation and Brand Image: The 
external reputation of a company, or its social brand, 
significantly impacts the hiring decisions of job 
searchers (Lievens et al., 2007; Sivertzen et al., 
2013).   Organizations esteemed for their excellence, 
stability, or ethical procedures draw a broader array 
of candidates, since the brand's reputation and 
credibility bolster confidence (Fombrun, 1996). 
Sivertzen et al. (2013) established that innovation, 
prominence, and a favorable public image enhance a 
company's appeal to applicants by bolstering its 
reputation. In Bangladesh, where word-of-mouth 
and community impressions exert considerable 
influence, employer reputation is paramount. A 
recent study revealed that reputation significantly 

affects the recruitment of bank personnel, suggesting 
that talented individuals are predisposed to pursue 
positions with esteemed firms (Mustafa et al., 2021). 
 

Job Security and Stability: In developing econo-

mies or volatile labor markets, the guarantee of job 
security is a vital attribute of employers. Job seekers 
are more inclined to pursue positions with com-

panies perceived as solid, marked by low layoff 
rates and steady performance (Kucherov & Zav-

yalova, 2012; Misra & Dubey, 2022). Misra and 
Dubey, (2022) identified job stability as a highly 
valued attribute among engineering graduates 
evaluating potential employers. Employers exhi-
biting financial stability, steady growth, or 
government backing (in the public sector) often 
leverage this attribute in their branding to attract 
risk-averse, highly skilled people. 
 

Work-Life Balance and Flexibility: In recent 
years, the extent of employer support for work-life 
balance has become increasingly substantial (Khalid 
& Nawab, 2018; Jaffari et al., 2024). Flexible 
working hours, remote work opportunities, and 
consideration for employees' personal obligations 
augment an employer's appeal, particularly to mid-

career professionals and younger demographics. 
Conventional literature (e.g., Berthon et al., 2005) 
has downplayed this feature; nevertheless, recent 
studies highlight that flexibility and work-life 
balance policies are essential differentiators in 
company branding post-2020 (Chhabra & Sharma, 
2014; Vieira et al., 2024). Organizations in 
Bangladesh's ICT and services sectors have comm-

enced the promotion of flexible work arrangements 
to attract tech-savvy young people that prioritize 
work-life balance (Rahman & Abdullah, 2022). 
 

Corporate Social Responsibility (CSR) and 
Values: A multitude of adept professionals, 
especially Millennials and Generation Z, prefer 
employers whose values align with their own and 
who demonstrate social responsibility (Sivertzen et 
al., 2013; Jones et al., 2014). A company's 
commitment to corporate social responsibility, 
ethical practices, diversity and inclusion, and 
environmental sustainability can enhance its 
attractiveness by resonating with applicants' desires 
to associate with businesses that positively impact 
society (Sullivan, 2019). This aspect, although not 
overriding essential economic and developmental 
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issues, sometimes serves as a critical determinant 
among similar employers. Applicants are more 
inclined to seek employment with organizations 
acknowledged for their robust ethical stances or 
community engagement, since these elements 
augment their sense of pride and the significance of 
their work (Ghosh & Gurunathan, 2019). In 
Bangladesh, firms demonstrating prominent CSR 
initiatives, such as contributions to education, 
healthcare, or disaster assistance, have shown 
increased interest at university employment fairs.  
This suggests that employer branding centered on 
social values effectively attracts young talent 
(Hossain & Islam, 2021). 
 

The collective characteristics influence the employer 
brand image as viewed by prospective employees.   
The importance of each quality may vary throughout 
sectors, geographies, and demographic cohorts.   
Engineering and IT professionals may emphasize 
educational prospects and creative tasks, whereas 
candidates in the banking sector may prioritize 
remuneration and employment stability. Chhabra 
and Sharma, (2014) conducted a study in India 
indicating that while compensation is a primary 
attractor, factors such as career progression, work 
environment, and organizational culture consider-
ably affect employer appeal for MBA graduates.  
This highlights the importance of integrating 
economic and psychological incentives to draw 
exceptional talent. In a cross-national study encom-

passing participants from Bangladesh, Ireland, and 
Serbia, Chițu and Tărțavulea, (2020) discovered that 
young professionals are particularly drawn to 
employers offering a dynamic work environment, 
growth opportunities, and a reputable brand, along-

side salary factors. Misra and Dubey's, (2022) study 
statistically prioritized criteria for new engineering 
graduates, determining that employment security 
and fringe benefits are crucial, succeeded by 
learning opportunities and work culture. This 
highlights the imperative for a holistic employer 
brand that encompasses a robust employee value 
proposition, as no singular element suffices. 
 

These findings hold considerable significance for 
organizations in Bangladesh. Anecdotal data and 
local studies (e.g., by BDJobs.com, 2020) suggest 
that highly qualified professionals in Bangladesh 
seek competitive remuneration to mitigate increa-

sing living expenses. Furthermore, they emphasize 

career progression, indicative of a traditionally 
flatter corporate structure in numerous local 
enterprises, alongside a constructive and respectful 
working culture, in contrast to conventional top-

down management styles. In Bangladesh, the public 
sector and major domestic corporations are often 
regarded as delivering more job security, although 
multinationals are valued for providing superior 
remuneration and modern work settings.   A robust 
employer branding plan for a Bangladeshi company 
must emphasize qualities that correspond with 
employee preferences. A technology firm may 
highlight quick growth and innovation to appeal to 
those desiring excitement and learning possibilities, 
whereas a bank would prioritize stability, career 
development programs, and the prestige linked to 
employment at a renowned institution.  The BIBM 
study (Mustafa et al., 2021) identified eight 
elements that define bank employer brands, 
including reputation, compensation, work environ-

ment, leadership, and work-life balance. It is advised 
that Bangladeshi banks systematically adopt 
improvements in each domain to augment their 
attractiveness.   Organizations must authenticate the 
traits they endorse. A divergence between the 
professed commitment to a collaborative culture and 
the prevailing hierarchical structure may swiftly 
erode trust and deter astute candidates (Moroko & 
Uncles, 2008). 
 

This study analyzes the key employer characteristics 
that influence the attractiveness of job prospects for 
highly trained people in Bangladesh, offering 
recommendations for organizations on effective 
branding initiatives. This examination encompasses 
theoretical frameworks that clarify how employer 
branding influences job searchers. 
 

