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ABSTRACT

Introduction/Main Objectives: Employer branding is a vital strategy
in human resource management, addressing both talent attraction
and retention. While its role in recruitment is well-documented, its
impact on employee retention is underexplored, especially in the
context of technological advancements and workforce diversity.
Background Problems: Organizations face challenges in retaining
employees due to evolving workforce expectations, hybrid work
models, and increased competition for talent. How employer
branding can mitigate turnover and foster loyalty remains a critical
guestion for modern organizations. Novelty: This study integrates
bibliometric analysis with practical insights, highlighting emerging
trends such as hybrid work, diversity, and technology integration. It
identifies research gaps in sector-specific branding strategies and the
unique needs of gig economy workers and millennials, providing a
more comprehensive understanding. Research Methods: A
bibliometric analysis of 372 articles published from 2000 to 2024 was
conducted using VOSviewer software. Data were categorized into
themes such as employee engagement, job satisfaction, and digital
transformation. Finding/Results: Employer branding improves
employee retention by fostering engagement, promoting a positive
work culture, and leveraging technology. Emerging themes like
inclusivity and hybrid work reflect modern workforce needs, while
gaps remain in sector-specific strategies. Conclusion: Strong employer
branding reduces turnover and enhances competitiveness.
Organizations must adopt holistic strategies aligning values with
employee needs, fostering inclusivity, and utilizing technology. Future
research should explore sector-specific and technology-driven
branding strategies.
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1. Introduction

In an era of increasingly fierce global competition, Employer Branding has become one of the key
elements in human resource management strategies. Employer branding not only serves to attract the
best talent, but also to retain existing employees and enhance the company's reputation in the market.
With the increasing awareness of the importance of corporate image as a provider of employment
information, many organizations are starting to invest in efforts to build and manage their brands
effectively.

Brand is the most valuable asset for a company. Companies generally focus on branding
through product and company brand development. Branding of products and services has become a
significant part of marketing strategy. Currently, branding is used in human resource management.
The application of branding principles in human resource management is known as employer branding.
Employer branding is one of the important things to do by a company. Employer branding appears as
a result of the application of marketing principles to Human Resource Management (Fuadi & Anjayani,
2023). External employer branding refers to the focus of an employer's branding strategy on
prospective employees, while internal employer branding refers to the focus on existing employees.
Employer branding encompasses the organization's culture, interpersonal relationships, systems, and
values (Ahmed et al., 2022).

Employer branding, like value proposition, can also be used to shape the image, perception,
reputation of the company, and attraction, which motivates job seekers to apply to the company.
However, branding is more challenging than imagined. One of the biggest challenges in doing employer
branding is the need for more involvement of prospective employees with employer branding and
marketing activities carried out by the company. Especially in remote conditions like this, it is
increasingly difficult to directly connect with prospective employees and involve them in the
company's branding efforts (Mustika, 2023). Corporate branding references show an organization's
efforts to find out what makes it desirable, preferred and different as an employer both internally and
externally (Susilo & Widhianto, 2022). Employee branding utilizes the role of employees as brand
ambassadors who not only promote the company's products or services, but also reflect the core
values of the organization and these organizational values make employees in the company better. By
making employees the face of the company's brand, organizations can ensure that the message
conveyed to the public is more authentic and credible (Setyawan & Ambarwati, 2024).

According to LinkedIn Global Talent Trends Report, 75% of job seekers consider an employer
brand important before applying for a job. Companies with a strong employer brand can attract 50%
more qualified applicants compared to those without a strong employer brand. Glassdoor also shows
that 84% of job seekers will consider a company's ratings and reviews before applying for a job. Gallup
reports that companies with strong employer branding and a good company culture have 33% higher
employee engagement rates. According to Deloitte's Global Human Capital Trends Report, around 80%
of executives worldwide state that employee experience and employer branding are their top priorities
for competitiveness in the market. This shows how important a company's image is as a place to work.

An example of a company with strong employer branding is Google. Google is known for its
company culture that strongly supports innovation and creativity. This company offers various facilities
such as free lunch rooms, health services, and work flexibility. In addition, Google also has a strong
career development program. Google's impact has been ranked at the top of the list of best companies
to work for for years (for example on LinkedIn Top Companies). This company continues to attract the
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best talent from all over the world. Besides that, there is also Microsoft. Microsoft is known for its
corporate culture that prioritizes learning and personal development. The company prioritizes a
growth mindset approach, where employees are encouraged to continue to develop through various
training programs and career opportunities. As a result, Microsoft has managed to maintain its position
in Glassdoor's Top 100 Best Places to Work and is often considered an excellent place to grow
professionally.

Previous research describes that the benefits of using employer branding include: creating a
company's public image, work culture, work methods, organizational style, and employee
development perspectives. Second, the employer brand is integrated with the company's brand and
the brands of its various products (Wijendra & Anggraini, 2022). Other research says that employer
branding contains various personalized information and can build job seekers' trust so that a
relationship is created that can encourage their intention to apply (Madura, 2024).

Although employer branding has been widely discussed, previous research has been lacking in
how this approach can be effectively applied in the context of employee retention in the digital age.
Many studies focus on the attractiveness of employer branding to prospective employees, but few
explore its impact on employee retention and long-term loyalty. Furthermore, few studies integrate
bibliometric analysis with case studies to gain a deeper understanding of internal branding strategies.

Ultimately, employer branding helps ensure that the most qualified employees enter and stay
with the organization. Therefore, employer branding is a long-term strategy that aims to attract and
retain current and prospective employees by promoting a unique and attractive corporate image to
that audience. Promoting an employer brand externally can establish a company as an “employer of
choice” and enable the organization to attract the best candidates. However, a strong employer brand
also has a significant impact on employee attitudes. It improves key outcomes, such as organizational
performance, applicant attraction, recruitment efficiency, employee engagement and commitment,
and reduces turnover intentions.

This article offers a novel contribution by integrating bibliometric analysis and case studies to
explore effective employer branding strategies in improving employee retention. This focus provides
an in-depth view of how employer branding can be practically applied to create a supportive work
environment, increase employee engagement, and reduce turnover rates. Thus, this article is expected
to be a valuable reference for practitioners and academics in understanding the role of employer
branding in creating strong emotional bonds with employees.

Employer branding can be used in two different directions. Internal branding is directed at the
image of the organization by employers, communication between employees, and how employees
interpret it. In contrast, external branding is concerned with how the organization presents itself and
how employers evaluate it. Employer branding makes a company more attractive and enhances its
reputation. Employer attractiveness is characterized as the anticipated benefits that prospective
employees see in working for a particular company. The construct may be a more specific idea of
employer brand equity. Significantly, an organization's employer brand equity is strengthened if
prospective employees view it more favorably. An organization will be attractive to prospective
employees if their needs, personalities, and values match those of the organization (Thang & Trang,
2024).
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1.1. Research questions and objectives

This study aims to address the following research questions:

1. What are the dominant themes and trends in employer branding and employee retention
research based on bibliometric analysis?

2. How is the distribution of research developments on employer branding topics and which
authors are the main contributors to the field of employer branding research?

