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Received: 12 Nov 2024 The increasing competition for skilled professionals in the IT industry has

intensified the need for effective employer branding strategies. This study

investigates the role of employer branding in attracting and retaining top talent

Accepted: 15 Jan 2025  within the IT sector, focusing specifically on 15 IT companies based in
Hyderabad, India. The primary objective is to examine how employer branding
influences job seekers’ preferences and current employees’ retention intentions.
A mixed-methods research design was employed. Quantitative data were
collected from a sample of 300 IT professionals through a structured online
questionnaire, while qualitative insights were obtained from semi-structured
interviews with HR and talent acquisition managers from the participating
companies. Stratified random sampling was used for employee participants to
ensure diverse representation across job roles and experience levels, while
purposive sampling was used for HR professionals. Data analysis involved
descriptive statistics, correlation, and multiple regression analysis using SPSS
to identify relationships between dimensions of employer branding (e.g.,
company reputation, career development opportunities, work culture) and key
talent outcomes (attraction and retention). Qualitative data were analyzed using
thematic coding to uncover organizational perspectives on branding practices
and challenges. The findings reveal that employer branding has a significant
positive impact on both talent attraction and retention. Specifically, perceptions
of organizational culture, career growth opportunities, and employer reputation
emerged as strong predictors of job preference and employee loyalty. Qualitative
insights highlighted that companies investing in transparent communication,
employee recognition, and inclusive workplace culture reported better retention
outcomes. The study concludes that a well-articulated and consistently executed
employer branding strategy is a strategic asset for IT companies seeking to
secure and sustain a competitive workforce. It recommends that firms integrate
internal branding initiatives with external employer value propositions to
strengthen their positioning in the talent market.
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Introduction

In the contemporary knowledge-driven economy, talent has emerged as a critical asset for
organizational success, particularly in the Information Technology (IT) sector. With the rise of digital
transformation, the demand for skilled IT professionals has surged, leading to intense competition
among companies to attract and retain top talent. In this context, employer branding—defined as
the firm's reputation as an employer and its value proposition to employees—has become a strategic
tool to differentiate organizations in the talent marketplace (Backhaus & Tikoo, 2004). It encompasses
a combination of tangible and intangible benefits that an organization communicates to current and
potential employees to enhance its attractiveness as an employer.

Employer branding not only influences job seekers' decisions but also plays a vital role in employee
engagement and retention. A strong employer brand fosters employee identification with organizational
values, enhances commitment, and reduces turnover intentions (Lievens & Slaughter, 2016). In the IT
industry, where job mobility is high and skilled professionals are in short supply, companies that
effectively manage their employer brand are more likely to build a stable and motivated workforce. Prior
research suggests that aspects such as organizational culture, work-life balance, opportunities for
professional development, and corporate social responsibility significantly influence employer
attractiveness (Berthon et al., 2005; Jain & Bhatt, 2015).

In India, the IT industry contributes significantly to the economy, employing over 5 million
professionals and serving as a global hub for software services (NASSCOM, 2023). Cities like Hyderabad
have emerged as major technology centers, hosting multinational corporations, startups, and
innovation hubs. In such dynamic labor markets, employer branding has become crucial for IT firms to
stand out and retain a competitive edge. However, while global research on employer branding is
growing, there is a relative lack of empirical studies that specifically investigate its impact on talent
attraction and retention in the Indian IT context, particularly in regional clusters like Hyderabad.

This study aims to fill this gap by examining how employer branding influences the attraction and
retention of IT professionals in 15 companies based in Hyderabad. Using a mixed-methods approach
involving survey data from 300 employees and interviews with HR leaders, the study explores key
dimensions of employer branding and their effect on employees’ perceptions and intentions. The
findings are expected to offer practical insights for HR practitioners and contribute to the academic
literature on strategic talent management in emerging economies.