Theoretical Perspectives and Models 

Diverse theoretical theories clarify how employer 
branding influences job searchers' views and 
choices. Understanding these theories contextualizes 
the results of various studies and guides the 
formulation of research topics. Essential theories 
and models relevant to company branding and talent 
acquisition include: 
 

Signaling Theory is a crucial topic in employer 
branding study (Spence, 1973). It posits that in 
scenarios of information asymmetry, such as em-

ployment searches, one party (employers) conveys 
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signals to reveal unobservable characteristics to the 
other party (prospective employees). Employer 
branding initiatives, encompassing recruitment 
commercials, career portals, and branding cam-

paigns, reflect corporate characteristics such as 
culture, employee treatment, and job circumstances 
(Rynes, 1991; Connelly et al., 2011). Job searchers 
evaluate these indicators to infer the organizational 
atmosphere at the company. A corporation that 
extensively promotes its employee training pro-

grams and testimonials demonstrates a dedication to 
development and a supportive atmosphere. Wilden 
et al. (2010) established that clear and trustworthy 
employer brand signals, including consistent 
communication of organizational principles, 
improve applicant attraction by reducing uncertainty 
and perceived risk among candidates. In Bangla-

desh, signalling theory suggests that many 
competent professionals, lacking direct information 
about an employer, rely on the firm's branding and 
reputation as key indicators in their application 
decisions. Thus, if Bangladeshi firms emit robust 
positive signals, such as through accolades like “Top 
Employer of the Year” or notable CSR initiatives, it 
can significantly enhance their capacity to attract 
talent. 
 

Social Identity Theory asserts that individuals are 
driven to associate with groups or organizations that 
bolster their self-image and promote identification 
(Tajfel & Turner, 1985).   In the realm of employer 
branding, job searchers are drawn to firms whose 
brand image aligns with their identity, values, or 
objectives (Highhouse et al., 2007).  A distinguished 
and pioneering brand may draw people who 
perceive themselves as inventive and success-

driven, as employment there bolsters their self-
identity. Lievens et al. (2007) characterized these 
phenomena as the congruence between an indi-
vidual's self-concept and the employer's image.   
Employer brands generally exhibit unique persona-

lities, such as innovative, truthful, elite, or amiable, 
which appeal to individuals whose self-concept 
corresponds with these traits (Cable & Turban, 
2003). Studies, including Sivertzen et al. (2013), 
provide empirical evidence that symbolic attributes 
of an employer-such as being perceived as trendy, 
trustworthy, or dynamic-substantially enhance appli-
cants' attraction by fulfilling their desire for a 
distinct organizational identity. In Bangladesh, the 
cultural importance of professional identity and 

prestige makes the social identity component of 
employer branding significant. Job at a distin-

guished international or esteemed local company 
can provide social prestige and fit with personal 
identity goals, hence influencing the job choices of 
skilled persons (Hossain, 2019). 
 

The notion of Person-Organization Fit and Value 
Congruence is associated with social identity theory, 
suggesting that candidates are more likely to be 
attracted to and selected by organizations that 
correspond with their own values and cultural 
inclinations (Kristof, 1996). Effective employer 
branding articulates a business’s values, conven-

tions, and work culture, enabling job searchers to 
assess their alignment with the organization.   
Carroll and Avery, (2011) shown that detailed 
employer brand information allows applicants to 
make informed decisions about value alignment, 
therefore improving attraction and retention rates. 
An employer brand that emphasizes entrepreneurial 
spirit and informality will attract workers who thrive 
in such surroundings, while potentially dissuading 
others who prefer structured settings. The self-
selection mechanism improves recruitment efficacy. 
Employer branding functions as a pre-recruitment 
compatibility evaluation instrument, thereby 
reducing discrepancies. Studies demonstrate that 
perceived fit, influenced by employer brand 
messages, correlates with heightened application 
intents and elevated job offer acceptance rates 
(Chapman et al., 2005). 
 

Models of brand equity and psychological contracts 
are analyzed, with certain scholars utilizing 
commercial frameworks of brand equity within the 
job context. Ambler and Barrow's preliminary 
research contextualized the employer brand in terms 
of advantages comparable to those of consumer 
brands. Models of employer brand equity, such as 
those articulated by Theurer et al. (2018), demon-

strate that successful employer branding creates 
value by fostering heightened awareness, favorable 
associations, perceived quality of the employment 
experience, and improved loyalty and advocacy 
among employees and candidates alike.   Backhaus 
and Tikoo, (2004) contend that a strong employer 
brand bolsters external brand equity, increasing the 
organization's attractiveness to prospective hires, 
while simultaneously strengthening internal brand 
equity, so cultivating employee loyalty and pride. A 
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pertinent idea is the psychological contract, denoting 
the unspoken expectations between employer and 
employee. Employer branding forms the basis of the 
psychological contract by communicating commit-
ments (e.g., “we offer a collaborative culture”), 
which candidates expect the organization to fulfill 
upon employment (Moroko & Uncles, 2008). 
Edwards, (2010) asserts that the employer brand 
serves as a "signal of the employment deal" and, 
when adeptly managed, results in employees 
perceiving that promised commitments (such as 
career advancement and recognition) are met, hence 
enhancing retention and performance. The literature 
on employer branding highlights that not delivering 
on the promised Employee Value Proposition (EVP) 
might breach the psychological contract, leading to 
discontent or employee attrition.  This highlights the 
significance of authenticity in branding (Walker et 
al., 2014). 
 

The Resource-Based View (RBV) of the firm, as 
defined by Barney, (1991) provides a strategic 
framework for comprehending employer branding. 
Human capital constitutes a vital intangible asset 
that can yield a sustainable competitive advantage.   
Employer branding aims to attract, cultivate, and 
retain superior human capital by differentiating the 
business in the labor market (Tanwar & Prasad, 
2016a). When a company is designated as a 
"employer of choice," it can more efficiently attract 
skilled people, a competency that rivals may 
struggle to imitate. This improves organizational 
efficacy. Employer branding must be regarded not 
solely as a marketing strategy but as a fundamental 
element of a strategic human resource management 
framework designed to attract valuable assets 
(workers) that bolster innovation and productivity 
(Prahalad and Hamel, 1990). Empirical data 
establishes a correlation between strong employer 
branding and outcomes like less turnover and 
enhanced employee performance (Biswas & Suar, 
2016). This substantiates the Resource-Based View 
(RBV) assertion that robust employer branding 
enhances a firm's resource foundation, especially 
regarding talent quality and stability, thereby 
elevating its competitive stance. 
 