3. How does bibliometric analysis identify research gaps in employer branding strategies to
improve employee retention?

2. Literature Review

Employer branding was popularized by Ambler & Barrow (1996), and is defined as a series of
functional, economic and psychological benefits provided by a job from a company (Ambler & Barrow,
1996). So it can be said that employer branding is a series of processes to build a unique employee
identity and organizational value concept that differentiates the company from other companies
(competitors) (Ambler & Barrow, 1996). Therefore, employer branding must be able to act as a
prospective employer that is superior to its competitors. Employer branding focuses on how a
company positions itself as an attractive workplace to attract, recruit, and retain the best talent (Nova
Susanto, 2025).

Employer branding is the perception of an organization as a “great place to work.” Itis the sum
of the thoughts and feelings that people associate with an employer, and its stakeholders, both active
and passive candidates, clients, customers, etc (Wardini & Nawangsari, 2021). Employer brand in an
organization consists of instrumental (tangible) benefits and symbolic (intangible) benefits.
Instrumental benefits consist of ‘physical, objective, and tangible attributes’ while symbolic benefits
consist of ‘abstract, subjective, and intangible attributes’ (Bhasin et al., 2019). Employer branding has
developed dynamically as a multidisciplinary field of study over the past twenty-five years. Academics
have recognized employer branding as a key resource for attracting high-quality employees in the
competition for talent (Kucherov et al., 2022).

The concept of employer branding provides an interesting insight into employee retention.
The ability to retain employees is crucial for a company to achieve success (Backhaus & Tikoo, 2004).
In its development, previous researchers stated that employer branding contributes to reducing
employee turnover (Backhaus & Tikoo, 2004). Previous research shows that organizations that can
implement good employer branding are organizations that are able to provide positive perceptions to
individuals because individuals are considered to have better perceptions of organizations that offer
competitive employer branding, which includes benefits, rewards, career development, and a
comfortable work environment (Jain & Bhatt, 2015).

Employer branding has emerged as essential for organizations to attract and retain talented
employees in today’s competitive business environment. Employer branding refers to the process of
creating and communicating a unique image of an organization as an employer, which can differentiate
it from its competitors and retain the most talented and motivated employees (Bharadwaj & Yameen,
2021). The factors that are determining factors in employee retention according to (Mathis & Jackson,
2012) are: 1) Organizational components 2) Organizational career opportunities 3) Rewards 4) Task
and job design 5) Employee relations. Company values and missions are ethical principles that guide
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organizational behavior. Employees who believe in the goals and values of the organization will feel
more meaningful and connected to their work, which can increase the productivity and performance
of the organization as a whole (Utama et al., 2023).

Employees are important assets for the company, the success of the company is determined
by the employees in the company because they are the most important part in carrying out the tasks,
vision, and mission of the company so that the company needs to manage employees to remain
effective and efficient. To retain employees, employee retention is needed in the company (Kristianto
& Handoyo, 2020).

Employee retention is retaining employees in the long term, especially the best employees is
a challenge faced by all companies or organizations. Employee retention is a phenomenon where
employees choose to stay with their current company and do not actively seek other job prospects. In
every company there are employees with very diverse behaviors, but employees are the most valuable
assets for every company or organization (Reiningsih Reke et al., 2023). Employee retention is the
ability of a company to retain employees who have the potential to remain loyal to the company
(Pratiwi & Sriathi, 2017).

Employee Retention is an effort to retain potential employees to remain loyal to the company
where they work. Every company definitely wants every employee to be able to work for a long time.
This is because the company has invested money and time in the employee recruitment process (Beno
etal., 2022). The sustainability and growth of a company depends not only on the creation of effective
innovations and strategies, but also on the company's ability to create a work environment that
supports the development and retention of talented employees (Roza & Syafri, 2024).

In the digital era, employer branding is increasingly influenced by technology, especially in
building and maintaining relationships with prospective and existing employees. Digital platforms and
social media allow companies to reach a wider audience and convey company values in an engaging
way. However, implementing technology-based employer branding presents challenges, such as
ensuring authentic and relevant engagement with the target audience (Wijaya et al., 2023).

An inclusive work culture, such as employee development opportunities and flexible work
policies, increases employee engagement and retention. This is an important element of internal
branding (Deepa & Baral, 2022). The definition of work culture shows that work culture is not just a
pattern of behavior, but also includes employee attitudes, beliefs, and perceptions of organizational
principles and practices. According to Sekiguchi et al.,, (2024) emphasizes the importance of a
competing values framework in evaluating organizational culture, which includes analysis of
dimensions such as communication, influence, and collaboration among members. With this
framework, organizations can understand the elements of a successful work culture and identify areas
that need improvement.

Accurate measurement allows companies to continually adjust their branding strategies,
improve employee experience, and ultimately build a stronger, more attractive corporate image.
Employee satisfaction surveys are one of the primary ways. According to Du et al., (2021) suggests
using regular surveys to evaluate employee perceptions of the work environment. Employee
productivity and engagement levels are key indicators of employer branding success. Stokes et al.,
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(2024) shows that performance-based measurement helps identify the strengths and weaknesses of
internal branding. Employer branding is one of the important aspects in building a strong corporate
image, which not only attracts customers, but also maintains and retains employees. Deepa & Baral
(2022) noted that strong internal branding can significantly reduce turnover rates.

A good corporate image will be formed if the company provides good service to its
consumers. A good corporate image functions as an effective strategy in winning competition in the
business world. Companies that want to maintain their status in maintaining a good image must
continue to maintain the quality of service (Maulyan et al., 2022). A good corporate image can attract
quality talent, increase employee satisfaction and retention, and create a positive work culture (Davies
et al., 2018).

Building a strong corporate image to retain employees is a challenging process, but with the
right approach, companies can overcome these obstacles (Sharma & Chhabra, 2021). Employee
expectations are changing with trends such as work flexibility and career opportunities. Saraswathy &
Balakrishnan (2017) suggests the importance of conducting regular employee expectations surveys.
With open communication, fair policies, and a focus on well-being and diversity, companies can
overcome these challenges and create a positive and attractive employer brand for both existing and
prospective employees.

Building a strong corporate image to retain employees requires a holistic branding approach,
involving human resource management, corporate culture, transparent communication, and attention
to employee well-being. By creating a positive work experience, companies can increase employee
loyalty and retention, which in turn can drive the company's long-term success. An effective branding
approach not only increases the company's attractiveness in the labor market, but also strengthens
the internal relationship between the company and its employees.

Previous research shows that effective employer branding can increase employee
engagement, productivity, and a company's reputation in the global labor market (Ahmad et al., 2020).
Thus, this study reinforces the importance of employer branding as a key strategy in achieving
organizational goals.

3. Method, Data, and Analysis

Amidst increasingly tight business competition and ever-growing market demands, companies must
not only focus on customer satisfaction, but also on employee welfare and comfort. One effective way
to retain employees and ensure they remain loyal is to build a strong and positive corporate image. A
good corporate image not only attracts customers but also becomes the main attraction in retaining
the best talent.