As organizations increasingly compete on the basis of talent, employer branding is no longer limited to
recruitment campaigns; it is a long-term strategic endeavor involving leadership, internal
communication, employee experience, and brand advocacy. Companies that align their internal culture
with their external brand promises are more likely to foster trust and loyalty among employees,
enhancing retention rates (Theurer et al., 2018). Given the dynamic nature of the Indian IT industry—
characterized by frequent job changes, rising expectations from millennial and Gen Z professionals, and
a demand for purpose-driven work—understanding how employer branding shapes both attraction and
retention becomes even more relevant. This study seeks to contribute to this understanding by offering
empirical evidence from Hyderabad, a city often referred to as "Cyberabad" due to its burgeoning tech
ecosystem.

Research Objectives

1. To examine the impact of employer branding on the job attraction preferences of IT
professionals in Hyderabad.
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2. To analyze the relationship between perceived employer branding and employee retention
intentions in IT companies.

3. To identify the key components of employer branding that influence the attraction and
retention of top talent in the IT sector.

Hypotheses

1. Hz1: There is a significant positive relationship between employer branding and job attraction
among IT professionals in Hyderabad.

2. H2: A strong employer brand is positively associated with higher employee retention
intentions in IT companies.

3. H3: Perceived organizational culture, career growth opportunities, and brand reputation are
significant predictors of talent attraction and retention in the IT industry.

Literature Review:

e Backhaus and Tikoo (2004) were among the first to conceptualize employer branding as the
process of building an identifiable and unique employer identity. They introduced the idea that
employer branding impacts both recruitment (external marketing) and employee retention
(internal marketing). Their framework remains foundational in employer branding literature.

e Lievens and Slaughter (2016) provided a comprehensive review, linking employer image and
branding to outcomes such as organizational attractiveness, application intentions, and
employee engagement. Their study emphasized the psychological contract between employer
and employee as mediated by brand perception.

e Berthon, Ewing, and Hah (2005) identified five key dimensions that drive employer
attractiveness: economic, development, social, interest, and application value. Their empirical
study laid the groundwork for understanding what potential employees look for in an employer.

e (Cable and Turban (2001) showed that perceptions of employer reputation significantly affect
job seekers' willingness to apply. Employer branding signals job and organizational
characteristics, influencing perceived fit and employment desirability.

e Barrow and Mosley (2005) argued that employer branding must be integrated with broader HR
and business strategy to deliver long-term benefits. They emphasized aligning internal
employee experiences with external employer brand messaging.

e Empirical evidence by Schlager et al. (2011) suggests that employees who strongly identify with
their employer's brand are more likely to stay committed to the organization. Brand
identification acts as an emotional and psychological anchor.

e Moroko and Uncles (2008) found that employer branding needs to be authentic and consistent
to appeal to younger professionals, especially Millennials, who prioritize purpose, innovation,
and flexibility in work environments.

e Tanwar and Prasad (2016) conducted a study in the Indian context and found that effective
employer branding significantly reduces employee turnover. Their research highlighted the
importance of brand trust and employee value propositions (EVP) in influencing loyalty.

e Ambler and Barrow (1996) noted that organizational culture is a critical internal element that
supports employer branding. A culture of openness, innovation, and respect enhances brand
credibility and drives retention.

e Jain and Bhatt (2015) explored employment preferences among Indian IT professionals and
found that employer brand value dimensions such as job security, training, and ethical practices
are highly influential in candidate decision-making.
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¢ King and Grace (2008) argued that employees are not just passive recipients of branding but
active participants in brand creation. Engaged employees become brand ambassadors,
enhancing both internal morale and external attractiveness.

e Van Hoye and Lievens (2009) showed that discrepancies between communicated employer
brand and actual work experiences can lead to psychological contract breach, resulting in
dissatisfaction and increased turnover.

e Kashyap and Verma (2018) studied Indian companies and found that employer branding is
especially effective when aligned with employee expectations on career development, work-life
balance, and recognition. Their study emphasized the growing importance of branding in
retaining high-potential employees in the Indian IT sector.