In conclusion, the theoretical frameworks of 
signaling, social identity/fit, brand equity, and 
strategic resource view jointly clarify the dynamics 
that underpin employer branding. The results 

demonstrate that a robust employer brand communi-
cates credible signals that attract appropriate 
candidates, aligns with their identities and values, 
enhances perceived fit, sets mutual expectations 
concerning the employment agreement, and ulti-
mately acquires human capital that provides a 
competitive edge. The literature outlines several 
models, notably Backhaus and Tikoo’s, (2004) dual-
faceted model, which highlights exterior attraction 
and internal retention, alongside Theurer et al.’s, 
(2018) comprehensive framework. These models 
together integrate theoretical components to 
illustrate how workplace branding influences out-
comes such as application choices, engagement, and 
retention. This study employs pertinent theories to 
analyze professionals' perceptions.  Signaling theory 
highlights the preferred messages and channels of 
Bangladeshi professionals, whereas fit theory 
encourages an examination of the congruence 
between individual values and employer character-
istics in this context. After reviewing the essential 
findings and theoretical frameworks in the existing 
literature, the next section identifies specific gaps 
that this research intends to fill. Despite extensive 
study on employer branding, certain elements 
remain inadequately explored, particularly on the 
effectiveness of employer branding in Bangladesh 
and the distinct preferences of highly trained 
individuals. 
 

Research Gaps 

Despite extensive research on employer branding 
and its impacts, significant gaps in the literature 
persist, justifying the emphasis of the present study. 
There is a lack of context-specific studies in 
developing economies, such as Bangladesh, con-

cerning the influence of employer branding on the 
recruitment of highly trained people. A substantial 
segment of the existing literature and empirical 
research is derived from Western or prominent Asian 
economies (e.g., the US, Europe, India), with few 
studies examining employer branding in the cultural 
and economic framework of Bangladesh. The 
importance of this gap is in the probable disparities 
in cultural values, labor market conditions, and 
candidate expectations in Bangladesh relative to 
previously analyzed contexts. The applicability of 
the known positive correlation between employer 
branding and candidate appeal in Bangladesh 
remains ambiguous, as do any distinctive employer 
branding practices or problems that may emerge in 
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this market.   Secondly, prior research often focuses 
on student demographics or general job seekers, 
exemplified by surveys of university students 
concerning desired companies, as illustrated by 
Misra & Dubey (2022) and Sivertzen et al. (2013). 
Nonetheless, there exists a deficiency in com-

prehension regarding the opinions of seasoned or 
highly proficient experts now in the industry.   
Senior engineers, managers, and specialized experts 
may evaluate employer brands differently than 
entry-level candidates, likely emphasizing factors 
like as leadership quality, organizational stability, 
and worldwide prospects.   The current literature has 
not distinctly outlined the impact of employer 
branding on these experienced groups, especially 
within the context of Bangladesh. Third, while 
numerous studies have identified potential 
characteristics of workplace attractiveness, a study 
gap persists concerning whether precise employer 
branding traits most significantly influence job 
application decisions in the Bangladeshi setting.   A 
comprehensive array of elements, including 
compensation, culture, and growth, has been 
gathered from international research; yet, there is a 

dearth of studies evaluating their relative signi-
ficance or prominence among elite talent in 
Bangladesh. This imbalance leads to an absence of 
evidence-based recommendations for Bangladeshi 
employers concerning the direction of their branding 
initiatives.  Local experts remain uncertain whether 
augmenting an organization’s public reputation will 
yield a superior benefit in attracting talent compared 
to providing enhanced career development services.   
A disparity occurs in the efficacy of communication 
about employer branding messages. Sirojuddin and 
Sopiah, (2022) observe that prospective candidates 
may be oblivious to or skeptical of corporate 
branding efforts. This underscores the need for 
research on the consumption and understanding of 
employer branding messages by professionals in 
Bangladesh.  It is essential to ascertain the platforms 
they trust and utilize, including social media, job 
fairs, company websites, and employee referrals, 
along with the types of messaging that resonate with 
them. Addressing this gap will elucidate whether the 
difficulty in attracting talent originates from the 
branding content or the employed communication 
techniques. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Fig. 3: Research gaps in Employer Branding in Bangladesh. 
 

This study examines the impact of corporate bran-

ding strategies on the interest and job application 
decisions of highly qualified people in Bangladesh. 
Fundamental characteristics include competitive 
compensation, an appealing workplace, and the 
conveyance of a genuine identity. Effective 
employer branding is context-specific and complex; 
however, there is a deficiency in the application of 
these ideas to particular contexts, such as Bangla-

desh. This study aims to augment academic com-

prehension and provide Bangladeshi firms with 
pragmatic insights for enhancing their appeal to top 
talent. 
 

Objective of the Study 

The main objective of this research is to explore and 
interpret the effectiveness of employer branding 
strategies in attracting highly skilled talent within 
Bangladesh’s job sector, focusing on understanding 
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how professionals perceive branding messages and 
identifying the organizational attributes that most 
influence their decision to apply for a job. 
 

The above-stated research aim has been oper-
ationalized through the specific research objectives: 
• To evaluate the impact of employer branding 

initiatives on the interest and job application 
decisions of highly skilled professionals in 
Bangladesh. This involves assessing how 
branding efforts (such as a company's reput-
ation, culture, and online presence) influence 
the likelihood that qualified candidates will 
show interest in and apply to Bangladeshi 
organizations. 

• To identify the key employer branding 
attributes that significantly influence highly 
skilled professionals' decisions to pursue 
employment with organizations in Bangladesh. 
This entails pinpointing which specific factors 
(for example, competitive compensation, 
career development opportunities, organiza-

tional culture, or public reputation) make a 
Bangladeshi employer attractive to top talent, 
thereby guiding companies on where to focus 
their branding efforts. 

 

Research Problem Description 

The increasing competition for skilled individuals in 
Bangladesh's labor market necessitates strong 
employer branding tactics. There is a lack of 
comprehension of professionals' views on these 
techniques and the branding characteristics that 
influence their execution.  This study is crucial for 
attracting and retaining talent, providing context-
specific evidence and enabling companies to refine 
their tactics to meet the expectations of elite 
professionals in the country. 
 

Intended Outcomes 

This study examines the attitudes and reactions of 
highly qualified individuals in Bangladesh con-

cerning employer branding tactics, emphasizing the 
identification of beneficial traits and communication 
approaches.  This study advances comprehension in 
human resource management, talent acquisition, and 
employer branding, providing pragmatic advice for 
HR professionals, recruiters, and legislators to refine 
their methods and strengthen the national labor 
market. 
 

3. Methodology 

This study utilized a qualitative methodology to 
examine employer branding tactics in Bangladesh's 
employment market, focusing on attitudes, inter-
pretations, and contextual elements influencing 
talent recruitment. The research employed second-

dary data sources for comprehensive analysis. 
 

Research Design 

This research was performed as an exploratory 
qualitative analysis utilizing secondary sources. The 
conceptualization approach began with identifying 
the main research challenge and establishing 
objectives.  A systematic search for secondary data 
was performed, including pertinent academic 
articles, policy documents, organizational branding 
materials, and industry reports. This design enabled 
a systematic analysis and synthesis of existing 
information to achieve the research objectives 
without conducting primary fieldwork. 
 

