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Abstract

The prime purpose of this study was to investigdtiether employers use branding in their organisatiand how
employer branding influence the attraction andntd@ of employees in the banking sector in Gharte
descriptive survey design was adopted for the stkiyhty-seven employees, including junior and sestaff
were conveniently sampled for the study. Data wedyaed using both descriptive and inferentialistias. The
results of the study suggest that organisations emsployer branding processes in their businesstttaca
employees and customers. It was also found tleatdonames of organisations may significantly infeethe
decision of employees to join and stay in the oiggtion. It was therefore suggested that employees! to create
conducive work environment with conditions to eradinployees feel comfortable and remain in therosgdion.
Key words Employer branding, Employee attraction and retent®@hana

1. Introduction

Organizations are using branding as a strategicinomday’s business environment with increasiagularity.
Although brands and branding are not new ideassfiare applying them to more diverse settings witereole of
branding is becoming increasingly important (Wefat3uchard, 1993). Branding is “the process of depiglg an
intended brand identity” (Kotler & Lee, 2008, p.31Branding is often used to differentiate produand
companies in order to build economic value for bibtlh consumer and the company. It is concerned thigh
attraction, engagement and retention initiativegeted at enhancing a company’s employer brand.
Employer branding is a relatively new approach tamacruiting and retaining the best possible hurtadent
within a recruiting environment that is becomingrigasingly competitive. The term is often useddsatibe how
organisations market their offerings to potentiadl &xisting employees, communicate with them anthtaia
their loyalty “promoting both within and outsidestfirm, a clear view of what makes a firm differantd desirable
as an employer” (Backaus & Tikoo, 2004, p. 120) pkayer branding has the potential to be a valuablieept for
both managers and scholars. Managers can use enplognding as a shade under which they can channel
different employee recruitment and retention atiigiinto a coordinated human resource strateggoisingly,
employers can control brand power to engage tmepi@yees in emotional ways to achieve change, anditg
results or increase attraction and retention. Adiogrto Dell & Ainspan (2001), organizations haweairfid that
effective employer branding leads to competitiveaadage helps employees internalize company vehmnels
assists in employee retention.

Despite the growing popularity of the employer loliag practice, academic research on the concéiptited to a
few articles in the marketing literature. Priyadar$2011), observed that despite employer branchiggi
considerable popularity in HR practitioner litenatuempirical research is still relatively inadeguéCable &
Turban, 2001; Backhaus & Tikoo, 2004; & Davies, 208cho the same sentiments and feel that the adféme
employer brand as a concept has been recent irméadield and its theoretical foundation is gratubeing
developed even though it is being considered aptieabby practitioners for some time now.

Although the study of organisational attraction hegealed some insights, there remains much tceaméd
(Barber, 1998). One stream of extant research figates organisational characteristics and thefieces on
attraction to the organisation. Structural attr@susuch as decentralised decision making and resyatdm (Bretz
et al., 1989), are shown to influence perceptidrattoactiveness. The popularity of employer bragcdamong HR
practitioners and the lack of academic researcthenopic raises interesting questions for manageseholars.
This study therefore seeks to broaden the scopesefrch in this area in the Ghanaian context.
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2. Literature Review

Under standing Employer Branding

Employer branding has captured considerable atteriti recent times. Academicians and practitiorfeage
reported evidence of organisations expending cenaide resources on development of employer brand
programme indicating its value (Backhaus & Tiko602). Employer branding as a concept is an extansio
relationship marketing principles (Christopher, a Ballantyne, 1991; Kotler, 1992; Morgan & Hutg94)
which identify the need to build acquisition antergion strategies across a number of criticaledtalder markets
through closer relationships. One of the most bastterstandings about brand comes from the definfirovided
by the American Marketing Association which defiredrand as "a name, term sign, symbol, or design,
combination of them which is intended to identtig goods and services of one seller group or gobapllers and
to differentiate them from those of competitorsa¢Bhaus & Tikoo, 2004). The term employer brandéngsed
for the application of branding principles to hunrasource management. The concept is being inaggsised
for attracting prospective employees while engagiregpresent employees to the organisation.

