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Abstract: This article examines the strategic management of employer
branding in multinational companies and its significantly positive impact on
talent acquisition and retention. In today’s competitive global marketplace, a
robust employer brand is essential for organisations aiming to distinguish
themselves and retain top talent. The concepts of employer brand development,
talent acquisition, and employee loyalty assessment are challenging to monitor
in the current domestic business environment. This raises the question of how
companies with successful employer brands have developed their strategies and
continue to sustain them in the marketplace. Therefore, the aim of this study is
to develop strategic directions for the formation of the employer brand and its
further alignment on the basis of the synthesis of successful practices from
international technology companies. The employer brand diagnostic procedure
includes three steps. The first step includes a general analysis of the employer
brand of companies, such as the international companies Apple, Google and
Microsoft, and a research roadmap of the mission and goals of the employer
brand of international companies. The second step is to monitor the components
of the employer’s internal and external brand. The third step is to assess
employee loyalty with eNPS. It is argued that organisations should integrate
the mission, vision and objectives of their employer brand and HR strategy with
the overall mission, vision and strategy of the company. This alignment is
critical to developing a cohesive corporate culture and, as a result, developing
a clear employer brand value proposition. Managing employee loyalty is a
critical aspect of employer brand monitoring, as it is necessary to maintain a
positive work environment and establish effective external communication to
nurture employer brand ambassadors. The developed strategic directions,
which are based on the positive practices of international companies with
developed employer brands, have practical applications for companies that
want to manage the value proposition of their employees and align their
employer brand identities.
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1. Introduction. Consequently, the synergy between marketing and HR management has led to the
emergence of a new field: HR marketing. One of the areas that HR marketing examines is the formation of an
employer brand, its value proposition, and the assessment of employee loyalty. An employer brand comprises
two components: the marketing component (the company’s position in its industry market, the product’s
image, and its popularity) and the HR component (corporate culture, remuneration, and the rewards and
compensation system). The image of an employer’s brand has a significant influence on a candidate when
choosing a job. To shape the opinion of the external audience, it is crucial to first establish communication
with the internal audience, namely, existing employees, to create an effect of job satisfaction, including
employee engagement and loyalty. This raises the question of how companies that have built successful
employer brands have shaped their strategies and how they maintain them in the market. The concepts of
employer brand development, talent acquisition, and employee loyalty assessment are quite difficult to track
in today’s domestic business. International companies pay more attention to this issue, often because they
have the financial resources to invest in their own human resources. However, a substantial body of research
demonstrates that retaining and developing existing staff is much more cost-effective than continually hiring
new employees. Therefore, for modern companies, an important aspect is not only the selection and successful
implementation of an overall development strategy but also the unlocking of the company’s potential as an
employer. Building an employer brand has a crucial effect on achieving corporate goals. The main corporate
goal is achieved by attaining several secondary objectives, such as attracting and increasing the number of
talented new employees, improving the efficiency of personnel costs, retaining existing staff, maintaining a
stable level of staff turnover, and ensuring a high level of staff satisfaction. Therefore, the challenge of creating
an attractive employer brand requires thorough research and understanding.

The purpose of the study is to develop strategic directions for the formation of the employer brand and its
further alignment on the basis of the synthesis of successful practices from international technology
companies.

Section 1 introduces the problems associated with the emergence and research of the employer brand
concept. Section 2, a literature review, details basic concepts such as employer brand, employee loyalty, and
the employee net promoter score. Section 3 presents the methodology and procedure of the research. Employer
Brand Diagnostic Procedures include analysis, monitoring and evaluation of the company’s employer brand.
Section 4, Results and Discussion, presents a comprehensive brand analysis of international companies such
as Apple, Google and Microsoft and explores the roadmap of their missions and goals. The second step entails
monitoring both the internal and external components of the employer brand. The third step focuses on
evaluating employee loyalty via eNPS. The strategic directions developed, on the basis of successful practices
from international companies with well-established employer brands, offer practical insights for organisations
seeking to manage their employee value propositions and align their employer brand identities. Section 5
concludes by summarising the results achieved in the work.

2. Literature Review. With over 400,000 annual Google searches, the concept of Employer Branding is
well established and understood among management teams worldwide, and the first to discuss this concept is
Simon Barrow. Simon noted that he would like the employer brand to be the main way of doing business, but
there are no such ideal companies with this vision of the employer brand. An employer brand is not the same
as a product brand; it is impossible to achieve a successful employer brand through a "right" marketing
concept. An employer brand is first and foremost about people and is a reputation that has been achieved over
the years. Similarly, if marketing took over the management of the employer brand, it would fail, which is
why the definition of the employer brand is considered in the context of HR marketing (Barrow & Mosley,
2005). This issue is relevant to marketing, management and HR. Scientists are still studying the role of HR,
marketing and management departments in the formation of employer brands and their functioning (Barbaros,
2020). A similar question is asked by Ukrainian researchers, who debate the optimal approach to employer
branding, considering the roles of HR, marketing, and potential external partnerships. (Zhylinska et al., 2021).
Employer branding, as a useful organisational basis for strategic human resources management, is considered
in the research of Backhaus & Tikoo (2004). Davies noted the complexity of employer brand management,
as no single aspect has a significant effect on the outcomes important to the employer, and the question arises
as to which function in the organisation should be entrusted with employer brand management (Davies, 2008).
Among the surveys conducted, the main attributes of the employer brand that employees pay attention to are
organisational culture, brand name and benefits (Leekha Chhabra & Sharma, 2014). In-depth interviews reveal
that job seekers assess employer attractiveness primarily on the basis of personal experiences with the

72



Marketing and Management of Innovations, 15(3), 2024

company; clarity, reliability, and perceived investment in the employer brand; and perceptions of the
employer’s product or service brand portfolio (Wilden et al., 2010).