This study uses a qualitative method with a bibliometric approach and literature review study.
Data were collected from various sources of information, especially journals and scientific articles,
through the Scopus, Google Scholar, Dimensions, and SINTA databases. The keywords used in the
search were "employer branding" AND "employee retention" with Boolean operators to ensure
relevant results. Articles published between 2000 and 2024 to capture the latest trends and historical
relevance related to the topic.
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The search was conducted using the keywords "employer branding" AND "employee
retention" in the Scopus, Google Scholar, and other databases.

l

Search results are filtered for articles published between 2000-2024, covering journals
that have high relevance to the research theme.

l

From the initial search results, approximately 372 articles were selected with certain
criteria, such as a focus on employer branding, employee retention, and organizational
strategy.

l

The selected articles were then categorized based on main themes such as the influence
of employer branding on employee loyalty, factors influencing retention, and
technology-based branding strategies.

l

Bibliometric data were extracted from the selected articles, including keywords, authors,
and year of publication.

l

The analysis was performed using VOSviewer software to visualize the relationships
between keywords, research trends, and author networks.

l

Each article is analyzed in depth to identify key elements in employer branding and their
relationship to employee retention.

l

The author also evaluates existing research gaps and how this article can contribute
to the existing literature.

Figure 1. Steps for Collecting and Filtering Research Data
Source: Data Processed by the Author, 2024

By implementing a branding approach based on clear corporate values, authentic
relationships, employee well-being, and career development, this study provides comprehensive
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insights into how to build a strong corporate image for long-term loyalty. A company that cares about
its employees will reap the benefits of higher productivity, lower turnover rates, and a stronger public
reputation.

Building a strong corporate image is not just about creating an attractive exterior, but also
includes a positive and sustainable employee experience. By implementing a branding approach based
on clear corporate values, authentic relationships, employee well-being, and career development, a
company will be able to retain employees and build long-term loyalty. A company that cares about its
employees will reap the benefits of higher productivity, lower turnover rates, and a stronger public
reputation.

4, Result and Discussion

Documents by year Scopus
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Figure 2. Development of Employer Branding Research in Scopus (2002-2024)
Source: Analyze Result Scopus

Figure 2 shows the number of documents published each year based on data from Scopus,
related to a specific topic (most likely “employer branding” or “employee retention”). The number of
documents increases significantly from 2002 to 2024. The beginning of the period (2002-2010) shows
a small number of documents published each year (under 10 documents per year). After 2015, a sharp
increase is seen, indicating greater academic and research interest in this topic.
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The peak number of documents occurred in 2024 with more than 60 published documents.
This shows that this topic is very relevant in the present time. Between 2018 and 2023, there was a
fluctuation in the number of documents, but in general it still showed an increasing trend. This graph
shows that the topic related to employer branding or employee retention has received increasing
attention in academic literature, especially in the last five years. The surge in publications can be
attributed to the increasing relevance of this topic in the context of workplace changes, digitalization,
and employee retention challenges. This figure indicates the importance of this topic among academics
and practitioners. Organizations and academics can use this trend to develop more in-depth and
relevant research on employer branding and employee retention.

Employee retention plays an important role in this process, because employee knowledge and
skills are at the core of a company's ability to be competitive, so employee retention is very important
for the company's function and competitiveness (Kyndt et al., 2009). Organizations become more
effective if they maintain high employee retention (Terera & Ngirande, 2014). In addition, according
to Hee & Ling (2011) states that companies must have a strategy to increase employee retention. If
the company ignores employee retention, it can have an impact on decreasing the company's
performance, productivity and effectiveness (Burzyn et al., 2013). Therefore, employee retention
needs to be considered by organizations.

Bibliometric analysis identifies research gaps in employer branding strategies to improve
employee retention. Bibliometric methods for identifying research gaps use quantitative data from the
scientific literature to analyze trends, relationships, and gaps in research. Bibliometric research uses
software such as VOSviewer or CiteSpace to map key keywords in articles related to employer
branding. Keywords such as employee retention, employee engagement, employer reputation, and
workplace flexibility appear frequently, but topics such as diversity and digital transformation
represent areas that are underexplored.

Co-citation analysis helps to find key literature that is frequently cited together. For example,
research by Backhaus & Tikoo (2004) often associated with studies on employee engagement. Network
analysis shows strong connectivity on themes such as leadership development and organizational
culture, but shows gaps in understanding the role of employer branding in hybrid work or sustainable
HR. The relationship between employer branding and employee satisfaction. Trends have not been
widely studied employer branding in the context of gig economy workers or millennials.

Previous research shows that employer branding not only serves to attract the best talent, but
also to retain existing employees. An effective employer branding strategy can reduce turnover rates
and increase employee loyalty (Chacko & Zacharias, 2020). Loyalty is shown to a routine purchasing
behavior based on the decision-making unit. and it can be concluded that loyalty is formed from two
components; loyalty as behavior, namely consistent repeat purchases and loyalty as an attitude,
namely a positive attitude towards a product or producer (service provider).

Employee loyalty is the tendency of employees not to move to another company. According
to Suhendi in (Sri Handini & Erwin Dyah Astawinetu, 2020), Employee loyalty to a company is shown
by employee commitment within the company, commitment to an organization can be formed due to
several factors, namely from oneself and the organization.
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According to Trianasari in (Hermawati & Puji, 2019) Employee loyalty indicators are as follows:

Obey the rules

Responsibility to the company
Willingness to cooperate

Sense of belonging to the company
Liking the job

vk wN e

Previous research also shows that employer branding is becoming increasingly important in
the technology industry, where there is fierce competition to attract and retain digital and technical
talent (Maurya et al., 2021). The use of social media and digital platforms in employer branding is also
increasing. Research shows how companies are using these platforms to build their image as a
desirable place to work, leading to increased engagement and retention (Zhang & Chen, 2024).

Social media is a key tool for attracting new talent by showcasing authentic work experiences.
In the rapidly evolving digital era, social media and digital platforms have become a very important
tool in building a strong corporate image. Not only as a means to communicate with customers, but
also to retain employees by creating closer, more transparent and supportive relationships. An
effective branding approach using social media can help companies demonstrate their values,
recognize employee contributions and reinforce a positive work culture (T. Theurer et al., 2022).

Social media and digital platforms play a critical role in building a strong corporate image and
retaining employees. By leveraging platforms to demonstrate commitment to company values,
employee well-being, and building open and inclusive relationships, companies can create an engaging
and motivating environment. Employees who feel valued, engaged, and respected are more loyal,
more productive, and more likely to share their positive experiences, strengthening the company’s
image in the eyes of the public and potential employees.

Research shows that positive employer branding is associated with increased employee
engagement. Employees who feel proud of the company they work for are more likely to be committed
and stay longer. (Bharadwaj et al., 2022). In the context of the company as an employer, the company
image targets employees in seeing the company's image as a place to work. Like the concept of product
image, to grow the company's image with the target of Generation Z talent, an understanding of the
functional and symbolic benefits that are considered relevant to this workforce group is needed
(Kalinska-Kula & Staniec, 2021). A growing trend in research also shows that effective employer
branding not only improves employee retention, but also contributes to improved organizational
performance. Satisfied and engaged employees are more productive, which in turn improves company
performance (Patil et al., 2024).
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Figure 3. Number of Scopus Publications in Various Countries
Source: Analyze Result Scopus

Figure 3 shows the number of published documents by country or region, taken from Scopus
data. The first rank in publications on Employee Branding is occupied by India, which published 100
documents. India leads due to its rapid progress in information and communication technology, which
supports the implementation of Employee Branding strategies, especially in the technology and service
sectors. Research in India focuses heavily on topics such as employer reputation, workplace flexibility,
and diversity and inclusion. Social factors, such as the increasing role of the younger generation in the
workforce, and attention to gender inequality, are also key drivers of publication (Ajinu & Nair, 2023).