Data Collection 

Secondary information was sourced from reliable 
and credible entities, including peer-reviewed 
journal articles. The criterion for selecting these 
sources emphasized authenticity, contextual rele-

vance to Bangladesh, and the methodological 
quality of the original studies.  Publications were 
solely obtained from reputable academic, govern-

mental, or professional entities to guarantee data 
quality and dependability. 
 

Data Analysis 

The researcher was tasked with locating, filtering, 
and evaluating the most relevant information while 
maintaining a critical perspective. 
 

Justifications for Choosing Qualitative Data Col-
lection Techniques 

This study utilized qualitative methodologies to 
investigate the subjective experiences and moti-
vations of trained professionals in Bangladesh's 
labor market, integrating secondary data sources to 
offer varied viewpoints and contextually rich 
insights. 
 

Ethical Considerations 

The study employed credible and accurately refer-
enced secondary data from publically available 
sources, therefore avoiding permission issues and 
respecting the intellectual property rights of authors. 
Cross-verification and ranking of current, peer-
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reviewed papers examined potential ethical issues. 
Upholding integrity necessitates transparency in the 
selection and interpretation of data.  Researchers 
must define and describe criteria for source evalua-

tion to improve ethical rigor. 
 

Reflexivity 

The researcher performed an analysis of a quality-

ative study on the labor market in Bangladesh, 
meticulously avoiding personal bias and value 
judgments, while including multiple views and 
cross-referencing data. 
 

Contextual Description on Employer Branding 
and Talent Attraction in Bangladesh 

Employer Branding as a Strategic Differentiator in 
a Competitive Job Market 
In today's competitive job market, employer 
branding is recognized as a vital strategic distinction 
for firms. A strong employer brand enhances a 
company's appeal to top-tier applicants by articula-   
ting a unique value proposition that sets it apart 
from competitors (Chhabra and Sharma, 2014). 
Research indicates that entities recognized as 
“employers of choice” experience more extensive 
and superior applicant pools, hence improving 
recruiting results and reducing hiring costs (Chițu 
and Țărțavulea, 2020). Effective employer branding 
functions as a strategy for marketing human capital, 
similar to product branding, with the objective of 
creating an attractive image and reputation in the 
labor market (Schlager et al., 2011). Organizations 
distinguish themselves and attain a lasting 
competitive edge in talent acquisition by cultivating 
characteristics such as a positive culture, profes-

sional advancement opportunities, and innovation. 
An effectively implemented employer branding plan 
is essential for attracting talent in Bangladesh's job 
market and beyond. This corresponds with extensive 
studies suggesting that the amalgamation of bran-

ding and human resource strategy can result in 
improved long-term performance outcomes (Schl-
ager et al., 2011; Chhabra and Sharma, 2014). 
 

Perceptions of Highly Skilled Professionals and 
Employer Brand Messaging 

The judgments of highly competent people con-

cerning employer brand messaging significantly 
influence their job choices. Employer branding 
conveys characteristics such as culture, beliefs, and 
working circumstances, which must be credible and 

align with candidate expectations (Fombrun, 1996). 
Seasoned professionals demonstrate discernment in 
their workplace selection, favoring organizations 
whose public reputation and principles resonate with 
their own identities (Sivertzen et al., 2013). 
Organizations recognized for ethical standards or 
industry leadership typically attract people who 
prioritize these attributes. Contemporary profes-

sionals, particularly younger individuals, prioritize 
corporate social responsibility and work-life balance 
in company communications. Organizations that 
genuinely prioritize employee well-being or social 
values enhance their attractiveness, as demonstrated 
in the hospitality sector where CSR measures have 
improved employer appeal (Sullivan, 2019). Conv-

ersely, prospects may easily identify inconsistencies 
between a company's projected image and its actual 
environment; misalignment, such as the marketing 
of a "collaborative culture" that employees do not 
experience, can erode credibility. Competent persons 
are most receptive to employer branding that aligns 
with their beliefs and is communicated truthfully 
(Sivertzen et al., 2013; Sullivan, 2019). Successful 
employer branding necessitates the creation of 
persuasive messaging that genuinely reflect organiz-

ational characteristics, so guarante-eing that pro-

fessionals' opinions are supported by consistent 
evidence. 
 

Influence of Key Employer Branding Attributes 
on Talent Attraction 

The efficacy of employer branding in attracting 
people is profoundly affected by the characteristics 
of the employment offer that are emphasized. 
Research demonstrates that a blend of economic and 
intangible elements affects employer attractiveness 
to qualified job prospects. Competitive remuneration 
and benefits are crucial elements in attracting talent.  
A survey of recent engineering graduates revealed 
that income and fringe benefits are among the 
foremost factors in employer selection (Misra and 
Dubey, 2022). Alongside remuneration, prospects 
for professional advancement are profoundly 
influential. Employers that offer transparent adv-

ancement possibilities, training, and growth attract 
driven people, as research demonstrates a cor-
relation between the availability of development 
programs and heightened application intentions 
(Jain and Bhatt, 2015).  Organizational culture and 
work environment are essential elements; a pleasant 
and inclusive culture, coupled with a supportive 
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work climate, significantly enhances appeal, 
especially for seasoned professionals who empha-

size the everyday work atmosphere. Studies on 
public-sector employer branding demonstrate that 
fostering a people-oriented, collaborative culture 
successfully draws high-caliber candidates by 
conveying respect and support for employees 
(Ibrahim et al., 2018). In summary, no single 
attribute suffices independently; a robust employer 
brand must offer an enticing combination of 
financial rewards, avenues for professional growth, 
and a desirable work atmosphere (Chițu and 
Țărțavulea, 2020). This combination meets extrinsic 
needs, such as remuneration and job security, as well 
as intrinsic motivators, like purposeful work and 
cultural congruence, hence increasing the organiz-

ation's appeal to top-tier talent. Bangladesh's job 
sector companies must assess their value proposition 
across various dimensions, ensuring competitiveness 
in key tangible benefits while emphasizing unique 
cultural or developmental advantages to enhance 
branding effectiveness in talent acquisition (Misra 
and Dubey, 2022; Jain and Bhatt, 2015). 
 