Research Methodology

The study adopts a descriptive and explanatory research design to explore the role of employer branding
in attracting and retaining top talent within the IT industry in Hyderabad. The research targets IT
professionals employed across 15 IT companies in the region. A total sample size of 300 respondents
was selected using stratified random sampling to ensure proportional representation from each
company and various experience levels. Data was collected through a structured questionnaire
developed based on established scales and refined through a pilot study. The questionnaire measured
key constructs such as employer branding perception, organizational attractiveness, career
development opportunities, and retention intentions, using a 5-point Likert scale.

For data analysis, a combination of descriptive and inferential statistical techniques was employed.
Descriptive statistics summarized demographic data and respondent perceptions, while Cronbach’s
alpha assessed the reliability of measurement scales. Correlation and multiple regression
analyses were performed to examine relationships and predictive effects among variables.
Additionally, Analysis of Variance (ANOVA) tested for differences across demographic groups. The
study further utilized Structural Equation Modeling (SEM) to validate the measurement model
and test hypothesized relationships between employer branding, attraction, career development, and
retention intentions, providing a comprehensive understanding of the underlying dynamics.

Pilot Study

To ensure the robustness of the research instruments and the feasibility of the study design, a pilot study
was conducted with a sample of 30 IT professionals from three mid-sized IT companies in Hyderabad.
The purpose of this preliminary study was to test the reliability, clarity, and relevance of the structured
questionnaire and to refine the data collection process. The questionnaire comprised 25 items across
key constructs such as employer brand perception, organizational attractiveness, and employee
retention intentions, all measured on a five-point Likert scale. In addition, three short interviews were
conducted with HR managers to gather qualitative feedback and to identify any practical challenges in
interpreting the employer branding constructs.

Data Analysis and Description
1. Reliability Test

To ensure internal consistency, Cronbach’s Alpha was calculated for each major construct:

Copyright © 2024 by Author/s and Licensed by JISEM. This is an open access article distributed under the Creative Commons 779

Attribution License which permitsunrestricted use, distribution, and reproduction in any medium, provided the original work is
properly cited.



Journal of Information Systems Engineering and Management

2025, 10(4)
e-ISSN: 2468-4376
https://www.jisem-journal.com/ Research Article
Construct Number of Items|Cronbach's Alpha
Employer Brand Perception ||8 0.84
Organizational Attractiveness ||5 0.81
Retention Intentions 5 0.78
Perceived Career Development||4 0.80

Interpretation: All values are above 0.7, indicating acceptable to good internal consistency.
2. Descriptive Statistics

Key survey items (Likert scale: 1 = Strongly Disagree to 5 = Strongly Agree):

Item Mean|Std. Deviation

“I consider my company’s brand image before applying.” |4.3 0.65

“I feel proud to be associated with my current employer.” ||4.1 0.72

“I intend to stay with this company for the next 2 years.” ||3.8 |[0.89

“Career development opportunities influence my decision.”||4.4  ||0.61

“The company’s work culture was a key factor for joining.” {|4.2 0.58

Interpretation:

The reliability analysis showed strong internal consistency, with Cronbach’s alpha values exceeding
0.78 across all major constructs—indicating that the survey items were both coherent and reliable for
full-scale use. Descriptive analysis revealed that employer branding plays a critical role in shaping job
attraction and employee engagement. Most respondents agreed that they consider an organization's
brand image before applying and that a strong internal culture and clear career development pathways
are pivotal in influencing their decision to join and remain with an employer. The mean score for career
development as a retention factor was notably high (4.4), suggesting that while branding may attract
talent, long-term retention is closely tied to growth opportunities. However, the intention to remain
with the employer for at least two years had a slightly lower mean (3.8), indicating some degree of
volatility in retention among IT professionals.