Not all researchers agree with S. Barrow’s opinion about the priority importance of the employer brand.
According to G. Druteikiené J., it is possible to use the employer brand from time to time to reinforce certain
employee perceptions, but organisations should not depend solely on employer branding to guarantee positive
employee perceptions of HR practices (Druteikiené et al., 2023). A detailed review of the employer brand, its
image and influencing factors was conducted by F. Lievens and J. Slaughter. Researchers focus on the concept
of employer image and note that its power remains underresearched. With respect to the concept of the
employer brand, they note that there is definitely a financial result and economic efficiency from its
development, but it is not yet known how this affects investment activities. They also consider aspects such
as rebranding and employer brand management in uncertain environments (Lievens & Slaughter, 2016). This
further confirms the relevance of this study, as there is currently no universal mechanism, strategy or algorithm
for creating an employer brand and its further alignment.

Over time, researchers have shifted the focus of research from the employer brand to the employer brand
value proposition. K. Aggerholm proposed a conceptual approach where employees are seen as partners in
creating shared value with the company. (Aggerholm et al., 2011). Bronlet’s research identified the work
environment and coworker support as the primary drivers of intrinsic motivation, whereas salary and career
advancement were the key extrinsic motivators. A positive employer value proposition (EVP) was found to
be correlated with increased employee engagement, potentially creating a virtuous cycle of improved
company culture, increased engagement, and enhanced organisational performance (Bronlet et al., 2024;
Panneerselvam & Balaraman, 2022). According to Gartner, employee value propositions can be broken down
into five sections: opportunities, organisations, rewards, people, and work (Gather, 2024; Ismail et al., 2019).
Another indicator that is involved in the development of an employer brand is the assessment of employee
loyalty or the employee net promoter score (Yaneva, 2018). The essence of the employee loyalty metric,
namely, the eNPS (Employee Net Promoter Score), is to determine the level of employee engagement or
satisfaction. Currently, it is widely utilised by international firms such as Apple, Sony, Philips, Procter &
Gamble, American Express, Microsoft, and others (Stambulska & Peredalo., 2022; Rajasekaran et al., 2018).
Existing academic research indicates the development and dynamism of this topic. However, exploration of
the synthesis of strategic directions for the formation and development of a successful employer brand,
particularly those based on practical achievements in this field by international companies, remains limited.

3. Methodology and research methods. The diagnostic process involving analysis, monitoring and
evaluation of the company’s employer brand is shown in Figure 1.

Employer Brand Diagnostic Procedure

v : v v
4.1 General analysis of the employee Monitoring the employer brand 4.4 Assessment of
brand: Apple, Google, Microsoft employee loyalty —
4.2 Internal employer brand eNPS

Roadmap of the mission and goals of
international companies in terms of 4.3 External employer brand
employer brand

_

Synthesis of strategic directions for building a successful employer brand

Figure 1. Employer Brand Diagnostic Procedure
Sources: developed by the authors.

The methodological basis of the research included a large range of theoretical and empirical approaches:
theoretical generalisation—to clarify the main theoretical studies of the employer brand; classification—to
determine approaches to assessing the employer brand; analysis and generalisation—to research companies
such as Google, Apple, Microsoft; eNPS—to assess the loyalty of employees of Google, Apple, Microsoft;
synthesis—to formulate strategic directions for the development of the employer’s brand, increase the loyalty
of the company’s employees; and graphic representation—for visual display of the research results.
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4. Results and discussion.

4.1. Analysis of the Employer Brand of International Companies: Indicators, Missions, and Goals

Three companies were selected to analyse the employer brand: Alphabet, better known to the general
public as Google, Apple, and Microsoft, to examine the best positive management practices and identify the
key strategic directions for employer brand development.

Apple is a global company involved in the creation, production, and distribution of consumer electronics,
personal computers, and software. The company employs approximately 110,000 people. In 2023, Apple
reported a gross profit of $169.148 billion, which represented a 0.96% decrease compared with the previous
year, according to the 2023 EU Industrial R&D Investment Scoreboard. Microsoft, another global corporation,
engages in the development, production, and sale of hardware, software, IT, and consulting services. With a
workforce of 118,000, Microsoft’s gross profit for 2023 was $146.052 billion, marking a 7.69% rise from
2022. Google, a leading multinational firm focusing on internet-related services and products, employs 61,814
individuals. Google’s gross profit in 2023 reached $174.062 billion, reflecting 11.13% growth from the
previous year (Table 1).