Effectiveness of Organizational Communication 
Practices 

The channels and legitimacy of communication 
profoundly affect the impact of company branding 
on qualified candidates. An firm must not only have 
attractive qualities but also convey them effectively 
through suitable channels and compelling tech-

niques. With the proliferation of digital media, 
organizations have increasingly leveraged social 
media and other platforms to convey their employer 
brand.   This method is efficacious; leveraging social 
networks, career portals, and other digital content 
allows firms to connect with younger professionals, 
particularly Generation Y and Z, on their chosen 
platforms (Mičík and Mičudová, 2018). Research 
demonstrates that a transparent and cohesive social 
media presence, showcasing employee testimonials, 
organizational culture, and accomplishments, can 
enhance candidates' perceptions of the company by 
alleviating doubt and providing social evidence of 
the brand's claims (Sivertzen et al., 2013).   Current 
evaluations suggest that younger talent groups want 
effortless digital interaction.  A recent systematic 
research revealed that firms that tailor their branding 
communication to highlight flexibility, innovation, 
and authenticity via contemporary platforms are 
more effective in attracting new recruits to the 

workforce (Vieira et al., 2024). The efficacy of these 
communication strategies relies on honesty and 
congruence. Employer branding communications 
must authentically represent the corporate reality to 
be effective. This requires collaboration between HR 
and marketing teams to ensure that the externally 
promoted brand image, conveyed through recruiting 
ads and LinkedIn posts, is consistent with the 
genuine inside experiences of employees.   Clear 
communication that highlights genuine strengths, 
such as an acclaimed training program or a verifi-
ably inclusive workplace, cultivates trust among 
prospective applicants. Conversely, excessive 
branding viewed as inauthentic may be overlooked 
or lead to detrimental consequences if poor 
employee evaluations contradict the claims made. 
Therefore, firms should prioritize communication 
channels that align with their target talent, such as 
personal networks and independent employer 
ratings, while crafting messages that are both attrac-

tive and reliable. In Bangladesh, where informal 
networks greatly impact career decisions, organiz-

ations could improve their employer branding by 
encouraging contented employees to act as brand 
ambassadors, alongside formal communication 
strategies, to reinforce credible employer brand 
messaging (Mičík and Mičudová, 2018; Vieira et al., 
2024). 
 

Implications for Recruitment Success in the 
Bangladeshi Context 
The findings concerning employer branding have 
considerable ramifications for recruitment efficacy 
in Bangladesh. Local research suggests that Bangla-

deshi professionals emphasize particular core bene-

fits: polls indicate that competitive pay are a 
principal issue for highly skilled individuals, 
especially considering rising living costs and 
chances overseas (BDJobs.com, 2020). These pro-

fessionals prioritize career advancement oppor-
tunities and a positive workplace culture, reflecting 
a desire for growth and respect that may stem from 
the traditionally flatter hierarchies and top-down 
management styles common in many local firms 
(BDJobs.com, 2020). Organizations aiming to 
attract premier talent in Bangladesh must prioritize 
not only remuneration but also transparent pathways 
for growth, skill enhancement programs, and a work 
culture that starkly contrasts with traditional 
inflexible environments. Secondly, organizations in 
Bangladesh must modernize and modify their 
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employer branding strategies to meet evolving 
demands. The use of flexible work arrangements 
and work-life balance initiatives has become a 
crucial element in attracting technologically 
proficient and mid-career individuals in the ICT and 
services sectors (Rahman and Abdullah, 2022). 
Employers that advocate for choices like remote 
work, flexible hours, or other employee-focused 
practices are witnessing heightened interest from 
younger candidates who value work-life balance.    
 

Thirdly, a strong employer brand helps mitigate the 
issues of talent attrition and retention faced by 
certain businesses.   An examination of the banking 
sector in Bangladesh indicated that a robust 
employer brand improves recruiting and retention 
results. Identified key elements encompass reputa-

tion, work environment, and growth prospects, 
which are essential for talent attraction (Mustafa et 
al., 2021). This signifies that in an emerging 
country, investment in employer branding yields 
concrete advantages, such as improved applicant 
attraction and reduced turnover rates. Organizations 
must ensure that their branding initiatives are 
credible and sustainable.   Job seekers in Bangladesh 
often rely on community perceptions and informal 
contact. Thus, any discrepancy between an 
employer's anticipated image and the genuine 
employee experience might swiftly become evident 
and diminish its appeal. Organizations engaged in 
corporate social responsibility or community activi-
ties have noted heightened interest at university job 
fairs, indicating that integrating company branding 
with societal values attracts young people in Bangla-

desh (Hossain and Islam, 2021). In conclusion, 
Bangladeshi firms can improve recruitment results 
by emphasizing the qualities esteemed by local 
talent, implementing modern and flexible branding 
methods, and main-taining authenticity in their 
employer brand. This strategy will enhance the 
recruitment and retention of highly trained workers 
crucial for the nation's advancement. 
 

4. Results 

The research performed a thematic analysis of 

qualitative data, uncovering significant insights 

regarding the influence of corporate branding on 

attracting highly trained people in Bangladesh. The 

results are organized by principal topics below, each 

illustrating a distinct aspect of corporate branding 

and its influence on job seeker behavior. 

Impact of Employer Branding on Talent Attra-

ction 

Enhanced Attraction and Recruitment Efficiency: A 

robust employer brand markedly improves an 

organization’s appeal to top-tier talent, leading to 

heightened interest and an increased influx of 

applications from qualified applicants.  Organiza-

tions with attractive employer branding often see 

quantifiable recruitment benefits, such as larger 

applicant pools, higher referral rates, and decreased 

cost-per-hire. This indicates that proficient branding 

can provide a competitive advantage in the 

employment market.  
 

Need for Effective Branding Communication: The 

results demonstrate that merely establishing an 

employer brand is insufficient; its efficacy depends 

on the clarity and receptivity of the branding 

message. The efficacy of the branding message 

depends on its capacity to engage and resonate with 

the intended professionals; otherwise, its impact on 

talent attraction is markedly limited. The efficacy of 

employer branding relies on transparent and 

trustworthy communication that allows prospective 

candidates to acknowledge and trust the promoted 

job experience. 
 

Competitive Compensation and Benefits 

Monetary incentives are a principal element in 

drawing job applicants, with competitive compen-

sation and perks recognized as crucial factors in 

their decision-making processes.  Highly talented 

workers favor appealing salary packages while 

assessing prospective companies.  In Bangladesh's 

labor market, evidence suggests that competitive 

pay and comprehensive benefits are crucial, as 

professionals often prioritize salary to mitigate 

rising living expenses before considering other 

aspects of an employer's offer. 
 

Career Development Opportunities 

Growth and Advancement: Opportunities for career 

growth and professional development are identified 

as essential factors influencing employer attractive-

ness. Qualified applicants are drawn to organiza-

tions that offer clear pathways for career advance-

ment, training programs, mentorship, and skill 

development activities. The data indicates that 

ambitious individuals tend to choose firms dedicated 

to their long-term advancement. Well-articulated 

advancement chances and continuous educational 
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prospects markedly increase these candidates' enthu- siasm for joining an organization. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Fig. 4: Unveiling Career Development Impact. 
 