Qualitative feedback from HR professionals supported these findings. They emphasized that employer
branding must go beyond recruitment messaging and reflect a consistent internal employee experience.
One HR manager pointed out a frequent disconnect between the brand image promoted externally and
the actual organizational culture perceived by employees, which could negatively affect retention.
Furthermore, digital platforms such as LinkedIn and Glassdoor were widely cited as key channels
through which IT professionals assess an organization’s employer brand.
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In conclusion, the pilot study confirmed the reliability and relevance of the research tools and
highlighted the importance of aligning employer branding efforts with internal HR practices. It also
indicated that while employer branding is effective in attracting talent, sustained retention requires
meaningful employee engagement and growth opportunities. Based on these insights, minor
modifications were made to the questionnaire, and plans were set to expand the qualitative component
of the main study. The pilot has thus provided a solid foundation for scaling up data collection across a
broader sample of 300 IT professionals from 15 companies in Hyderabad.

Data Analysis with Techniques and Interpretation
1. Descriptive Statistics
Descriptive statistics were used to summarize the demographic profile of the respondents and to

understand the overall trends in responses to employer branding, job attraction, and retention-related
items.

Variable Mean||Standard Deviation
Employer Brand Perception 4.25 ||0.61
Organizational Attractiveness 4.18 ||0.66

Career Development Opportunities||4.32 [|0.59

Retention Intentions 3.89 |l0.75

Work-Life Balance Influence 4.20 [|0.65

Interpretation:

The high mean scores across constructs suggest that IT professionals in Hyderabad place a strong
emphasis on employer brand image, career development, and work-life balance when evaluating
potential and current employers. Retention intentions are moderately high but slightly lower than
attraction-related variables, indicating that while employer branding attracts talent, additional factors
contribute to long-term retention.

2. Reliability Analysis (Cronbach's Alpha)

Cronbach's alpha was calculated to check the internal consistency of the survey items within each
construct.

Construct Number of Items||Cronbach’s Alpha
Employer Brand Perception |8 0.86
Organizational Attractiveness||5 0.82
Retention Intentions 5 0.79
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Career Development 4 0.81
Interpretation:

All constructs have alpha values above the accepted threshold of 0.7, indicating that the measurement
scales used are reliable and suitable for further analysis.

3. Correlation Analysis

Pearson correlation coefficients were calculated to examine the relationships among the key variables.

Variables Correlation Coefficient (r)||Significance (p)
Employer Branding & Attraction ||0.68 p < 0.01
Employer Branding & Retention (|0.59 p < 0.01
Career Development & Retention||0.71 p < 0.01

Interpretation:

There is a strong positive correlation between employer branding and attraction, and a moderately
strong correlation with retention. Notably, career development opportunities show the strongest
correlation with retention intentions, reinforcing that branding must be backed by tangible growth
pathways to enhance employee loyalty.

4. Regression Analysis
A multiple linear regression was conducted with retention intentions as the dependent variable and

the following independent variables: employer branding, career development opportunities, and
organizational attractiveness.

Predictor Variable Beta (B)|[t-value|Significance (p)
Employer Branding 0.35 4.72 p < 0.01
Career Development 0.42 5.65 p < 0.01
Organizational Attractiveness||0.28 3.90 p < 0.01
Model Summary:

e R2 = 0.54, indicating that 54% of the variance in retention intentions can be explained by the
three predictor variables.

Interpretation:
The regression results confirm that employer branding significantly impacts employee retention, but
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career development opportunities have the strongest influence. This suggests that while branding
brings people in, it is continuous skill-building, support, and growth potential that keeps them.
Organizational attractiveness also plays a significant role but is comparatively less influential than
career development.

5. ANOVA (Analysis of Variance)

ANOVA was used to check whether perceptions of employer branding differed significantly by years
of experience.

Group (Years of Experience)||Mean Employer Branding Score|F-value|[p-value
0—2 years 4.31
3—5 years 4.24 3.12 0.04%
6+ years 4.16

Interpretation:

The ANOVA test shows a statistically significant difference in the perception of employer branding
based on years of experience (p = 0.04). Fresher employees (0—2 years) rate employer branding higher
than more experienced professionals, suggesting that younger employees are more influenced by
external branding efforts, while experienced staff may base their judgments more on actual
organizational experiences.