Table 1. Performance indicators of international companies in terms of employer brand

Indicators Microsoft Apple  Google Indicators Microsoft Apple  Google
Annual gross profit, $ 146.052 169.148 174.062 The Company Culture 45 4.2 4.6
Number of employees,_persons 118000 110000 61814 Diversity at 750 790 77%
Average Compensation, $ $120,662 $143,362 $133,065 the Company, %

Sources: Developed by the authors (Nindl et al., 2023; Compare Employers, Brands and Salaries, 2023).

The overall evaluation of the company’s culture is graded on a scale from 1 to 5, with 5 being the highest
mark for the understanding of corporate values and 1 being the lowest. The diversity score offers insight into
how comfortable employees from diverse backgrounds feel within the workplace and how they rate their
experience across various cultural aspects of the company. Microsoft’s employer brand centres on innovation,
inclusivity, and the pursuit of excellence. The company’s "One Microsoft" approach highlights collaboration
across teams and disciplines, fostering a culture of innovation and knowledge sharing. Microsoft utilises
communication platforms that enable employees to connect, exchange ideas, and collaborate effectively. Its
dedication to creating technological solutions that empower both individuals and organisations allows
Microsoft to align its employer brand with its mission to make a positive impact on the world (Table 2).

Table 2. Roadmap of the mission and goals of international companies in terms of employer brands

Microsoft Apple Google
"to empower every person and every  "to bring the best user experience to  "to organise the world’s information
Mission organisation on the planet to achieve customers through innovative and make it universally accessible and
more". hardware, software, and services" useful"
"to help people and businesses ""to make the best products on earth " . s
. . ) to provide access to the world’s
Vision throughout the world realise their full and to leave the world better than we : A s
P . information in one click
potential found it
— Innovation and stability: — Innovation and freedom of

— Innovation and product quality:
Apple is known for its
commitment to innovation and
high-quality products. Employees
take pride in creating products that
change the world.

— Corporate culture:

creativity:

Google is known for its innovative
culture that encourages
experimentation and creativity.
Employees have the freedom to work
on projects they are passionate about.
— Work environment and benefits:

Microsoft combines innnovation with
reliability and stability. The company
has a long history and is a reliable
employer that offers long-term career
prospects.

— Corporate culture and collaboration:
Microsoft puts a lot of emphasis on

Components teamwork and collaboration between Apple has a culture Of. secrecy and Google is known for its luxurious
of the - - attention to detail. This .

emplover’s different departments. This fosters a environment is suitable for those offices and numerous employee
ploy favourable environment for the - perks, including free food, fitness
mission who are result-oriented and ready

advancement of innovative solutions. facilities, healthcare, and other

to work in a highly competitive

— Professional development and - benefits.
training: eﬂw_ronm((ejng - — Emphasis on inclusivity and
The company dedicates substantial — Aesthetics and design: diversity:

There is a strong emphasis on

design and aesthetics, which The company is actively working to

development, providing a wide range . - create a diverse and inclusive work
P » providing 9 attracts creative and artistic . o L
of opportunities for career environment, which is reflected in its
. workers. L L
advancement and professional growth. policies and initiatives.

Sources: Developed by the authors based on Microsoft (2024), Apple (2024), and Google (2024).

resources to employee training and
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Apple’s employer brand mirrors its product brand—exclusive, innovative, and aesthetically striking. The
company has cultivated an air of mystery around working for them, which intrigues potential candidates.
Beyond this allure and exclusivity, Apple prioritises hiring individuals who share their values of innovation
and meticulous attention to detail. As a result, employees feel that part of something is greater than themselves,
contributing to the creation of products that transform entire industries (Apple, 2024). Google’s employer
brand is synonymous with innovation, creativity, and a strong focus on employees. The company fosters an
environment where individuals are encouraged to explore their ideas, take calculated risks, and develop both
personally and professionally. A key pillar of Google’s strong employer brand is its open and transparent
communication. The company utilises various communication platforms, including internal social media, to
ensure that employees remain connected, informed, and engaged. Through collaboration across teams and
organisational levels, Google underscores its commitment to cultivating a sense of ownership and shared
purpose (Google, 2024). In summary, Apple attracts individuals with a passion for innovation and design,
Google draws in creative and experimental thinkers, and Microsoft appeals to those who prioritise stability
and professional growth. Each of these companies adopts a distinctive approach to shaping their employer
brand, enabling them to attract talent that aligns with their core values and objectives. Thus, an employer
brand is closely intertwined with corporate culture and is shaped by the organisation’s values.

4.2. The employer’s internal brand

The Company Culture indicator reflects the relationship between the brand and its objectives. An employer
brand fosters loyalty to the company through organisational identity and culture, which in turn enhances
employee productivity. (Eriksson et al., 2023). Organisational culture is a key factor that determines the
level of employee commitment. In particular, aspects such as innovation, teamwork and staff development
have the most significant impact (Khanh Giao et al., 2020). Out of 1844 reviews by Apple employees, 79%
were positive. The remaining 21% were constructive reviews to help Apple improve its work culture (compare
Employers, Brands and Salaries, 2023) (Figure 2).