There is no one definition for employer brandingridus attempts have been made by several indigtdoidefine
employer branding. According to Steve Gilliver (200employer brand identifies an organisation in the
marketplace and makes it unique. It gives everyaribe organisation a handle on what we are, amdyene
interested in joining the organisation a clearyietof what to expect. It infuses the firm’s retment process and
the interaction among people in the organisatioanBs are among a firm’s most valuable assetsoAgh firms
commonly focus their branding efforts toward depétg product and corporate brands, branding cantssised
in the area of human resource management. Thecatiphi of branding principles to human resourceagament
has been termed “employer branding.” Increasinfityns are using employer branding to attract reesraind
ensure that current employees are engaged in theecand the strategy of the firm. Ambler & Barr¢¥996, p.
187), first applied the concept of brand to HRMewing the employer as the brand and employeessisrers.
They define the employer brand as “the packagemdtfonal, economic and psychological benefits led by
employment, and identified with the employing comga Employer brand therefore provides both ecoranid
psychological benefits to employees.

According to the CIPD (2008) employer branding getof attributes and qualities — often intangibtbat makes
an organisation distinctive, promises a partickiad of employment experience, and appeals to thesele who
will thrive and perform to their best in its culéurSullivan (2004) defines employer branding asrgeted,
long-term strategy to manage the awareness anegiEnes of employees, potential employees, andeetla
stakeholders with regards to a particular firm. Amrang (2006), also contends that, employer brandirthe
creation of a brand image of the organization fospective employees. It will be influenced by tbputation of
the organization as a business or provider of sesvas well as its reputation as an employer.

Ambler & Barrow (1996) defined employer brand imnte of benefits, calling it 'the package of funnta
economic and psychological benefits provided by legrpent and identified with the employing company.
Further, employer branding or employer brand mameg involves internally and externally promotinglear
view of what makes a firm different and desirabteaa employer. According to Backhaus & Tikoo (2004)
employer branding is essentially a three step mp®cEirst, a firm develops a concept of the padicualue it
offers to prospective and current employees. Talse/proposition provides the central messagedhainveyed
by the employer brand. It is of key importance ttheg value proposition derives from a thoroughitotithe
characteristics that make the firm a great placedk. The second step in employer branding prodesss with
externally marketing this value proposition to attrthe targeted job applicants. The third steplives carrying
the brand "promise" made to recruits into the famal incorporating it as part of the organisaticnadure.
Besides, HR practitioners also suggest five stepdeweloping a strong employer brand: (1) undedstgour
organisation, (2) create a 'compelling brand preffia employees that mirrors the brand promisetmtomers,
(3) develop standards to measure the fulfilmemtrahd promise, (4) ruthlessly align all people ficas to support
and reinforce brand promise, and (5) execute thasare (Berthon et al, 2005). According to Ritsof0@)
companies with strong employer brands can poténtiediuce the cost of employee acquisition, imprenmloyee
relations, increase employee retention and evesr tffver salaries for comparable staff to firmshaiteaker
employer brands. Gatewood et al. (1993) foundpkeateption of an organisation's image is a sigaifigredictor
of decisions to pursue employment with that compélsng brand in the context of employment, empidyand
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loyalty was found by many to be a useful conceptet@pplied. Brand loyalty is the attachment thatrssumer has
to a brand (Aaker, 1991).

Applied in the context of employment, employer latdoyalty is shaped by behavioural element relatmg
organisational culture and attitudinal elementtnetato organisational identity (Backhaus & Tikd04). But
unlike in the case of a product, in employment drboyalty switching over to another brand cannodbee so
frequently and comes at higher cost (Davies, 20@8leed, employer brand loyalty forges greater caément
level resulting in increased retention of talemsnong the benefits, a strong employer brand airaetter
applicants (Collins & Stevens, 2002; Slaughterd €2@04) and shapes their expectations about &meployment
(Livens & Highhouse, 2003). One role of brand isteate and enhance satisfaction and satisfaateatigts future
behaviour towards the brand (Mittal & Kamakura, 20@ob satisfaction plays a very important roleri@ating
customer satisfaction (Heskett et al, 1997) ancetstdnding of the various attributes of employandrimage can
help facilitate customer satisfaction.