Positive Work Culture and Environment 

The importance of workplace culture is clear, as a 

good and inclusive environment is essential for 

attracting top-tier talent. A multitude of proficient 

persons consider an organization's culture, including 

its management approach, employee support, colla-

boration, and general environment, as a pivotal 

element in their employment decision-making. The 

findings suggest that professionals are particularly 

attracted to work environments defined by respect, 

collaboration, and innovation.  In Bangladesh, a 

distinction exists between old hierarchical work-

places and modern team-oriented cultures: firms 

who cultivate a people-centric, supportive environ-

ment are more likely to recruit skilled individuals. 
 

Employer Reputation and Image 

The external reputation of an employer greatly 

affects its ability to attract qualified candidates.  

Research reveals that firms with esteemed reputa-

tions and positive public impressions garner 

heightened trust and interest from potential 

employees. In Bangladesh, community attitudes and 

word-of-mouth profoundly impact job seekers, 

rendering a robust employer reputation a crucial 

element in their assessment of employment chances. 

Candidates often favor firms distinguished by 

excellence, ethical standards, or prominence, as a 

respectable brand image assures the quality and 

stability of the employment experience. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 

 

 
Fig. 5: Factors Influencing Employer Reputation in Bangladesh. 
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Job Security and Stability 

The quest for permanent employment is a major 

issue and appealing element, particularly in 

environments marked by economic instability or 

insufficient safety nets.  Highly skilled job searchers 

typically favor employers perceived as solid and 

secure, exemplified by consistent performance, low 

layoff rates, or backing from government organiz-

ations or huge enterprises.  Qualitative evidence 

indicates that many professionals in Bangladesh 

prioritize the possibility of secure work.  Employers 

exhibiting long-term stability and security, such as 

public sector entities or established local companies, 

attract risk-averse yet proficient people who 

prioritize reliability in their job choices. 
 

Work-Life Balance and Flexibility 

The importance of flexibility has increased, as 

support for work-life balance increasingly impacts 

talent acquisition. The results demonstrate that 

flexible working arrangements, such as adjustable 

hours, remote work opportunities, and respect for 

employees' personal time, significantly enhance an 

employer's attractiveness, especially to younger 

professionals and mid-career individuals.  Con-

temporary applicants often look for signs that a firm 

acknowledges employees' personal life outside of 

work. The employment landscape post-2020, 

characterized by an emphasis on flexibility, has 

prompted Bangladeshi enterprises in the technology 

and services industries to advocate for work-life 

balance programs. This corresponds with the 

overarching trend suggesting that firms who accom-

modate work-life requirements are more appealing 

to top-tier talent. 
 

Alignment with Values and Corporate Social 

Responsibility (CSR) 

The congruence between an organization's values 

and those of the individual is a crucial theme.  A 

multitude of adept professionals, particularly from 

younger cohorts, generally prefer employment with 

firms whose corporate values, culture, and social 

responsibility initiatives resonate with their own 

ideals.  The research demonstrates that a definitive 

commitment to corporate social responsibility, 

including engagement in community development, 

environmental sustainability, or philanthropic end-

eavors, can enhance an employer's appeal by 

instilling a feeling of purpose and pride in candi-

dates.  Competitive remuneration and prospects for 

professional growth are primary motivators; yet, 

value-oriented concerns often serve as determining 

factors. When presented with similar employment 

offers, candidates generally prefer companies known 

for their ethical practices, inclusion, and social 

responsibility.  In Bangladesh, firms involved in 

social welfare programs, such as education and 

disaster relief, exhibit an enhanced capacity to 

attract young talent, suggesting that social values in 

branding considerably impact prospective appli-

cants. 
 

Variation Across Industries and Sectors 

The qualitative analysis indicates that the impor-

tance of different employer branding features varies 

throughout companies and sectors. Diverse pro-

fessional cohorts emphasize distinct factors.  
 

 

 

 

 

 

 

 

 

 

 

 
 

Fig. 6: Tailoring Employer Branding Strategies. 
 

Engineering and IT professionals often emphasize 

possibilities for innovation, skill enhancement, and 

demanding projects, reflecting a preference for 

dynamic and intellectually stimulating work, com-
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monly termed the "interest value" of a position.  In 

contrast, applicants in financial or conventional 

sectors typically emphasize remuneration, employ-

ment security, and organizational stability.  An 

employer branding plan must be tailored to meet the 

expectations of the particular talent pool in question. 

Organizational Classification and Cultural Context: 

Preferences vary according on the organization's 

kind.  In Bangladesh, public-sector organizations 

and significant domestic corporations attract people 

by highlighting stability, robust job security, and 

long-term career advantages, appealing to indi-

viduals seeking secure and esteemed professions.  In 

contrast, multinational organizations and rapidly 

expanding private firms frequently attract people by 

providing elevated incomes, contemporary work 

settings, and international career opportunities.  The 

results emphasize that a universal approach is 

inadequate; a successful employer brand accentuates 

the specific attributes that are most relevant to its 

industry and organizational setting, such as 

innovation and development potential or stability 

and reputation. 
 

Communication and Authenticity in Employer 

Branding 

A notable observation is the divergence between the 

employer branding messages that organizations aim 

to communicate and the interpretations of those 

messages by job searchers. Many prospective 

applicants lack a thorough understanding of the 

official branding initiatives or slogans utilized by a 

firm. They frequently build opinions based on 

informal sources, such as personal interactions, 

employee testimonials, community reputation, and 

word-of-mouth information about the organization.  

Even meticulously implemented employer branding 

efforts may be futile if they do not engage or 

convince the target audience. The efficacy of an 

employer brand relies on disseminating the message 

through channels that applicants trust and interact 

with, such as social networks, employee referrals, 

and independent employer reviews, in conjunction 

with formal marketing initiatives. 
 

Importance of Authentic Brand Promises 

The study underscores the significance of authen-

ticity in employer branding.  The characteristics and 

image that organization conveys must authentically 

reflect the true employee experience within the 

company. A dissonance may occur when an organiz-

ation advocates for a collaborative, employee-

focused culture, while both insiders and spectators 

perceive the prevailing climate as hierarchical or 

unsupportive. This inconsistency can swiftly erode 

trust.  In today's age of rapid information spread 

through social media and employment review sites, 

such discrepancies may lead to negative publicity 

and deter eligible applicants from seeking positions.  

Consequently, a vital qualitative observation is that 

successful employer branding requires both 

attractive messaging and honest, consistent imple-

mentation. Employers that honor their brand 

promises by providing the claimed environment and 

values are considerably more likely to maintain a 

robust reputation and attract highly competent 

individuals. 
 