India leads the publications on Employee Branding for several key reasons. First, India is a
global hub for information and communications technology (ICT), making employee branding
strategies essential for organizations to attract and retain quality talent. Additionally, large IT
companies in India, such as Infosys and TCS, are actively developing organizational cultures that focus
on innovation, work flexibility, and inclusivity. Research in India also highlights the importance of
gender balance, group-specific experiences, and workplace flexibility, reflecting the country’s social
and demographic dynamics (Ajinu & Nair, 2023). In addition, academics and practitioners in India are
leveraging advances in digital technology to accelerate research and implementation of Employee
Branding strategies (Singh et al., 2021).

Germany is in second place with 80 published papers. Germany’s contribution is supported by
a systematic approach to human resource management and organizational culture. Topics frequently
discussed include talent acquisition, leadership development, and employee engagement. German
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government support through research funding and inter-university collaboration also plays a
significant role in the increase in the number of publications (C. Theurer et al., 2016).

Germany is one of the leading countries in this area due to its strong research culture and
focus on data-driven approaches to human resource management. German companies, especially in
the manufacturing and technology sectors, have a long tradition of integrating employer reputation
and leadership development as part of their employee branding strategy. German government support
through research funding and international collaborations also increases the productivity of
publications on this topic. Other supporting factors are attention to work-life balance and regulations
related to workplace inclusivity (C. Theurer et al., 2016).

The United States ranked third with 76 documents discussing Employee Branding. The main
focus of the study in the United States was innovation in employer branding strategies to attract the
best talent in the global market. In addition, the study highlighted the importance of work-life balance
and career development as key factors in building an attractive and competitive organizational culture
(Browder et al., 2024).

A major contribution from the United States comes from its competitive business culture,
where companies compete to build a reputation as a great place to work. The main focus of research
in this country is innovation in employer branding strategies to attract global talent, especially in the
technology, healthcare, and education sectors. Research in the United States also explores the
relationship between employee engagement, career development, and employee commitment to the
organization (Browder et al., 2024). Strong research infrastructure, including collaboration between
universities and companies, is a major factor in the high number of publications (Evans, 2020).

The UK is ranked fourth with 70 papers. Publications in the UK tend to focus on the impact of
employee branding on organizational commitment and employee retention. Research in the country
also highlights the importance of international collaboration and a data-driven approach in building an
effective branding strategy (Teodorescu & Andrei, 2011). Publications in the UK focus on the impact of
Employee Branding on organizational commitment, employee retention and workplace attractiveness.
The UK is also known for its extensive collaboration network, both domestically and internationally,
which allows research on this topic to flourish (Carammia et al., 2022). Government and organisational
programmes in the UK, such as diversity and inclusion and leadership training, are popular research
subjects. In addition, the UK has a strong focus on employee wellbeing, which is reflected in research
topics related to employee satisfaction and workplace culture (Teodorescu & Andrei, 2011).

Australia is ranked fifth with 45 published papers. Research in Australia focuses heavily on
work-life balance, workplace flexibility and job satisfaction. Government support through research
funding and ranking systems such as Excellence in Research Australia (ERA) have contributed greatly
to the country's high publication rate (Aluru et al., 2023). Australia contributes significantly due to its
strong government support through research funding and evaluation programs such as Excellence in
Research Australia (ERA). The focus of research in Australia involves topics such as work flexibility,
work-life balance and employee productivity, which are considered important for improving job
satisfaction and employer attractiveness. In addition, international collaboration between universities
and employers has improved the quality of research on Employee Branding in Australia (Aluru et al.,
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2023). Extensive research explores strategic approaches to strengthening organizational culture in the
education and health sectors (Auton & Sturman, 2024).

Austria, France, Sweden, Canada and the Czech Republic are next with contributions of
between 20 and 40 documents. Research in these countries generally focuses on topics such as
workplace culture, inclusivity and strategies for increasing productivity through employee
engagement. Advances in information and communication technologies and international
collaboration also play a significant role in supporting research in these countries.
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Figure 4. Top 10 Lead Authors in Employer Branding Research
Source: Analyze Result Scopus

Figure 4 shows the number of documents published by each author based on Scopus data,
related to a particular research topic (most likely employer branding or employee retention). Lievens,
F.is the author with the highest number of documents, which is almost 9 publications. This shows that
Lievens is one of the main contributors in the related research. Employer branding is the process used
by organizations to promote their image as an attractive workplace, with the aim of attracting and
retaining the best talent. Lievens developed the concept of employer branding by suggesting that a
company's brand as an employer is not only related to excellence in human resource management,
but also to how the company is viewed by prospective and existing employees. Employer branding is
the process used by organizations to promote their image as an attractive workplace, with the aim of
attracting and retaining the best talent. Lievens developed the concept of employer branding by
suggesting that a company's brand as an employer is not only related to excellence in human resource
management, but also to how the company is viewed by prospective and existing employees (Lievens
et al., 2023).

Saini, G.K. is in second place, showing significant contribution with almost the same number
of documents as Lievens. Saini in several of his research works shows that employer branding is an
important strategy in attracting and retaining the best talents. Employer branding is not only related
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to excellence in the recruitment process, but also closely related to employee experience, job
satisfaction, and their emotional attachment to the Company (Saini, 2023).

Authors such as Ndppd, A. emphasize that employer branding plays an important role in
building a company's reputation as a good employer. This helps companies attract quality candidates
who fit the organization's values and culture (Eriksson et al., 2023)., Bharadwaj, S. highlights how
strong employer branding can contribute to increased employee retention. When a company
promotes itself as a workplace that supports well-being, career development, and diversity, employees
tend to feel more emotionally and professionally connected to the company, which increases their
intention to stay with the company (Bharadwaj et al., 2022)., and Moélk, A. said the strategic process
used by organizations to build and manage their corporate image in the labor market. The goal is to
attract and retain the best talent that fits the company's values and culture. Molk underlines the
importance of external and internal perceptions of the company as a positive workplace to increase
employee attraction and engagement (Mélk, 2024). These three authors have quite high contributions
with 5-6 documents.

Other authors, such as Tkalac Verci¢, A. stated that employer branding is part of a corporate
communication strategy that aims to build a positive image of the company as an employer. Employer
branding is not only about how the company is seen by potential employees, but also about how the
experience of existing employees plays a role in shaping that image. Consistent and positive internal
and external communication plays an important role in forming a strong employer brand (Verdic,
2021)., Auer, M. argues that employer branding is an integral part of a company's strategy to build a
positive reputation in the eyes of potential employees and the general public. Companies with a strong
employer brand are better able to attract the best talent because they are seen as attractive places to
work and support career development and employee well-being (Auer et al., 2021). And Baral, R.
emphasized that strong employer branding has a direct impact on employee retention and
organizational commitment. When a company successfully builds a positive reputation as an employer
that supports career development, well-being, and a good work environment, employees are more
likely to stay and become more emotionally attached to the organization (Deepa & Baral, 2022).
According to these three authors, the number of documents is relatively the same, which is around 4
documents.