In the financial and service industry or in anyastBector, employees play a critical role in depeient of brand
image. Therefore, recruiting right type of talertcbmes critical, as does the employer brand imagge
recruitment market (Ewingt. al, 2002). What is even more critical is whether fmage that they carried as an
applicant is sustained with their stay in the oigation (Knox & Freeman, 2006). Firms appear t@kgending
considerable resources on employer branding campaigdicating that they are finding value in thagtice.
According to the Conference Board report on empldyanding (Conference Board, 2001) organizaticeseh
found that effective employer branding leads to petitive advantage, helps employees internalize peoy
values and assists in employee retention. Davi8gpexplores the role of the employer brand inueficing
employee’s perceived differentiation, affinity, isédction and loyalty. The findings emphasisedithportance of
an employer brand with the results highlighting ¢benplexity in its management, as no one aspeci kasninant
influence on outcomes relevant to the employer. igsue which sprang up was which function within an
organisation should be tasked with managing thd@rapbrand.

Ambler & Barrow (1996), make a case for the usefatnof employer branding. They conclude that braptias
relevance within the context of employment. Howe®vinget al, (2002) emphasize the usefulness of employer
branding in an increasingly knowledge-based econatmre skilled employees are often in short supMiile
organizations increasingly recognize that the sgfteening of the employer-employee relationship #meir
attractiveness, future profitability and “licenae @perate” depend on their willingness and abilityrecognize
employees and potential employees as importantlstdéters and contributors to the corporate bragskgarch
indicates that they do not yet approach the istnagegically, and that sustainability or socialp@ssibility in
human resource management (HRM) is ignored (Pretusls 2009). This also seems to be the case ifidlteof
employer branding.

2.1 The Impact of Employer Branding on Employee Retention and Attraction

The purpose of branding is essentially to buildgheduct’s image (Cleary, 1981). This image willience the
perceived worth of the product and will increase Ihand’s value to the customer, leading to bragelty (The
Economist, 1988). An employer brand can be uséelip organisations compete effectively in the labmarket
and drive employee loyalty through effective retngnt, engagement and retention practices. All risgdions
have an employer brand, regardless of whetherhhgg consciously sought to develop one. Their breilicbe
based on the way they are perceived as a ‘plawettd, for example by would-be recruits, current@ayees and
those leaving the organisation. To be effective ftand should not only be evident to candidatéseatecruitment
stage, but should inform the approach to peopleagement in the organisation. For example, the bramd
inform how the business tackles: induction, perfange management and reward.

Developing an employer brand is not a small un#erta Top management support is critical, as isractured
approach. What are the next steps? Build a BrarainTBeveloping and maintaining an employer brand is
far-reaching and ongoing process that benefits feotaam approach. The team should include staff beesn
responsible for approving strategic direction anehtive within human resources. What are your gttenand
weaknesses? What makes your company unique? ehtf one-of-a-kind characteristics, such as work
environment, company history and values that dftraotivate and retain high quality employees. Kngwur
target candidates through focus groups, surveys-depth interviews; find out what is importantgmspective
candidates when selecting an employer, how thetheseselves as people and how they want to be Shanwill
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indicate which segment of the audience best fits ywmpany and whom your brand should target. Qusto
based brand equity relates to the effect of brarahkedge on consumer response to the marketingegbtoduct
(Keller, 1993). Interms of employer brandingaml equity applies to the effect of brand knowledg@otential
and existing employees of the firm. Employer braqdity propels potential applicants to apply. Ferttemployer
brand equity encourages existing employees tovsitdty and support the company. Employer brand gdsithe
desired outcome of employer branding activities.other words, potential or existing employees wahct
differently to similar recruitment, selection, aretention efforts from different firms because loé¢ tunderlying
employer brand equity associated with these firms.

Collins (2006) showed that the beliefs of job seska&bout the company as a potential employer, “eyepl
knowledge (including familiarity, reputation andage) strongly predicted both interest in applyiogd job and
actual application behaviours. Similarly, Chapmein al. (2005) suggests a strong relationship between
organisational attractiveness perceptions and @gpglidecisions such as job pursuit, acceptancechoite
intentions (Jiang and lles, 2011).