Negative

Positive 79%

Negative

Positive ) 82%

Negative

Google Microsoft‘ Apple ‘

Positive

86%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure 2. Respondents’ feedback on understanding the corporate culture of the analysed companies
Sources: developed by the authors based on (Compare Employers, Brands and Salaries, 2023).

Among the 2,358 reviews from Google employees, 86% were positive, the highest rate among the
companies analysed. The remaining 14% of respondents indicated a lack of understanding of the company’s
corporate values and culture. Out of 2,048 reviews from Microsoft employees, 82% were positive, whereas
18% of respondents expressed that they did not fully grasp the company’s objectives or their contribution to
its overall performance. The importance of an employer’s brand is increasing amidst the competition for talent,
and companies that successfully promote gender equality tend to enjoy a stronger reputation and attract more
highly qualified employees (Vuong & Suntrayuth, 2017). Google achieved the highest score, reflecting a
positive perception of the company’s support for diverse employees.

The strength of an employer brand is founded on the principles of diversity and inclusion, fostering a work
environment where every employee feels valued and treated equally (Dabirian et al., 2023). A total of 83% of
Microsoft employees assess their work environment positively, whereas 76% of Apple employees do. Google
boasts the most favourable work environment, with 84% of its staff rating it positively. When broken down
by department, the HR, communication, and marketing departments achieve the highest Google Culture
scores (Figure 3).
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Negative 17%

Positive 83%

Diverse
Employees

Negative 16%

Male

Positive 84%

Negative 15%

Female

Positive

¥ 85%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Figure 3. Assessment of the work environment of Google employees by gender
Sources: developed by the authors based on (Compare Employers, Brands and Salaries, 2023).

Employees can rapidly become the most potent tool for employer branding. Companies must comprehend
how to transform their staff into brand ambassadors, and this begins by guaranteeing a genuinely positive
work experience. Consequently, successful employer branding models prioritise enhancing employee loyalty
and job contentment within the organisation. (Garcia et al., 2019). Competitive and equitable salaries are
arguably the most critical factor in fostering employer brand loyalty. The accompanying chart illustrates
respondents’ answers to the following query: "Do you think the company’s remuneration is fair?". Google
employees exhibit the highest degree of contentment with their salaries, whereas Apple respondents
demonstrate the lowest levels (Figure 4).

Diverse Employees ="_—'E#="= 63%
Male 64%
% 62%

Female

Diverse Employees 69%
Male 75%

Female 75%

Diverse Employees 79%

Google |Microsoft| Apple

Male 82%
Female 81%

0% 10% 20%  30% 40% 50% 60% 70%  80% = 90%

Figure 4. Answers to respondents’ questions about fair pay
Sources: developed by the authors based on (Compare Employers, Brands and Salaries, 2023).

In addition to providing a competitive base salary, the examined companies provide performance-based
bonuses to acknowledge and reward outstanding employee contributions. These bonuses can constitute a
substantial portion of an employee's overall remuneration and act as a potent incentive for employees to
consistently deliver their best performance. Stamler (2001) argues that an employer brand helps create a
unique employment environment that is difficult for competitors to imitate or replicate. The value proposition
and culture established around organisational objectives systematically influence employees, enabling the
enterprise to generate exceptional employment conditions that stimulate employees to perform effectively.
Research has revealed that creating conditions conducive to high productivity and offering social support
constitute an effective means of mitigating staff turnover (Karatepe, 2013; Benraiss-Noailles, 2021).

In Table 3, the authors categorised the primary advantages/benefits offered by the analysed companies to
support their employees. All the companies examined provide a comprehensive range of health insurance
options. The concept of wellness is becoming increasingly popular in the business environment, as companies
realise that investing in employee health is not just a trend but also a necessity for long-term success (Britto

76



Marketing and Management of Innovations, 15(3), 2024

& Magesh, 2018; Gallon, 2024). According to Kisang Asongwe (2023), the development and implementation
of optimal sick pay solutions is a key task for organisations seeking to create a fair remuneration system and
increase the efficiency of employer brand management. Nevertheless, Apple, in contrast to its peers, does not
cover Vision Insurance, Life Insurance, or Disability Insurance. The health savings account at Apple is 25%
smaller than that of its competitors.

Table 3. Benefits and perks of international companies for employees

Company
Area Microsoft Apple Google
Vision Insurance - Vision Insurance
Dental Insurance
Health Insurance
Health & Life Insurance - Life Insurance
Wellness Gym/Wellness Reimbursement -
HSA 1000$ per year HSA 750% per year HSA 1000$ per year
Dlsabll(llt_)frlg)surance - Disability Insurance (STD, LTD)
Maternity Leave:
20 weeks 16 weeks 24 weeks
Paid Time Vacation/Personal Days :
Off Unlimited 12 days 20 days
Volunteer Time Off :
25 $ per hour 10$ per hour
. . 401K/Retirement Plan
Financial

. Employee Stock Purchase Plan
Benefits Flexible Spending Account (FSA)
Company Social Outings
Office Perks Pet-Friendly - Pet-Friendly
Free Food

Regional transit system
On-Site Mother’s Room

Remote work:

Google anticipates that 60% of its
workforce will be on-site a few days each
week, 20% will be based in new office
locations, and another 20% will work
remotely. Employees can also work from

Depends on the team: up to 50% Depends on the division. For most of
remote work, up to 100% remote, Apple M/F is WHS (Work Health

or fully on-site at Microsoft. and Safety) anywhere for up to 4 weeks per year, with
additional options to apply for fully remote
positions.
Fertility Assistance
Temporary reimbursement for Music Events Offers various packages for fertility
Uber/Lyft until the conclusion of ~ Company-Wide Music Bashes  treatments (including elective egg freezing),
the Covid period. consultations, and access to high quality
providers.
Childcare/Babysitting
. - . Travel Insurance
Compensation Fertility Assistance Employees and their families are insured for
Unique To Covers up to 160 hours of Egg Freezing ploy

international personal travel throughout the

Company  childcare costs annually, limited .
entire year.

to backup care only.
Baby Bonding Bucks
$500 to assist with the costs of meal
delivery, house cleaning, or diaper services
during the initial weeks of parenthood.
On-site Massage
Workplace Wellness Massage Subsidy

Sources: Developed by the authors (D'Onfro & England, 2015; Wheeler, 2023).

With respect to vacation/personal days, Microsoft's distinctive feature is an unrestricted number of vacation
days. In contrast, Apple offers the fewest days to its employees. Additionally, Apple provides the shortest
duration of maternity leave. With respect to payments for employee volunteer hours, Google offers the least
amount of $10 per hour, whereas the other analysed companies provide a 60% premium. An increasing
number of companies are offering their employees the opportunity to invest in the future through 401(k)
retirement plans. These individual contribution plans have become widespread and now cover more than one-

77


https://www.comcare.gov.au/scheme-legislation/whs-act/whs-regulations
https://www.comcare.gov.au/scheme-legislation/whs-act/whs-regulations

Marketing and Management of Innovations, 15(3), 2024

third of employees. Participants in such plans have the opportunity to choose investment instruments from a
wide range of options offered by their employer (Elton et al. 2006; Nagaich et al., 2020). Stock options confer
a sense of ownership upon employees, aligning their interests with the company's long-term prosperity. As
the analysed companies maintain their strong performance on the stock market, the value of these stock
options can substantially increase employees’ total remuneration. With respect to in-office perks, the analysed
companies offer complimentary food, transportation, and remote work flexibility. Microsoft and Google are
currently establishing pet-friendly work environments. The article highlights the benefits of working for these
companies. Microsoft provided free Uber rides during the pandemic and paid for babysitting services for
employees with children for up to 160 hours annually. Apple organises music events for employees and covers
fertility assistance services. Google boasts the most extensive range of unique benefits, encompassing travel
insurance for employees, payments for fertility assistance and egg-freezing services, flexibility to work from
anywhere for four weeks per year, paid assistance for new parents, and onsite massage services. These
advantages and benefits collectively increase the standing of the analysed companies among employers and
cultivate a high degree of employee loyalty.

4.3. The employer’s external brand

External employer branding is the process of shaping a company's reputation as an employer within the
labour market. Today, when competition for talented employees is growing, external employer branding has
become a strategically important tool. The world’s largest companies invest significant resources in creating
an attractive image to attract the best professionals (Buttenberg, 2011). Some authors emphasise that employer
branding, especially external branding, is based on the same theoretical principles and uses similar tools as
consumer branding and corporate branding (Kantowicz-Gdanska, 2009). A study by Stuss & Herdan (2018)
revealed that the most common external employer branding tools for attracting talent are social networks, job
fairs, and company websites. Google possesses an efficacious career website. Google's career site closely
resembles a page from an online technology publication. Rather than generic images of a contented team and
benefit descriptions, it features employee-authored articles, professional counsel, and videos. They do not
merely assert innovation; they exemplify it. Job vacancies are seamlessly integrated into the context; for
example, a list of JavaScript vacancies would be positioned alongside an interview with a JavaScript developer
(Google, 2024). Microsoft's career site adopts a more pragmatic approach, encompassing four key sections:
benefits, culture, diversity and inclusion, and flexible work. The search bar for vacancies is prominently
displayed. Microsoft offers employees tools and support to foster growth through training, mentoring, and
events aligned with individual goals and passions. The company prioritises flexibility, well-being, and
community as essential to employee and organisational success (Microsoft, 2024). Apple differentiates its
approach by featuring employee stories on its homepage, effectively conveying the company’s value
proposition. The platform highlights the synergy between personal and professional goals within Apple
culture (Apple, 2024).

Brand advocates. Google is promoted by its employees. The company incentivises them to do so with
vibrant bicycles, table tennis breaks, and the option to bring dogs to the workplace. The videos on Nat and
Lo's YouTube channel are well worth watching—high-quality employee-generated content that promotes
Google's employer brand. Apple cultivates a strong employee-centric culture by providing early access to new
products, generous employee discounts, and a familial work environment. This approach has resulted in high
levels of employee satisfaction and loyalty, making it a challenging model for other brands to replicate.
Safeguarding the interests of employees on a global scale while accommodating regional requirements is no
means feat. After scrutinising various tools, Microsoft selected Sociabble to expand its employee advocacy
program worldwide. By commencing a pilot phase in chosen countries, the company was able to establish the
primary objectives and framework of its program, which was subsequently implemented across the
organisation, encompassing approximately 17,000 employees. (Apple, 2024; Microsoft, 2024; Google, 2024).
Thus, the activation of an employer’s external and internal branding directly affects its attractiveness for
potential employees (Kalinska-Kula & Staniec, 2021).