5. Discussion 

This research investigates the impact of company 

branding on the recruitment of qualified pro-

fessionals in Bangladesh.  Effective branding has 

demonstrated the ability to increase interest and 

attract more competent candidates.  Critical criteria 

include competitive remuneration, career advance-

ment prospects, a favorable organizational culture, a 

robust reputation, employment stability, work-life 

equilibrium, and congruence with personal values. 
 

Interpretation of Findings 

The research demonstrates that concrete advantages 

like compensation and employment security draw 

qualified people, whereas intangible elements such 

as company culture, alignment of values, and 

flexibility are of greater importance. Authenticity in 

communication is crucial, as candidates often build 

perceptions based on informal discourse rather than 

through official branding efforts. External factors, 

including community reputation and economic 

conditions, may influence the impact of communic-

ations. 
 

Implications of the Study 

This study highlights the importance of a holistic 

employer branding approach in Bangladesh, 

focusing on competitive remuneration, clear career 

pathways, and a values-driven work environment. 

Organizations can improve recruiting by showcasing 

success narratives, illustrating a cooperative culture, 

and emphasizing employee welfare and social 

responsibility. The research highlights the influence 

of work-life balance and corporate social respon-
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sibility on talent attraction, thereby enriching the 

global understanding of these phenomena. 
 

Acknowledgment of Limitations 

This qualitative study on employer branding in 

Bangladesh is constrained by its dependence on 

secondary data and thematic analysis, which may 

influence the results. The findings provide a credible 

and significant viewpoint on the influence of 

employer branding on attracting qualified indi-

viduals in the country, notwithstanding possible 

biases or deficiencies in the available sources. 
 

Suggestions for Future Research 

This study advocates for future research on 

employer branding and talent acquisition, including 

primary studies, cross-industry comparisons, longi-

tudinal designs, experimental methods, and the 

examination of unsolved questions. Primary studies 

may confirm and measure the influence of factors on 

job-seeker behavior, while comparative research 

could clarify distinct variances. Experimental 

methodologies may assess certain branding mes-

sages and communication channels, while exploring 

unanswered inquiries could further advance the 

subject. 
 

Recommendations 

The study investigates the impact of corporate 
branding on the recruitment of skilled professionals 
in Bangladesh's labor market. Research demon-

strates that a well-developed brand can significantly 
improve talent acquisition; nevertheless, success 
depends on the congruence of branding efforts with 
the needs and values of the workforce. 
 

Aligning Employer Branding with Talent Prio-

rities 

The study highlights the importance of tangible 
employment benefits, such as competitive salaries, 
clear career progression prospects, and job security, 
in attracting talented individuals. In Bangladesh, 
these factors represent a compelling employer value 
proposition. Effective branding must begin with 
content, delivering what top talent seeks, and 
aligning with broader personnel management 
principles. Challenges identified include budget 
constraints, antiquated compensation structures, and 
the necessity to reconcile job security with flexi-
bility. Employers must confront these issues to avoid 
over-promising in their branding. Organizations 
should prioritize improving their core employment 

proposition as the central element of employer 
branding to address these challenges. Fundamental 
guidelines include: 
 

A great employer brand incorporates culture, values, 
growth prospects, competitive pay, and stability.  
Pay and benefits should be in line with industry 
norms, but extended leave, wellness benefits, 
performance bonuses, and flexible work schedules 
offer value beyond compensation. Even in situations 
where promotions are scarce, long-term prospects 
are indicated by clear professional development 
pathways through training, lateral mobility, and 
mentoring. Employee testimonials can support this 
story. When appropriate, highlight employment 
stability by demonstrating steady development, 
strong parental support, or employee longevity; for 
startups, this means being open and honest about 
funding and goals.  Professionals in Bangladesh 
place a high importance on an inclusive, polite, and 
socially conscious workplace. Establishing develop-

ment-focused cultures, promoting work-life balance 
through policies that support it, and really 
showcasing CSR projects that are true to their brand 
are all important for organizations. These com-

ponents work together to produce a compelling 
brand that draws and keeps great talent. Turning 
cultural and value-based recommendations into 
reality requires deliberate change management and 
engagement strategies: 
 

Employee feedback surveys or focus groups can 
detect culture issues. Leadership must define the 
desired culture (e.g., "innovative and team-orien-

ted") and create action plans, such as educating 
managers in participatory leadership, updating HR 
policies that hamper inclusivity, or developing cross-

departmental project teams to reduce silos. Cultural 
efforts will keep on track if cultural audits or 
employee satisfaction surveys are conducted 
periodically. Flexibility may be achieved through 
work-life pilots. A company may experiment a two-

day-a-week remote work strategy in one department 
and expand it if successful. Managers should learn 
to evaluate performance by results rather than hours 
to build trust in employees' professionalism.   
Recruitment brochures should emphasize flexible 
hours and family-friendly benefits to show prospects 
that the organization values employee wellness. 
Performance evaluations should be linked to values-

based behaviors to integrate values into daily 
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operations. Employment websites and brochures that 
highlight success stories and a positive culture build 
trust. A culture of progress, respect, and social 
responsibility attracts and retains qualified workers, 
reflecting an organization's genuine identity and 
appealing to potential and present employees. 
 

Improving Employer Brand Communication and 
Authenticity 

The study stresses the need of authentic employer 
value proposition communication in the digital age, 
especially in a competitive labor market like 
Bangladesh. Professionals form opinions from 
employee testimonies, social media, and community 
reputation. Employer branding is shaped by 
perception, and reputable sources strongly impact 
potential applicants' willingness to apply. Clear and 
consistent brand messaging and integration into 
employee life are crucial. Trust requires authenticity, 
thus companies must fulfill their duties to avoid 
talent market reputational damage. These findings 
suggest organizations should prioritize multi-
channel, real employment branding messages. 
Essential advice includes: 
 

Use Employee Advocates: Encourage employees to 
share their success stories through testimonials, 
blogs, and networking events. Corporate assertions 
are less reliable than direct witness.    Employer 
brands can be customized by using passionate 
employees as "brand ambassadors" at career fairs or 
on social media. 
 

Use Dependable Channels: Find and communicate 
with the targeted talent pool's platforms and 
networks. On job portals and LinkedIn groups 
frequented by skilled Bangladeshi professionals, 
employer branding content should include company 
culture, successes, and employee accolades. Address 
employment review platform criticism to improve 
profiles and show transparency. Regularly assess 
brand messaging and internal realities.  Ask new 
hires if their positions and company culture match 
their expectations. Use this data to change internal 
or external protocols. If a corporation claims 
"innovation," it must demonstrate true innovation 
and provide genuine internal creative chances for 
staff. Collaboration is needed to implement effective 
and genuine communication techniques. 
 