2.1.1 Branding and Psychological Contract

According to Backhaus and Tikoo (2004), in theirdst on conceptualizing and researching employending),
the theory of the psychological contract and iteafon the employee organizational relationshipvjates a
second foundation for employer branding. In thditranal concept of the psychological contract begwworkers
and employers, workers promised loyalty to the firmexchange for job security, Hendry & JenkinsqZp
However, the recent trend toward downsizing, outsiag, and flexibility on the part of the employeas imposed
a new form of psychological contract, in which eaygrs provide workers with marketable skills thriotigaining
and development in exchange for effort and fleiipb{iBaruch, 2004). In the face of negative periep of this
new employment reality, firms use employer brandmgdvertise the benefits they still offer, indhgltraining,
career opportunities, personal growth and developme general, firms have been perceived to faitleliver
some of these offerings (Newell & Dopson, 1996; ttgr& Jenkins, 1997) so employer branding campadgms
be designed to change perceptions of the firm.

2.1.2 Employer branding as employer of choice

Armstrong (2006) found that, the aim of employearuting is to become an ‘employer of choice’, a platere
people prefer to work. This means developing wieatrS (2003) calls ‘a value proposition’, which coumicates
what the organization can offer its employees ageat place of work’. The factors that contribtiwebeing an
employer of choice are the provision of a reasandbhbree of security; enhanced future employalbktyause of
the reputation of the organization as one that eygpand develops high quality people, as well aslearning
opportunities it provides; employment conditionsttisatisfy work- life balance needs; a reward systhat
recognizes and values contributions and providespetitive pay and benefits; interesting and rewsgdvork;
and opportunities for learning, development anéeaprogression.

A powerful method of retention is simply to enstirat people feel they are valued. Therefore, alhove factors
adds up to an employee value proposition whicla, aeans of attracting and retaining high potemtiaployees,
recognizes that they will be looking for strongued and expecting to be well managed, to have dreezhd
autonomy, high job challenge and career opporesitlany firms have developed formal employer biragndr
are interested in developing such a program (Cenfsr Board, 2001). Ambler and Barrow (1996) defime
employer brand in terms of benefits, calling itéthackage of functional, economic and psycholodieslefits
provided by employment, and identified with the émypg company.” Thus employer branding portrays
organisations as a good place of work. The terml@yep branding suggests the differentiation of mn§’
characteristics as an employer from those of itsprtitors. The employment brand highlights the uaigspects
of the firm’s employment offerings or environmemhe Conference Board (2001), proposes that “thel@rap
brand establishes the identity of the firm as ampleger. It encompasses the firm’s value systemicigs and
behaviours toward the objectives of attracting, imating, and retaining the firm’s current and pdign
employees”.

These definitions indicate that employer brandmglves promoting, both with and outside the fientlear view
of what makes a firm different and desirable agmployer. Also Backhaus and Tikoo (2004), defingleyer
branding as the process of building an identifisdohel unique employer identity, and the employentiras a
concept of the firm that differentiates it from ésmpetitors. Employer brands are developed toohbsistent with
the firm’s product and corporate brand. There amaessimilarities between the employer brand ancptibduct
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and corporate brand, but there are also two kefgrdifices. One, the employer brand is employmentifspe
characterizing the firm’s identity as an employexo, it is directed at both internal and externaliances whereas
product and corporate branding efforts are primatitected at an external audience. In some césegmployer
branding process can be rolled together with tieelyet and corporate brand campaign.

Barney (1991) posits that the practice of empldy@nding is predicated on the assumption that hucagital
brings value to the firm, and through skilful intreent in human capital, firm performance can beaecbd.
Resource-based view (RBV) supports this, suggestiagcharacteristics of a firm’s resources cartrdoute to
sustainable competitive advantage. Debatably, tlsegssion of resources that are rare, valuablesulostitutable
and difficult to imitate allow a firm to move aheaflits competitors (Barney, 1991). Priem & But{2001) posits
that human capital has also been shown to opesate enportant resource creating competitive acgmbesides
plant, equipment and capital as resources thatecoeenpetitive advantage. External marketing efémployer
brand establishes the firm as an employer of chackthereby enables it to attract the best passibrkers. The
assumption is that the distinctiveness of the bhmivs the firm to acquire distinctive human capiturther,
once recruits have been attracted by the brany,déeelop a set of assumptions about employmeit thvé firm
that they will carry into the future, thereby suppw the firm’'s values and enhancing their comneitinto the
firm.