4.4. Assessment of employee loyalty — eNPS

A deep connection between an employee and their employer is the foundation of loyalty, which contributes
to increased fulfilment both professionally and personally. A positive employer reputation provides the
organisation with a competitive edge, which leads to an increase in profitability. On the basis of a theoretical
analysis of the literature (Barrow & Mosley, 2005; Leekha Chhabra & Sharma, 2014; Druteikiené and others,
2023), the authors identify the main aspects of studying the impact of employee loyalty on the employer brand.

78



Marketing and Management of Innovations, 15(3), 2024

Enhanced workplace productivity — Loyous employees exhibit a determination to improve and succeed.
They devise novel ideas to surmount challenges and contribute to a company's growth. Their leadership skills
are imparted to other employees, motivating them to work more diligently and contributing to enhancing the
work environment (Fuentes-Alcantara et al., 2024).

Influence on the customer experience — Loyous employees harbor preexisting respect for the company and
its values, which aids in preserving a positive customer experience.

Enhancing a company's image—employees constitute a vital component of its image, as they produce
products and represent the brand. Establishing conducive workplace conditions contributes to preserving a
company's image and demonstrates the organisation's appreciation for its employees. (Patole & Dabke, 2018).

In increasing productivity during crises, loyal employees remain steadfast to the organisation during
challenging circumstances and assist in identifying solutions (Nazarov & Stepanova, 2024). They demonstrate
unwavering commitment and strive to maintain the motivation of other employees, contributing to the
preservation of stability and productivity even amidst adverse conditions.

Corporate development — Employee loyalty can be incorporated into a corporate development plan. The
implementation of a loyalty reward system preserves employee commitment, encouraging them to remain
with the company long-term (Fernandez-Beltran et al., 2023).

By attracting new talent, positive experiences and a robust foundation of employee loyalty draw more
individuals to the company. Disseminating information about favourable working conditions and employee
relations enhances a company's appeal to potential employees (Alkoud & Qatamin, 2023).

All of these aspects validate the importance of maintaining employee loyalty within companies. This
contributes to increased productivity, strengthened customer relationships, enhanced corporate reputation, and
the attraction of talented employees. To assess the level of employee loyalty, international companies use the
net promoter score. The employee net promoter score tracks employees’ responses on a scale from 0 to 10 on
how likely they are to recommend working for the company to their friends (Sedlak, 2020; Kharchenko, 2022).

Microsoft boasts the highest eNPS score at 35, calculated from 3266 employee responses. Currently, 55%
percent of Microsoft employees advocate for their friends to join the company, while 25% remain neutral, and
20% do not recommend working at Microsoft to their acquaintances (compare Employers, Brands and
Salaries, 2023). Female employees exhibit the greatest loyalty to the company. When the eNPS score is
disaggregated by division and department, customer success, HR, and customer support personnel
demonstrate the highest levels of loyalty. (Figure 5).
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Figure 5. Detailed results of Microsoft’s eNPS assessment
Sources: developed by the authors based on (Compare Employers, Brands and Salaries, 2023;
Microsoft, 2024).

Google occupies the second position among employer brands in terms of employee loyalty. Google's net
promoter score (eNPS) is 35, which is calculated from 4759 employee responses. Currently, 58% of Google
employees advocate for their friends to join the company, 19% remain neutral, and 23% do not recommend
working at Google to their acquaintances (Figure 6). The Human Resources and Communications departments
awarded the highest scores when queried: "How likely are you to recommend a friend to work at Google?"
On the basis of 4759 ratings, Google ranks second out of five competitors, trailing only Microsoft. The rate
of loyal employees by gender is highest among men. The departments exhibiting the highest loyalty scores
are HR, Communications, and Admin (Compared with Employers, Brands and Salaries, 2023).
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Figure 6. Detailed results of Google’s eNPS assessment
Sources: developed by the authors based on (Compare Employers, Brands and Salaries, 2023; Google, 2024).

The Apple Employee Net Promoter Score (eNPS) stands at a low 18, on the basis of feedback from 2236
employees. Among the surveyed employees, 48% are promoters, 22% are neutral, and 30% are detractors
(compare Employers, Brands and Salaries, 2023). In terms of gender groups, male employees exhibit the
highest loyalty to the company. The most loyal departments within the company are characterised by customer
success, IT, and communications. (Figure 7).
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Figure 7. Detailed results of the Apple eNPS assessment
Sources: developed by the authors based on (Compare Employers, Brands and Salaries, 2023; Official website
Apple, 2024).