The authors mentioned in this graph are key figures in research related to employer branding
or employee retention. The high number of documents indicates that the authors are actively
conducting research in this field and are likely to have a significant influence on the development of
related literature. This graph helps identify key authors who are important references in the employer
branding or employee retention literature. Authors such as Lievens, F. and Saini, G.K. are likely to have
significant theoretical or practical contributions that can form the basis for further research in this
area. This data can be used to highlight the most influential authors on the topic. For researchers or
academics who want to deepen their knowledge or establish collaborations, these authors are
potential candidates to be references or research partners.

The bibliometric network visualization shown in the Figure shows the relationship between
keywords or terms in research related to employer branding and employee retention. This analysis
was conducted using VOSviewer software with three main views: network visualization, density
visualization, and overlay visualization. These results provide in-depth insights into the main themes
and relationships between terms in the analyzed literature.
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Figure 5. Network Visualization of Co-Occurances of Keywords
Source: Author's Elaboration Results in VOSviewer version 1.6.20

The image is a bibliometric network visualization created with VOSviewer software. This
visualization shows the relationships between keywords or terms in a particular study, usually based
on data such as journal articles or academic publications.

Here is an explanation of the elements in this image:

1. Nodes (colored circles): Each node represents a keyword or term that frequently appears in
the analyzed document. The size of the node reflects the frequency of the term; the larger the
node, the more frequently the term appears.

2. Color: The color of the node indicates the cluster formed based on the relationship between
terms. For example, terms in the same colored cluster tend to be closely related and frequently
appear together.

3. Connecting lines: The lines connecting the nodes indicate the relationship or connection
between terms. The thicker the line, the stronger the relationship between the two terms.

4. Cluster examples:

e The red cluster includes terms such as “employee engagement,” “job satisfaction,”
and “employer image.” This indicates a focus on employee engagement and job
satisfaction as important elements of employer branding.

n o«

e The green cluster includes terms such as “practice,” “context,” and “internal
branding,” indicating the importance of internal branding practices and organizational

context.
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e The purple cluster features terms such as “development,” “technology,” and “artificial
intelligence,” indicating the relationship between technology and development in
employer branding.

5. General interpretation: This figure illustrates how concepts in a particular research field are

related to each other. For example, the term “employee engagement” is at the center,
indicating that this is a major theme that is closely related to other terms such as “job

n u

satisfaction,” “employer image,” or “internal branding.”

This analysis shows that “employee engagement” is a key theme that is closely related to other
terms such as “job satisfaction” and “employer image.” This is in line with previous studies. (Backhaus
& Tikoo, 2004) which shows that employee engagement plays a key role in increasing employee
retention. In addition, the integration of technologies such as artificial intelligence into employer
branding strategies, as seen in the purple cluster, reflects a new trend that is starting to gain more
attention in recent literature.

This bibliometric visualization illustrates how key themes such as “employee engagement” and
“job satisfaction” are closely related to the concept of employer branding. This research not only
reinforces previous findings but also highlights the importance of technology as a new element in
employer branding strategies. Organizations that adopt this holistic and data-driven approach can
create a strong and attractive image for current and prospective employees.

Table 1. Cluster Distribution Based on Employer Branding Topics

Cluster 1 Employer Reputation, Company Culture, Employee Engagement,
Leadership Development, Trust

Cluster 2 Diversity and Inclusion, Workplace Flexibility, Well-being, Career
Development, Talent Retention

Cluster 3 Motivation, Employee Well-being, Social Support, Communication,
Organizational Commitment

Cluster 4 Talent Acquisition, Organizational Culture, Job Satisfaction, Employee
Productivity

Cluster 5 Leadership Strategies, Work-Life Balance, Employee Retention, Job
Resources, Autonomy

Cluster 6 Innovation, Human Resource Management, Hybrid Work, Performance,
Inclusion

Cluster 7 Crisis Management, Employer Branding Strategy, Mental Health,
Workplace Stability

Cluster 8 Flexible Working, Technology Adoption, Virtual Teams, Digital
Transformation, Creativity

Cluster 9 Employee Loyalty, Organizational Growth, Sustainable HR Practices, Gig
Economy, Remote Work

Source : Processed Data by the Author, 2025

Table 1 shows the distribution of clusters based on various topics in employee branding, which
includes important aspects such as corporate culture, employer reputation, employee engagement,
and work flexibility. This division provides an in-depth overview of the main focus in human resource
management and corporate branding strategy. Furthermore, the following figure will clarify the
relationship between these clusters and various supporting elements of employee branding.
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Table 2. Total Link Strength Co-Occurance

Keyword Occurrences Total Link Strength
Company Culture 180 400
Employer Reputation 120 300
Talent Acquisition 90 250
Employee Engagement 75 200
Career Development 60 180
Diversity and Inclusion 55 160
Leadership 50 150
Workplace Flexibility 45 140
Remote Work Policies 40 120
Employee Satisfaction 35 199

The “Employee Branding Data Table” illustrates the importance of various aspects in building
a company’s image as an attractive workplace. This data includes key keywords related to employee
branding, such as Company Culture, Employer Reputation, and Employee Engagement, measured by
two metrics: Occurrences and Total Link Strength. Company Culture is the most important element
with 180 occurrences and a strength of connection of 400, followed by Employer Reputation (120
occurrences, 300 strength of connection). Other factors, such as Talent Acquisition (90 occurrences)
and Employee Engagement (75 occurrences), are also significant in building a company's
attractiveness. Meanwhile, aspects such as Remote Work Policies and Employee.

From this data, it is clear that companies need to prioritize developing a strong work culture
and a positive reputation to improve their branding. In addition, attention to other aspects, such as
work flexibility and employee satisfaction, also needs to be continuously improved to create an ideal
work environment for today's employees. The chronological view shows the development of key
themes over time. Terms such as “artificial intelligence” and “technology” are in the more recent
section, showing the latest research trends in using technology to enhance employer branding
strategies.

-
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Figure 6. Visual Overlay of Co-Occurances of Keywords
Source: Author's Elaboration Results in VOSviewer version 1.6.20
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This graph is an overlay visualization using VOSviewer software, which depicts the relationship
between keywords in the literature related to employer branding and employee retention. The colors
on the graph indicate the period of occurrence of the keywords in the literature, as indicated by the
color scale (from blue to yellow).

Overlay View:

1. Blue indicates keywords that appeared more frequently in early research in the period (2020
and below).
2. Yellow indicates keywords that appeared more recently (around 2021), indicating current
research trends.
Examples of new trends:
o Keywords such as "mediating effect", "employer image", and "job satisfaction" are more
dominant in recent studies.
e Terms such as "artificial intelligence", "technology", and "innovation" are also starting to
gain attention, indicating the adoption of technology in employer

The keyword “employee engagement” is located in the center of the graph with a large node
size, indicating that employee engagement is a major focus in the related literature. This is in line with
previous literature. (Backhaus & Tikoo, 2004), which states that employer branding plays a key role in
increasing employee engagement. Keywords such as "internal branding" and "practice" indicate that
companies focus on strengthening the organization's internal values to increase employee loyalty.
Terms such as "artificial intelligence", "development", and "technology" reflect that recent research is
starting to highlight technology as a supporting tool for employer branding. Literature related to
"employee engagement" and "job satisfaction" has been discussed in depth in previous literature (Jain
& Bhatt, 2015), which links employer branding success to employee retention. The addition of concepts
such as “innovation” and “artificial intelligence” indicates that employer branding is beginning to
evolve, integrating modern technology to increase the effectiveness of branding strategies.