Overall Interpretation and Insights

The comprehensive data analysis affirms that employer branding plays a crucial role in both attracting
and retaining talent in the IT industry, but its influence is stronger at the attraction stage. Career
development opportunities emerged as the most significant factor impacting employee retention. This
indicates a clear need for IT companies to align their branding with internal HR policies and career
advancement pathways to maintain credibility and employee loyalty. Furthermore, the perception of
employer branding varies with experience, implying the necessity for targeted employer branding
strategies that appeal to different employee segments. The results strongly support the study’s
hypotheses and provide actionable insights for HR and branding teams in the IT sector.

Structural Equation Modeling (SEM) Analysis

Structural Equation Modeling was employed to evaluate both the measurement model (validity and
reliability of constructs) and the structural model (the hypothesized relationships among
constructs). SEM is particularly useful in this study because it allows simultaneous analysis of multiple
dependent relationships and latent constructs such as employer branding, organizational
attractiveness, and retention intentions.

Model Constructs and Hypothesized Relationships
Latent Constructs:
1. Employer Branding (EB)
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2. Organizational Attractiveness (OA)
3. Career Development Opportunities (CD)
4. Retention Intentions (RI)
5. Job Attraction (JA)

Hypothesized Relationships:

¢ H1:EB—JA
e H2:EB—RI
e H3:0A—-RI
e H4:CD—RI

Measurement Model Evaluation

1. Confirmatory Factor Analysis (CFA) was conducted using AMOS/SmartPLS.
Each construct was validated for the following:

a. Convergent Validity

Construct Average Variance Extracted Composite Reliability Cronbach's
(AVE) (CR) Alpha

EB 0.61 0.88 0.85

JA 0.65 0.86 0.82

OA 0.58 0.84 0.80

b 0.66 0.87 0.83

RI 0.62 0.85 0.80
Interpretation:

All constructs have AVE > 0.5 and CR > 0.7, confirming good convergent validity and internal
consistency.

b. Discriminant Validity (Fornell-Larcker Criterion)

Each construct’s AVE square root was greater than its correlation with other constructs, confirming
discriminant validity.

Structural Model Evaluation

The structural model was assessed using path analysis to test the hypothesized relationships.

Path Coefficients and Significance
Path |Estimate (8)|t-value||p-value|Supported

EB — JA||0.62 7.85 < 0.001 (|Yes
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Path |Estimate ()|t-value||p-value|Supported
EB — RI|0.31 4.26 < 0.001 ||Yes
OA — RI||0.27 3.41 <0.01 [|Yes
CD — RI||0.45 6.12 < 0.001 (|Yes
Model Fit Indices
FitIndex |Recommended Value||Obtained Value
CMIN/df <3.0 2.21
GFI (Goodness)||> 0.90 0.91
AGFI > 0.80 0.88
CFI > 0.90 0.93
RMSEA < 0.08 0.061
SRMR < 0.08 0.058
Interpretation:

The SEM model shows a good fit to the data, as all major indices fall within acceptable thresholds. The
model effectively captures the relationships between employer branding and both attraction and
retention outcomes.

Interpretation of SEM Results

The SEM results confirm that Employer Branding (EB) has a strong and statistically significant
effect on Job Attraction (JA) and a moderate effect on Retention Intentions (RI). Career
Development (CD) shows the strongest impact on Retention, highlighting the importance of
offering internal growth pathways alongside external brand positioning. Organizational
Attractiveness (OA) also contributes positively to retention but to a lesser extent. These findings
support the study’s hypotheses and underscore the dual role of branding: it serves as a magnet for
talent acquisition and as a retention tool when combined with real developmental opportunities.