This study contrasts the levels of average annual salary and eNPS across the analysed
companies. (Figure 8).
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Figure 8. Ratio of the average annual salary of international companies to the ENPS index
Source: developed by the authors on the basis of (Nindl et al., 2023).

Apple's average salary surpassed that of Microsoft's by 15.8% and that of Google's by 7.2%. Despite
boasting the highest average annual salary among the analysed companies, Apple's eNPS is the lowest. The
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study reveals that departments with the highest level of brand loyalty tend to have comparatively lower salaries
than other departments do (Figure 9).
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Figure 9. ENPS scores by departments of international companies
Sources: developed by the authors based on (compare Employers, Brands and Salaries,2023).

The average Google salaries by department include Product at $209,223, Business Development at
$207,494, and Marketing at $135,051, while the eNPS scores stand at 29, 30, and 44, respectively. A
comparable scenario exists at Apple. Average Apple salaries by department include sales at $209,823,
customer support at $73,680, and communications at $225,140, with corresponding eNPS scores of 30, 23,
and 46, respectively. The average Microsoft salaries by department include Engineering at $177,475, HR at
$132,988, and IT at $130,453. The ENPS scores for these departments are 29, 63, and 43, respectively
(compare employers, brands and salaries, 2023). In this instance, it can be inferred that salary is not a definitive
factor in staff loyalty, suggesting the necessity of implementing not only monetary incentives to enhance staff
engagement but also prioritising the aforementioned elements of employer branding.

Employer-branding strategies play a key role not only in retaining employees but also in increasing their
productivity (Azhar et al., 2018). Thus, according to the analysis, companies need to integrate the mission,
vision and components of the employer brand into the overall strategy of the company. Understanding the
future of a company and its role and potential for growth helps future specialists and existing staff continue
to develop their skills and grow professionally. The HR strategy should be aligned with the employer’s
mission and brand vision and not contradict them.

Mission and Employer HR-strategy
vision of Brand personnel
employer 4 markgtin_g Corporate culture
General mission g brand EVP comunication gender equality,
and vision of the Monitoring employer diversity, perks and
company brand: survei/ of emploee benefits
eNPS

Figure 10. Strategic directions of employer brand development based on the research
Sources: developed by the authors.

Personnel marketing — International companies use tools such as a system of recruitment and adaptation
of personnel, training programmes, professional and career development, unique compensation and benefits
programmes, flexible remuneration and reward conditions, and outstaffing and outplacement programmes.
Communication: availability of a corporate website, corporate messengers, digests, employee success stories,
organisation of trainings, webinars, and corporate events. All of these components and tools help formalise,
systematise and guide joint efforts to build an employer’s external brand. The importance of conducting
systematic monitoring and research on employee loyalty is confirmed by the fact that a positive perception of
the employer creates a competitive advantage for the organisation, which leads to an increase in profitability.
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In the analysis, the main aspects of why companies need to care about and manage employee loyalty are
identified. Before creating a strategy, you need to determine what your brand’s reputation is. This can be
accomplished by conducting internal surveys and reviewing social media platforms for comments and
checking reviews. EVP, or the employer value proposition, is an issue that also remains underresearched
among modern scholars but plays an important role and is the basis for brand formation. The value proposition
encompasses several key elements: mission, values, vision, and culture; the specific needs of the business; its
impact on the world; and the role of potential brand ambassadors, particularly those currently performing the
role. Research indicates that employees’ voices are significantly more effective than those of the CEO in
fostering trust and supporting brand efforts, being three times more influential. These aspects must align with
the corporate brand culture, benefits, and equity (Sengupta et al., 2015). A well-aligned employer brand and
company culture create a more cohesive and motivated workforce. When employees perceive that the
company’s external messaging is consistent with their internal experience, it fosters trust and loyalty,
increasing the likelihood of their long-term engagement and success within the organisation. By prioritising
this alignment, you can cultivate a workplace where employees are not only engaged but also proud to be part
of their team.

5. Conclusions. In accordance with the set purpose, this research analysed the brands of employers of the
international companies Apple, Google and Microsoft via a specific procedure. In the first stage, we analysed
the overall corporate culture, mission and goals of the employer’s brand. Apple attracts people who are
passionate about innovation and design, Google attracts creatives and experimenters, and Microsoft attracts
those who value stability and professional development. Each of these companies has a unique approach to
building their employer brand, which allows them to attract talent that best matches their values and goals.
The second stage focused on evaluating the employer brand’s internal and external aspects. Each of the
companies has a package of benefits that attract talent, with more than 85% of employees reporting positive
working conditions that support corporate culture and equality among staff. Companies are characterised by
the presence of external communication channels, and they also have a career website and employer brand
ambassadors. In the third stage, staff loyalty was assessed. Apple has the lowest eNPS score of 18, Google
has 33, and Microsoft 35. Moreover, the average salary is the highest at Apple, with a lower rate at ENPS,
which suggests that employees still pay attention not only to material motivation but also to the working
environment, employer brand image and employee engagement. Thus, this study has facilitated the
formulation of strategic directions for the formation and development of employer brands. First, it is crucial
to integrate the mission, vision, and goals of the employer brand and HR strategy with the overarching mission,
vision, and strategy of the company. Second, managing employee loyalty is a vital component of monitoring
the employer brand. Third, fostering a positive working environment and establishing effective external
communication are essential. Aligning with the goals of the employer and employees enables the company to
attract and retain top talent while ensuring that employees are well positioned to meet labour demands
effectively. In future research, it will be essential to identify the stages of developing an EVP, examine the
unique features of the EVP, and conduct cross-checks to validate the EVP.
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CrpareriuHe ynpasJ/iiHHsI OpeHI0M po00TOABLSA: AOCBiI MI’KHAPOAHUX KOMIIAHIM