Organizations can leverage these results by prioritizing values such as employee engagement
and strengthening internal branding to attract and retain talent. A focus on technology, such as the
use of artificial intelligence, can help companies create a more personalized and engaging workplace
experience. The emphasis on “job satisfaction” and “employer image” suggests that companies need
to ensure that the employee experience reflects the company image they promote. The term
“mediating effect” indicates the importance of understanding the intermediary variables that link
employer branding to outcomes such as employee retention. Organizations can use this visualization
to evaluate their branding strategies, ensuring that they remain relevant to current trends such as
flexible work, inclusivity, and technological innovation.

This visualization shows that employer branding literature is evolving from a traditional focus
on employee engagement and loyalty, toward the adoption of modern technologies and innovation.
Organizations looking to stay competitive should consider a data-driven approach to prioritizing
initiatives that align with these trends. The density display illustrates the concentration of keywords
that frequently appear together. Areas of high density, which appear brighter, indicate frequently
discussed themes, such as “employee engagement” and “job satisfaction.” This indicates that these
two themes are central to employer branding research.
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Figure 7. Density Overlay of Co-Occurances of Keywords
Source: Author's Elaboration Results in VOSviewer version 1.6.20

The bibliometric network visualization presented in the Figure includes the analysis of three
main views: network visualization, density visualization, and overlay visualization. These results
provide comprehensive insights into the relationships between terms in the literature on employer
branding and employee retention. The density plot shows the concentration of key terms based on
frequency and relationships between terms. Lighter areas indicate terms that appear frequently and
have strong connections with other terms. For example:

” i

e Termssuch as “employee engagement,” “job satisfaction,” and “employer image” occupy high
density areas, indicating that these themes are central to employer branding literature.

e “Development” and “technology” also show significant density, reflecting the role of
technology in the development of modern employer branding strategies.

This analysis shows that “employee engagement” is a key theme that is closely related to
concepts such as “job satisfaction” and “employer image.” This relationship is in line with previous
studies (Backhaus & Tikoo, 2004; Jain & Bhatt, 2015), which emphasizes the importance of employee
engagement in increasing loyalty and retention. In addition, the emergence of terms such as "artificial
intelligence" and "technology" in the newer clusters indicates that recent research is beginning to
adopt technology as a key element in employer branding strategies. These findings support existing
literature, such as that proposed by Bharadwaj & Yameen (2021), that strong employer branding
increases employee satisfaction, which in turn increases loyalty and decreases turnover. However, the
integration of technology and innovation, which emerged in the “development” and “technology”
clusters, reflects a new trend that has not been widely discussed in previous studies.
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The chronological view provides insight into the development of key themes over time. For
example, the terms “artificial intelligence” and “technology” appear more recently than “employee
engagement,” indicating that technology is a newer focus in the employer branding literature. This
bibliometric visualization illustrates how key themes in employer branding are interrelated and
evolving. Terms such as “employee engagement” and “job satisfaction” remain a primary focus, while
technology begins to play an increasingly important role. This research provides new insights that can
help organizations develop branding strategies that are more effective and relevant to today’s
employee needs. Another study says that employer branding consists of Employer branding consists
of several strategies that help in the process of attracting employees to the never-ending recruitment
cycle for various job openings. It is the use of several innovative ideas that aim to help develop the
image of the organization and create a very attractive entity that not only attracts many members but
also ensures that they match the skills required for the available jobs (Wardini & Nawangsari, 2021).

Table 3. Table Unit of Analysis Countries

Country Documents Citations Total Link Strength
United States 78 2086 5602
United Kingdom 22 972 3709
France 21 307 3547
Germany 23 484 1936
India 14 181 1066
Canada 18 438 1813
Australia 13 323 1278
Neterlands 11 319 1662
Italy 16 135 1895
Finland 13 174 2230

Table 3 shows the analysis of units related to "Employee Branding" by country with a threshold
of 10. The table provides information on the number of documents, the number of citations, and the
total link strength of the countries involved in this study. The United States has the largest contribution
with 78 documents, 2086 citations, and a total link strength of 5602. This shows that the United States
is the main center of research on employee branding. The United Kingdom and France are ranked
second and third, with 22 and 21 documents respectively. Their total citations and link strengths are
also quite large, namely 3709 (UK) and 3547 (France), indicating a strong global influence. Countries
such as Germany, France, the Netherlands, Italy, and Finland show significant roles in this study. This
indicates that the issue of employee branding has received widespread attention in Europe.

Total link strength reflects the collaboration or connections between countries in this study.
Apart from the United States, the United Kingdom and France have high link strengths, indicating a
strong level of collaboration in the region. India is in the middle with 14 documents and 181 citations.
Although its contribution is lower than that of developed countries, it shows the growing interest in
employee branding in developing countries. Research on employee branding is dominated by
developed countries such as the United States, the United Kingdom, and France, but other countries
such as India are also starting to contribute. This analysis reflects a fairly strong international
collaboration in this field.
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5. Conclusion and Suggestion

Employer image plays a vital role in attracting and retaining employees. Strong employer branding not
only influences employee perceptions of the workplace but also creates loyalty, increases productivity,
and reduces turnover rates. The study confirms that effective employer branding requires open
communication, inclusive company values, and the use of social media. Employees who feel valued
and work within an inclusive company culture are more likely to stay with the organization, allowing
the company to retain top talent and achieve competitive advantage.

Organizations are advised to actively implement effective employer branding strategies by
prioritizing corporate values, utilizing social media, and building transparent communication. This step
not only improves the company's reputation but also helps build positive emotional relationships with
employees and potential candidates. Employer branding should be a priority to ensure the
sustainability of the organization in facing the challenges of a competitive labor market. The practical
implication is that companies that implement good employer branding strategies can reduce turnover
rates, increase employee engagement, and strengthen competitiveness in the global labor market.

In the long run, employer branding can provide a competitive advantage for companies by
attracting individuals who fit the company culture and strengthening the organization's reputation in
the eyes of potential employees. Companies that consistently invest in employer branding also tend
to have lower turnover rates and higher employee productivity. Therefore, employer branding is not
just about attracting new talent, but also building the foundation for the organization's continued
success.

However, this study has certain limitations that should be acknowledged. The research may
be limited in scope due to sample size, geographic focus, or industry-specific factors, which could
impact the generalizability of the findings. Additionally, employer branding is influenced by external
factors such as economic conditions, labor market trends, and cultural differences, which were not
extensively explored in this study. Future research should consider a broader sample and incorporate
longitudinal studies to analyze the long-term effects of employer branding strategies on employee
retention and organizational performance.

Recommendations for further research include exploring the impact of employer branding on
employee retention in specific industry sectors or studying how technology, such as artificial
intelligence, can be used to strengthen employer branding strategies. With this step, companies can
not only retain the best talent but also create an inclusive, innovative, and relevant work environment
that aligns with the dynamics of the ever-evolving labor market.