Internal marketing helps create a workforce thatdsd for other firms to imitate. By systematicadlyposing
workers to the value proposition of the employeaniat, the workplace culture is moulded around thparate
goals, enabling the firm to achieve a unique calfimcused on doing business the firm’s way. Beshi#ping
create a workforce that is hard to duplicate, imdémarketing also contributes to employee retenfimbler &
Barrow, 1996) by using the brand to reinforce tbeaept of quality employment and thereby contritgitio
employee willingness to stay with the organization.

3. Research M ethodology

The design employed for this study is descriptivevsy. A descriptive survey is a systematic, hopegkmental,
descriptive research method for gathering inforarefrom (a sample of) individuals for the purposédescribing
the attributes of the larger population of whicle fimdividuals are members. Surveys can be usef@nwdh
researcher wants to collect data on phenomenadémaiot be directly observed. A formal list of qimsbaire is
prepared. Generally a non disguised approach & T$e respondents are asked questions on theogtaphics,
interests and opinions (Wayne, 2005). The targptifation for the study consisted of all employeethe banking
sector specifically those working in the Accra areima Metropolis. Two banks in the Accra Metropelisre
conveniently selected for the study. These banks welected because they have large number of gegdand
they were also among the leading banks in Gham the time of the study. This suggested that thene more
likely to possess all the attributes that the ottwnks had and would be good representation ofshamihe
financial sector. The participants for the studyeveandomly selected from their organizations ushegysimple
random sampling procedure. In all 87 participactsisisting of 48 senior staff and 39 junior stedgk part in the
study out of 115 staff. The age range of the piaditts was from 20 to 60 years with most of theridwtheir ages
ranging between 31-40 years (36%) and 29% betwgdiD4/ears.

A set of questionnaire designed by the researchers use for the study. The instrument consistetoflosed
ended items aimed at obtaining information on tfembing strategies, attraction and retention ratesnployees.
Two items were designed to obtained demographiorimdition relevant to the study, 7 items for emptoye
branding and the remaining 5 items elicited infaiioraon employees’ attraction and retention ratee fesponses
for some of the items wesgsor no, whiles others were scored on a 5-Likert type ofipfriom 1 (strongly agree)
to 5 (strongly disagree). The SPSS “Explore” dggiste statistics procedure was used to capturentsens, mode,
and standard deviation to help answer the reseprestions. Frequencies and percentages were atgouted for
the categorical data. The detailed results and/seslwere presented in the next chapter.