Employee Ambassador Programs: HR and 
Corporate Communications can train employees to 

promote the brand externally. Examples include 
social media standards, event speaking notes, and 
encouraging professionals to share their experiences 
on personal networks. Small incentives like 
ambassador awards may boost engagement.  This 
grassroots communication creates a store of 
authentic content - images, stories, blog posts - that 
can be used in recruitment marketing to boost 
employer brand validity and appeal. 
 

Active Online Engagement: Establish a team or 
individual to manage the company's key online 
channels. Weekly LinkedIn updates on team 
accomplishments or cultural efforts maintain brand 
awareness.  Monitoring company interactions online 
allows quick correction of errors or negative 
sentiments.  Addressing a concern (e.g., a question 
about corporate policy or a comment from a former 
employee) transparently and constructively solves 
the problem and shows that the firm is responsive 
and honest. 
 

Reality Check: Maintaining the employer brand is a 
must. Regular internal polls can assess employee 
perceptions of the company's values and identify 
areas for development. Ask new hires about their 
expectations vs their experiences at departure 
interviews or casual chats.  Use these results to 
make changes: if "collaborative culture" is a 
commitment but new hires see poor interdepart-
mental cooperation, management must improve 
internal communication or external communication.  
Senior executives must conduct these audits because 
authenticity ("we solely express our genuine selves 
and strive for enhancement") sets a standard for the 
organization. Employers can boost their appeal by 
communicating truthfully through reliable sources.  
In Bangladesh, where communal perception and 
trust are crucial, authenticity in branding attracts 
talent and builds a lasting reputation that increases 
talent retention and engagement. 
 

Tailoring Strategies to Context and Evolving 
Needs 

The study indicates that employer branding is not 
universally applicable, as diverse companies, 
sectors, and demographics prioritise various traits. 
Public-sector institutions in Bangladesh draw 
candidates by offering stability and status, whilst 
international corporations vie for talent with 
competitive compensation and contemporary work 
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environments. The efficacy of an employer brand is 
contingent upon its alignment with the expectations 
of a particular audience, which are not fixed and 
must be dynamic and guided by research. 
Formulating a strategy to recruit people requires 
aligning with competitive companies' employer 
brands, recognizing the intricate nature of 
organizations, and staying abreast of changing 

candidate preferences. Misalignment can deplete 
resources and hinder the attraction of requisite 
personnel.  Organizations must adapt their branding 
to meet the changing demands of expanding talent 
pools, particularly those in Bangladesh. Employers 
should adopt a targeted and flexible strategy for 
employer branding to address these problems. 
Principal recommendations encompass: 

 

 

 

 

 

 
 

 

 

 

 

 

 
 

 

 

Fig. 7: Employer Branding Strategy. 
 

 

Employer branding must be an ongoing, research-

based endeavor that harmonizes audience insights, 
organizational strengths, customized messaging, and 
flexibility.  Commence by consistently collecting 
feedback from relevant professionals via surveys, 
focus groups, or community networking to com-

prehend the factors influencing their job decisions.  
Leverage this insight to emphasize distinctive 
organizational assets, such as cohesive teams or 
community influence, that competitors cannot 
readily duplicate. Tailor communication for various 
talent demographics by emphasizing their unique 
goals while remaining consistent with fundamental 
ideals. Regularly assess and update branding aspects 
to align with emerging trends, such as flexible work, 
to ensure the brand remains pertinent and attractive 
to suitable applicants. Practically implementing a 
tailored and evolving employer branding strategy 
can be achieved through the following steps: 
 

Successful employer branding necessitates targeted 
message, ongoing feedback, interdisciplinary colla-

boration, and constant refinement.  Commence by 
delineating essential talent segments alongside their 
principal values in a straightforward matrix to 
inform recruitment material, guaranteeing that each 

category receives pertinent messages and custo-

mized resources. Implement feedback mechanisms 
with prospects and new employees using concise 
questionnaires to identify factors that drew or 
dissuaded them, subsequently refining messaging 
based on prevalent themes.  Establish a compact, 
cohesive branding team comprising HR, marketing, 
and technical representatives to assess strategies, 
gather role-specific insights, and monitor external 
trends, including the shifting preferences of 
Generation Z.  Ultimately, implement new strategies 
on a limited scale, evaluate their effectiveness, and 
adjust as necessary, emphasizing authenticity, 
transparency, and congruence with professional 
principles to attract and retain suitable people. 
 

6. Conclusion 

This study examined the influence of corporate 
branding strategies on attracting highly skilled 
people in Bangladesh's labor market.  In alignment 
with the primary research objective, the findings 
indicate that a strong employer brand significantly 
enhances an organization’s appeal to top-tier talent, 
leading to larger applicant pools and improved 
recruitment results when the brand message is 
communicated clearly and perceived as authentic.  
The research identified the key employer-branding 
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attributes that substantially affect job-seekers' 
choices: specifically, competitive compensation and 
benefits, as well as clear career development and 
progression chances. Moreover, a positive and 
inclusive workplace culture, coupled with a 
reputable organizational image, profoundly affects 
candidates' interest.  Other important factors include 
guaranteed job security, flexible work-life arrange-

ments, and alignment with personal values-

particularly through visible CSR commitments-all of 
which can serve as essential differentiators for 
discerning candidates.   
 

The analysis demonstrated that the importance of 
these attributes varies between industries and 
organizational contexts, suggesting that effective 
employer branding must be tailored to the distinct 
requirements of each talent pool. The findings 
suggest that both tangible rewards and intangible 
values jointly affect the appeal of talented 
employees to organizations, dependent on genuine 
and effective branding. These concepts carry 
substantial ramifications: They contribute to 
employer-branding theory by confirming that 
traditional motivators, including as remuneration 
and career progression, are essential in a deve-

loping-economy context, while also highlighting the 
growing importance of flexibility and alignment 
with values. The findings provide practical 
recommendations for practitioners in developing 
recruitment tactics that meet the genuine demands of 
qualified candidates.  
 

The report underscores the imperative for policy-

makers to establish workforce and talent programs 
aligned with the priorities of elite professionals.  
This research theoretically establishes a contextually 
rich example linking global employer-branding 
theories with the labor market dynamics of Bangla-

desh, while practically providing organizations with 
a comprehensive path for authentic branding. The 
results stem from qualitative secondary data, 
suggesting they are interpretive and context-
dependent; hence, caution is advised when genera-

lizing them outside similar contexts. Subsequent 
study must empirically substantiate and refine these 
findings via surveys or interviews, cross-sector 
analyses, and longitudinal or experimental app-

roaches to clarify how employer branding can be 
optimized over time and under diverse conditions.  
In Bangladesh's competitive labor market, authentic 

employer branding that truly reflects professionals' 
aspirations is crucial for attracting and retaining the 
nation's top talent. 
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