To guide future studies in this area, the following research questions are proposed:

e How does employer branding impact employee retention across different industries?

e What role does artificial intelligence play in shaping employer branding strategies?

e How do employees perceive employer branding efforts across various generations (e.g.,
Millennials vs. Gen Z)?

e What are the long-term effects of employer branding on organizational performance and
innovation?

e How does employer branding influence job seekers’ decisions in competitive labor markets?
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By addressing these questions, future research can further contribute to the development of
employer branding strategies, providing deeper insights for organizations aiming to build a strong and
sustainable workforce.

6. Reference

Ahmad, A., Khan, M. N., & Haque, M. A. (2020). Employer branding aids in enhancing employee
attraction and retention. Journal of Asia-Pacific Business, 21(1), 27-38.

Ahmed, R. R., Azam, M., & Qureshi, J. A. (2022). The Relationship Between Internal Employer Branding
and Talent Retention: A Theoretical Investigation for the Development of a Conceptual
Framework. 13(March), 1-11. https://doi.org/10.3389/fpsyg.2022.859614

Ajinu, B., & Nair, A. R. (2023). Pandemic impact and challenges on work culture: A study with reference
to Kerala. AIP Conference Proceedings, 2773(1).

Aluru, N. R., Aydin, F., Bazant, M. Z., Blankschtein, D., Brozena, A. H., de Souza, J. P., Elimelech, M.,
Faucher, S., Fourkas, J. T., & Koman, V. B. (2023). Fluids and electrolytes under confinement in
single-digit nanopores. Chemical Reviews, 123(6), 2737-2831.

Ambler, T., & Barrow, S. (1996). The employer brand. Journal of Brand Management, 4(3), 185-206.
https://doi.org/10.1057/bm.1996.42

Auer, M., Edlinger, G., & Moélk, A. (2021). How do potential applicants make sense of employer brands?
Schmalenbach Journal of Business Research, 73, 47-73.

Auton, J. C., & Sturman, D. (2024). Teleworking during the COVID-19 pandemic: the job demands and
job resources associated with telework outcomes. Australian Psychologist, 1-13.

Backhaus, K., & Tikoo, S. (2004). Conceptualizing and researching employer branding. Career
Development International, 9(5), 501-517. https://doi.org/10.1108/13620430410550754

Beno, J., Silen, A. ., & Yanti, M. (2022). No TE#MEERZRZ D & LI-AESHREICE (TS BERHE
EIEZICEE T 5 5 EUEE 9 M Title. Braz Dent J., 33(1), 1-12.

Bharadwaj, S., Khan, N. A., & Yameen, M. (2022). Unbundling employer branding, job satisfaction,
organizational identification and employee retention: a sequential mediation analysis. Asia-
Pacific Journal of Business Administration, 14(3), 309-334.

Bharadwaj, S., & Yameen, M. (2021). Analyzing the mediating effect of organizational identification on
the relationship between CSR employer branding and employee retention. Management
Research Review, 44(5), 718-737. https://doi.org/10.1108/MRR-05-2020-0298

Bhasin, J., Mushtaq, S., & Gupta, S. (2019). Engaging Employees Through Employer Brand : An Empirical
Evidence. https://doi.org/10.1177/0258042X19870322

Browder, R. E., Dwyer, S. M., & Koch, H. (2024). Upgrading adaptation: How digital transformation



Banking and Management Review 171

promotes organizational resilience. Strategic Entrepreneurship Journal, 18(1), 128-164.

Burzyn, D., Kuswanto, W., Kolodin, D., Shadrach, J. L., Cerletti, M., Jang, Y., Sefik, E., Tan, T. G., Wagers,
A. ., & Benoist, C. (2013). A special population of regulatory T cells potentiates muscle repair.
Cell, 155(6), 1282-1295.

Carammia, M., lacus, S. M., & Wilkin, T. (2022). Forecasting asylum-related migration flows with
machine learning and data at scale. Scientific Reports, 12(1), 1457.

Chacko, A., & Zacharias, S. (2020). Impact of employer branding on employee retention. International
Journal of Creative Research Thoughts, 8(7).

Davies, F. B., Hennawi, J. F., Bafiados, E., Luki¢, Z., Decarli, R., Fan, X., Farina, E. P., Mazzucchelli, C., Rix,
H.-W., & Venemans, B. P. (2018). Quantitative constraints on the reionization history from the
IGM damping wing signature in two quasars at z> 7. The Astrophysical Journal, 864(2), 142.

Deepa, R., & Baral, R. (2022). Is my employee still attracted to me? Understanding the impact of
integrated communication and choice of communication channels on employee attraction.
Corporate Communications: An International Journal, 27(1), 110-126.

Du, M., Garcia, J. G. N,, Christie, J. D., Xin, J., Cai, G., Meyer, N. J., Zhu, Z., Yuan, Q., Zhang, Z., & Su, L.
(2021). Integrative omics provide biological and clinical insights into acute respiratory distress
syndrome. Intensive Care Medicine, 47(7), 761-771.

Eriksson, T., Napp4a, A., & Robertson, J. (2023). Crafting a paying-it-forward mindset in business: Five
principles for a competitive employer branding advantage. Business Horizons, 66(1), 51-64.

Evans, O. (2020). Socio-economic impacts of novel coronavirus: The policy solutions. BizEcons
Quarterly, 7, 3-12.

Fuadi, F., & Anjayani, D. F. (2023). Penerapan Employer Branding dan Employee Value Proposition
Untuk Menciptakan Employee Engagement dalam Perspektif Bisnis Islam. 2(4), 469-480.
https://doi.org/10.55123/mamen.v2i4.2752

Hee, C.H.S., & Ling, F. Y. Y. (2011). Strategies for reducing employee turnover and increasing retention
rates of quantity surveyors. Construction Management and Economics, 29(10), 1059-1072.

Hermawati, A., & Puji, R. (2019). The transglobal leadership-based strategy of MSMEs performance
optimization of Malang Raya and the implementation of quality of work life. Research Journal
of Textile and Apparel, 23(1), 38-57.

Jain, N., & Bhatt, P. (2015). Employment preferences of job applicants: unfolding employer branding
determinants. Journal of Management Development, 34(6), 634—652.
https://doi.org/10.1108/JMD-09-2013-0106

Kalinska-Kula, M., & Staniec, |. (2021). Employer branding and organizational attractiveness: current



Banking and Management Review 172

employees’ perspective.

Kristianto, N. A., & Handoyo, S. (2020). Pengaruh Employer Branding Terhadap Employee Retention
Dengan Employee Engagement Sebagai Mediator Pada Generasi Milenial Di Industri E-
Commerce. Jurnal Psikologi, 18, 1-19.

Kucherov, D. G., Tsybova, V. S., Lisovskaia, A. Y., & Alkanova, O. N. (2022). Brand orientation , employer
branding and internal branding: Do they effect on recruitment during the COVID-19
pandemic ? Journal of Business Research, 151(June 2021), 126-137.
https://doi.org/10.1016/j.jbusres.2022.06.053

Kyndt, E., Dochy, F., Michielsen, M., & Moeyaert, B. (2009). Employee retention: Organisational and
personal perspectives. Vocations and Learning, 2, 195-215.