4. Resultsand Discussions

Respondents were asked to indicate their agreewmredisagreement to the statementhé& organisation’s
induction process defined what | need to know teffective” The results indicate that 93.1% of the resporslent
agreed that their organizations used induction gsses to sell the organization to them. Throughrttiection,
they were introduced to the organizations coreeslteward systems, working conditions and othpodpnities.
The results indicated further that the inductiongeiss helped 93.1% of the respondents to adjusietowork
environment, which gave them a positive image @irtlorganizations. This suggests that organizatioses
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employer branding processes in their businesseatttact employees and customers. As aptly obsebyed
Armstrong (2006), employer branding involves theation of a brand image of the organization forspeztive
employees. Employers strategically do this throwgiious means. The induction process is one afriis@ns used
by modern organizations to let employees know nati@ut the employer.
Priyadarshi (2011) observed that the concept of I&yep Branding is becoming especially critical aswn
technology; globalization and the rising powerrdkrnational brands are changing the way we wodkfaelling
the competition for talent. This competition, foaenple, is especially acute in the search for lilisskn order to
survive, large employers need to make a radic#lalvay from traditional thinking about employmemid work to
build more diverse career partnerships with diffiéiedividuals and groups. In the current labourkeg more and
more employees are including such aspects as werkflance and a company’s commitment to the conityiu
among the values they seek in their employer. Coitigieamong employers is intense in this markethwnany
job seekers able to be more discerning in theiricsh@f an employer. Individuals and corporations ar
re-evaluating their priorities in this new enviroamt, and the result is a new definition of a susftd®rganization
- an organization that includes the social dimemsibtheir workforce as an attribute of their siexce
4.1 Reasons Why Respondents Decided to Work with Their Organizations
Employer Branding has to do with the reputatiothefemployer and the reality of the reputation weployees take
up employment with the employer. The second rebequestion sought to find out the extent to whiahpyer
branding helps to attract and retain talents inaoizations in the banking sector. To answer thisstian, the
respondents were asked why they decided to wortktéir organizations. Table 1 presents the rangfrthe reasons
given by the respondents. The result indicatedéhgtloyees are attracted by good conditions oficemnffered by
employers in the banking sector. Majority of thependents (78.2%) ranked good conditions of seffiiseamong
the reasons why they decided to join the orgartmatAvailability of career advancement opportusitieas ranked
second (71.3%). The core values of the organizsii68.0%) as well as the reward systems provideztdgnizations
(60.9%) also served as means of attracting empsoye¢he banking sector. Similar results were olgdiby the
Copenhagen Business School (2009) study. The stbdgrved that, in order of priority, working enviroent,
challenging work responsibilities, competence dewelent and work flexibility were most important iednles that
attract prospective employees. Thus, the findimgthé current study were consistent with that ef @openhagen
Business School. The current results were furtbhpperted by the view of the Economist (2008). Adéng to the
Economist, an employer brand can be used to hgipnirations compete effectively in the labour maded drive
employee loyalty through effective recruitment, aggment and retention practices. This suggestgtivat working
conditions and opportunities for career advanceriteatgiven organization put it ahead of otherteims of talent
attraction and retention.
Further analyses found that 89.7% of the resposdedicated that the brand name of the organizatiinenced
their decision to join the organization they wodk,fand 86.2% would opt for their organizationseagployers of
choice because of the good will. This was furthgperted by the Copenhagen Business School (2@3@&arch
findings. General studies show that 65% of candglare attracted to an employer because of theal braage,
while the same study shows that 62% of employes#el@n organisation because of the inconsistentyeobrand
image and the reality experienced once employegd@ivagen Business School, 2009). Every rationallamee
wants to work in a company that has excellent i@ and is highly talked about publicly. For théason, it is not
surprising that a great percentage of the respdsdedicate that the brand name or image of thedawizations
were crucial in their decision to work with them.
4.1.1 Reasons Why Respondents Decided to Stay with their Organizations
Concerning employer branding and retention of eyg#s in the banking sector, the results indicatet &
significantly high number (97.7%) of the responddmtlieved that their organizations were good gacevork and
83.9% of them feel very proud working with theiganizations because of the reputation of theirmiegdions in the
eyes of the public. Again, 80.5% of the respondantepted that their organisations’ brand imagepuaitive values
which made them feel good working with them. Fumhere, 82.8% of the respondents who feel the osgdioins’
brand image had positive values could see thems&heeking with their organizations in the next &s& (at least).
The reasons why they would like to stay with theiganizations were explored further. The resukéspmesented in
table 2. The results suggest that employers whatengork environments that make their employeelssieaured in
their jobs are more likely to retain their employe®pportunities for growth were ranked top-mogt.{%) among
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other reasons why employees would like to stay thidir organizations. The next after opportunifesgrowth was
availability of Job security (71.3%), followed byetimage of the company (70.1%).

A crosstab analysis indicated that 88.9% of thpaedents, who asserted that the brand image ofahgénizations
influenced their decision to work for the organia@at saw themselves working for their organizatiftorghe next five
years. Again, 95.8% of the respondents who woutdhagr organizations as employers of choice atsw themselves
working for the organizations in the next five y®aA Chi-square test of significance indicated tthestre was a
significant association between perceived favolitgluif organization image and employees retentigmr 32.545, p
<.001). This implies that, the more favourable Eyges perceive an organization to be, the mosdyik is that they
will be willing to work with that organization.