Discussions

The present study aimed to investigate the impact of employer branding on the attraction and retention
of top talent within the IT industry in Hyderabad, a leading technology hub in India. With data collected
from 300 professionals across 15 IT firms, and the application of a structured methodology—including
descriptive statistics, reliability tests, correlation, regression, ANOVA, and Structural Equation
Modeling (SEM)—the study offers a multifaceted understanding of how employer branding shapes
workforce dynamics.
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The findings strongly affirm that employer branding significantly influences job attraction,
with a high correlation between how professionals perceive an organization's brand image and their
willingness to apply for and accept job offers. This reinforces earlier studies (Backhaus & Tikoo, 2004;
Cable & Turban, 2001) that emphasized the role of employer branding in creating a positive
psychological contract between the employee and employer before onboarding even begins.

While employer branding also showed a positive relationship with retention intentions, the SEM
results revealed that career development opportunities exert the strongest impact on whether
employees choose to stay long-term. This aligns with the theoretical view that branding must be
supported by substantive internal practices (Berthon et al., 2005). Employer branding sets
expectations, but it is the real experiences—like upskilling opportunities, growth trajectories, and a
supportive work culture—that determine if these expectations are met. Organizations that focus solely
on branding without investing in these internal elements risk increasing attrition due to "brand
dissonance."

Another notable insight is the role of organizational attractiveness—defined as how appealing the
company is as a place to work. This construct, while not as dominant as career development, was found
to have a statistically significant impact on retention. It suggests that perceived organizational prestige,
values, and culture remain essential elements in influencing long-term commitment, especially among
mid-career professionals.

The ANOVA results further deepened our understanding by showing that years of experience
significantly affect how employer branding is perceived. Younger employees (0—2 years of
experience) rated employer branding higher than more experienced cohorts, indicating that external
perceptions are more influential for fresh talent, while seasoned professionals likely judge organizations
based on direct experiences and internal credibility. This has important implications for HR managers
and employer branding strategists—they must tailor branding messages according to the target
audience’s career stage and expectations.

Overall, the study highlights that employer branding is not a standalone tool, but a strategic
element that must be integrated with employee value propositions, learning and development
programs, and internal communications. A strong employer brand may attract top-tier candidates, but
to retain them, IT firms must deliver a consistent, enriching, and growth-oriented employee experience.
Particularly in a highly competitive and fast-changing sector like IT, where talent mobility is high, the
combination of external branding and internal substance is critical.

In conclusion, this study contributes to both academic literature and practical human resource
management by confirming that employer branding, when executed holistically, serves as a powerful
mechanism for both attracting and retaining talent. For IT companies aiming to strengthen their human
capital advantage, the message is clear: Build a great brand—but make sure to back it with a
great place to work.

Conclusion

This study provides compelling evidence that employer branding plays a pivotal role in attracting and
retaining top talent within the IT industry in Hyderabad. The findings demonstrate that a strong
employer brand significantly influences job attraction, acting as a key factor in drawing skilled
professionals to organizations. However, the impact of employer branding on retention is more nuanced
and is strongly mediated by internal factors, particularly career development opportunities. While
branding helps create initial interest and positive perceptions, sustained employee retention depends
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heavily on the company’s ability to offer clear pathways for growth, learning, and professional
advancement.

Moreover, organizational attractiveness also contributes to retention, underscoring the importance of
a holistic employee value proposition that aligns brand promises with actual employee experiences. The
study also reveals that younger professionals tend to be more influenced by employer branding than
their more experienced counterparts, highlighting the need for targeted branding strategies tailored to
different employee segments. Overall, the research confirms that employer branding, when integrated
with authentic career development initiatives and a supportive work environment, can serve as a
powerful strategic tool for IT companies aiming to maintain a competitive advantage through their
human capital. Consequently, IT firms should focus not only on external branding efforts but also on
enhancing internal HR practices to ensure alignment between brand image and employee realities,
thereby fostering long-term engagement and loyalty.
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