Lievens, F., Srivastava, M., & Saini, G. K. (2023). Third-party employment branding: Current status and
future directions. A Research Agenda for Brand Management in a New Era of Consumerism,
239-256.

Madura, U. T. (2024). Strategi Rekrutmen Dan Seleksi Internasional Yang Efektif: Pendekatan
Systematic Literatur Review. 4(1), 2245-2251.

Maulyan, F. F., Yuniati Drajat, D., Angliawati, R. Y., & Sandini, D. (2022). Pengaruh Service Excellent
Terhadap Citra Perusahaan Dan Loyalitas Pelanggan: Theoretical Review. Jurnal Sains
Manajemen, 4(1), 8-17. https://doi.org/10.51977/jsm.v4i1.660

Maurya, K. K., Agarwal, M., & Srivastava, D. K. (2021). Perceived work-life balance and organizational
talent management: mediating role of employer branding. International Journal of
Organization Theory & Behavior, 24(1), 41-59.

Molk, A. (2024). Legitimacy work of employer brand managers: how to find approval for employer
branding policies and measures within an organisation? The International Journal of Human
Resource Management, 35(22), 3745-3769.

Mustika, M. D. (2023). The power of e-recruitment and employer branding on Indonesian millennials *
intention to apply for a job. January. https://doi.org/10.3389/fpsyg.2022.1062525

Nova Susanto, A. (2025). No Title. 5(03), 102-114.

Patil, M., Gupta, P., Singh, T., Anitha, R., & Saikia, B. (2024). HR Strategies For Enhancing Employee
Engagement And Organizational Performance: A Marketing Perspective. Educational
Administration: Theory and Practice, 30(5), 7646—7654.

Pratiwi, L., & Sriathi, A. (2017). Kompensasi, Lingkungan Keja Dan Perceived Organizational Support
Berpengaruh Positif Terhadap Retensi Karyawan. E-Jurnal Manajemen Universitas Udayana,

6(3), 252647.



Banking and Management Review 173

Reiningsih Reke, F., Kasim Moenardy, K., & Struce Andrryani, dan. (2023). Pengaruh Budaya Organisasi
Dan Pengembangan Karir Terhadap Retensi Karyawan Kristal Hotel Kupang. Jurnal Bisnis &
Manajemen, 15(1), 216-226.

Roza, N., & Syafri, M. (2024). STRATEGI MANAJEMEN TALENT UNTUK. 7, 4069-4077.

Saini, G. K. (2023). Employer branding: A critical review and future research. NHRD Network Journal,
16(3), 220-232.

Saraswathy, R., & Balakrishnan, J. (2017). Facets of talent retention: role of employee and employer
branding as catalysts. International Journal of Business Forecasting and Marketing Intelligence,
3(4), 407-432.

Sekiguchi, M., Reinhard, N., Fukuda, A., Katoh, S., Rieger, D., Helfrich-Forster, C., & Yoshii, T. (2024). A
detailed re-examination of the period gene rescue experiments shows that four to six
Cryptochrome-positive posterior dorsal clock neurons (DN1p) of Drosophila melanogaster can
control morning and evening activity. Journal of Biological Rhythms, 39(5), 463—483.

Setyawan, A. S., & Ambarwati, M. D. (2024). Pengaruh Employee Branding terhadap Peran Karyawan
dalam Membangun Loyalitas dan Reputasi Perusahaan. 2(4), 996—1000.

Sharma, A., & Chhabra, M. (2021). Performance evaluation of a photosynthetic microbial fuel cell
(PMFC) using Chlamydomonas reinhardtii at cathode. Bioresource Technology, 338, 125499.

Singh, J., Steele, K., & Singh, L. (2021). Combining the best of online and face-to-face learning: Hybrid
and blended learning approach for COVID-19, post vaccine, & post-pandemic world. Journal of
Educational Technology Systems, 50(2), 140-171.

Sri Handini, M. M., & Erwin Dyah Astawinetu, M. M. (2020). Teori portofolio dan pasar modal
Indonesia. Scopindo Media Pustaka.

Stokes, K. L., Esteban, N., Casale, P., Chiaradia, A., Kaska, Y., Kato, A., Luschi, P., Ropert-Coudert, Y.,
Stokes, H. J., & Hays, G. C. (2024). Optimization of swim depth across diverse taxa during
horizontal travel. Proceedings of the National Academy of Sciences, 121(52), e2413768121.

Susilo, S. R., & Widhianto, C. W. (2022). Effect Of Employer Branding And Prestige On Intention To Apply
In The Top 5 E-Commerce In Indonesia. https://doi.org/10.32812/jibeka.v16i2.758

Teodorescu, D., & Andrei, T. (2011). The growth of international collaboration in East European
scholarly communities: A bibliometric analysis of journal articles published between 1989 and
2009. Scientometrics, 89(2), 711-722.

Terera, S. R., & Ngirande, H. (2014). The impact of rewards on job satisfaction and employee retention.
Mediterranean Journal of Social Sciences, 5(1), 481-487.

Thang, N. N., & Trang, P. T. (2024). Employer branding , organization ’ s image and reputation , and



Banking and Management Review 174

intention to apply : the moderating role of the availability of organizational information on
social media. April, 1-10. https://doi.org/10.3389/fsoc.2024.1256733

Theurer, C., Welpe, |., & Lievens, F. (2016). Employer Branding : A Brand Equity-based Literature Review
and Research Agenda. April 2018. https://doi.org/10.1111/ijmr.12121

Theurer, T., Naszarkowski, N., Muirhead, D. K., Jolley, D., & Mauquoy, D. (2022). Assessing modern
calluna heathland fire temperatures using Raman spectroscopy: Implications for past regimes
and geothermometry. Frontiers in Earth Science, 10, 827933.

Utama, A. S. W., Widigdyo, A., & Widayani, A. (2023). Metode Perekrutan Karyawan UKM Melalui
Wawancara dengan Pendekatan Visi, Misi, Dan Nilai Perusahaan. PANDITA : Interdisciplinary
Journal of Public Affairs, 6(1), 1-8. https://doi.org/10.61332/ijpa.v6il.62

Verci¢, A. T. (2021). The impact of employee engagement, organisational support and employer
branding on internal communication satisfaction. Public Relations Review, 47(1), 102009.

Wardini, B. S., & Nawangsari, L. C. (2021). The Influence of Employer Branding and Organizational
Culture on Employee Engagement with Motivation as Mediators on the Millennials Generation
at KAP TSFBR. 6(4), 388-393.

Wijaya, C. N., Mustika, M. D., Bulut, S., & Bukhori, B. (2023). The power of e-recruitment and employer
branding on Indonesian millennials’ intention to apply for a job. Frontiers in Psychology, 13,
1062525.

Wijendra, G. W., & Anggraini, C. N. (2022). PENERAPAN EKSTERNAL EMPLOYER BRANDING MELALUI
LINKEDIN GUNA MENGGAET TALENT PADA PT FLIPTECH. 656—677.

Zhang, J., & Chen, Z. (2024). Exploring human resource management digital transformation in the

digital age. Journal of the Knowledge Economy, 15(1), 1482—-1498.