4.1.2 Chi-Square Test Result

Chi-Square Tests

Value df Asymp.  Sig. Exact Sig. Exact Sig.
(2-sided) (2-sided) (1-sided)
Pearson Chi-Square 32.845 1 .000
Continuity Correctioh  28.019 1 .000
Likelihood Ratio 24.675 1 .000
Fisher's Exact Test .000 .000
N of Valid Case’ 87

StrategiCom (2010) observed again that when it céanéhe top five attributes in the retention ofetd]
respondents ranked “attractive overall compensatiot benefit package”, “opportunity for long-terrareer
progression”, “recognition and appreciation of enygles' work”, “job security” and “provide work lifealance” in
order of importance. The current study found oppaties for growth, job security, recognition arpeeciation,
company image and to be the top five importantofiacthat are crucial in retention of employeessTilargely
consistent with the findings of StrategiCom (20I)e implication here is that employees in Ghanavelt as
those in other economies are attracted by simitébates of employers. This is not surprising hessathe world is
now a global village and technology has made isibs for talented employees to know what is hapyem
other economies. Finally, the results indicated #3al% of the respondents stated that they wautderage their
friends and families to do business with their aigations. This suggests that they perceived trgnizations to
be credible organizations worthy of associatinghwit
413 Conclusion
At a time when seeking talent in the ever shrinlghapal talent pool has become an internationadamte (Armstrong,
2007), the quest to win the talent war has expandddR best practice, employer brand, reward, reitimgn and
benefits, which are all issues related to the eitra and retention of talented staff (Crous, 2007he race for an
employer to be seen differently has only intendifia recent years mainly due to the availability miltiple
opportunities and scarcity of good quality talemtthe emerging markets. Employer branding is fasérging a
potential tool not only to communicate to the ptitdBremployees but also to the existing employées the value
proposition of the current employer supersedes ttemnpetitors. It is known that 65% of operatingtsocome from
human resource costs, so managing these down makeynediately more profitable. For this reasbis important
to understand that margin enhancement actuallysstéth your human resource attraction and retentimategy,
which is inevitably, your employer branding (Prigashi, 2011).
Organizations all over the world operate in a \@mpetitive environment, and this calls for pragmstrategies to be
ahead in any sector. As indicated by the majorifigsl of the study, branding has become a major tool
organizations to attract quality employees in theganizations. It is essential to create work emments that make
employees feel secure psychologically. Workpladet dffer opportunities for growth also make it ieafor
employers to attract and retain employee. It isdrtgnt for modern organizations to be able to retalients to enable
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them become efficient and effective. Work environtrtdat is socially rich and psychologically empaivg is also
needed for organizations to be ahead of competition

Employees today are choosing to work for reputabiganizations. They consider employers who valugr th
employees and treat them fairly. The employe&dscjous about the company's employee experienlieiggand
inquires hard about the reality of this experieriogortant to an employee is the organisation'sleyeg/employer
relationship. Important to the employer, howevgthe length of time it takes before the new emgdois returning
the opportunity and performance value back to theress. For some jobs, it can take months torretalue, and for
those employees who turnover within one year, theleyer value yield for opportunity and performaiseery small,
zero or possibly in deficit. So making sure thatiyemployer brand is attracting and retainingrigbt employees
who will perform, commit and remain loyal is coffeetive to your business. Organisations must aifpet employers
where potential employees are attracted to workeaigting staff remain loyal and perform for theodmf the whole
business. There is the need for employers to meaanalyse and position their employer brand tojdbemarket
where they will attract the right people with thght skills in the shortest period of time.
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Table 1: Reasons Why Respondents Decided to Work with their Organizations

Ranking Reasons Percent (%)

1 Good conditions of service 78.2
2 Means of career development 71.3
3 Core values of the organisation 69.0
4 Rewards and opportunities 60.9
5 Ethical behaviour 48.3
6 Quality products and services 48.3
7 Confidentiality of information 26.4

8 Undertakes CRS activities 16.1

Source: Field data, 2012

Table 2: Reasons Why Respondents Decided to Stay with their Organizations

Ranking Reasons Percent (%)

1 Opportunities for growth 74.7
2 Job security 71.3

3 Company image 70.1

4 Performance recognition 57.5
5 Quality of Management 55.2
6 Equal opportunities and fairness 50.6

Source: Field data, 2012
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