Ipuna Tpynina, Kpemenuynupknit HanioHansHUH yHiBepcuTeT iMeHi Muxaitna Octporpaiacekoro, Ykpaina

Kartepuna Ipsixina, Kpemenuynpkuii HartionansHui yHiBepcuTeT iMeHi Muxaiina Octporpaacbkoro, Ykpaina
Mapuna binuk, Kpemenuypkuii HartioHanbHAH yHiBepenTeT iMeHi Muxaiina Ocrporpaackkoro, YkpaiHa

VY cTaTTi pO3MIAAAETHCS CTpATETiyHEe YNpaBIiHHA OPEHIMHIOM pPOOOTONABILS B MDKHapOJHMX KOMIIaHIsIX Ta HOTO
3HAYHHU{ MMO3UTUBHMI BIUTMB HA 3aJTyYCHHS M yTPHMaHHS TAJIAHTIB. Y CyJaCHOMY KOHKYPEHTHOMY IJIOOATbHOMY PHHKY
CUIIbHUH OpeHA poOOTONAaBISI Mae BaXKIWBE 3HAUCHHS JUIS OpraHi3amid, SKi MpParHyTh BUAUTUTHCA Ta yTPUMATH
Halikpami TanaaTy. Kornentii po3BUTKy OpeHIy poOOTOMABI, 3aTyICHHS TAAHTIB Ta OL[iHKH JIOSITEHOCTI ITPALliBHUKIB
€ CKITaJJHAMH JUISI MOHITOPHHTY B CYYaCHOMY BITUM3HSHOMY Oi3HEC-cepeloBHINi. Y 3B'SI3KY 3 MM IOCTA€ MUTAHHS IIPO
Te, SIK KOMITaHii 3 yCIiITHIMH OpeHIaMu pPOOOTOIaBIIiB PO3POOWIIN CBOI CTpATETii Ta MPOIOBXKYIOTh MATPUMYBATH iX Ha
puHKy. CaMe TOMy METOI0 JTAaHOTO JIOCIHI/PKEHHS € po3po0Ka CTpaTeriYHuX HanpsMiB GOpMyBaHHs OpeH/ly poOOTOAaBIIS
Ta HOro MOJAJIBIIOTO BHPIBHIOBaHHS Ha OCHOBI y3arajJbHEHHS YCIIIIHUX IMPaKTHK MDKHApOJHHX TEXHOJIOTIUHHX
kommaniid. [Tpoueaypa niarHoctuku OpeHIy poOOTOABLS CKIANAEThCS 3 TPhOX eramiB. [lepimii Kpok BKIIOYAE
3arajJbpHUN aHani3 OpeHy poOOTOAABI KOMIIAHIH Ha PUKIIaAi Mi>KHapoaHUX kommaHiit Apple, Google Ta Microsoft, a
TaKOX JOCIiKeHHs JJopoXKHBOI KapTh Micil Ta 1inei OpeHxy poOoToAaBIs MIKHAPOAHUX KOMMaHii. Jpyrui Kpok -
MOHITOPUHI CKJIQJIOBHX BHYTPIIIHBOTO Ta 30BHIIIHBOrO OpeHay poOoTomaBiil. TpeTiii KpoK - OLHKA JIOSIIBHOCTI
IpariBHUKIB 3a oroMoroio eNPS. CtBepmKkyeThes, 0 opraHi3alii IOBUHHI IHTETPYBaTH Micito, OadyeHHs Ta IIiJIi CBOTO
Openmy poboTtomasms Ta HR-cTparerii i3 3aranpHOI0 Mici€ro, OadeHHsIM Ta cTpaTeriero KoMmanii. Take y3romkeHHS Ma€e
BHpIIIANEHE 3HAYCHHS JUIS PO3BUTKY IIUTICHOI KOPIIOPATHUBHOI KYJIBTYPH i, SIK HACTIOK, pO3pOOKH YiTKOI HiHHICHOI
nporo3ulii OpeHxy poOOoTOAaBI. YTPABIIHHS JIOSIIBHICTIO CIIBPOOITHHKIB € BaXKJIMBUM acIEKTOM MOHITOPHHTY
OpeHIy pOOOTONABI, OCKUTBKH HEOOXiTHO MiATPHUMYBATH IIO3UTHBHE pPOOOYE CEPEeNOBHINE Ta HAlAroIKyBaTH
e(eKTUBHI 30BHIIIHI KOMYyHIKallil A BUXOBaHHA ambacamopiB OpeHmy poboTtomaBusa. Po3poOieHi cTpareriduxi
HaTIPSMKH, 3aCHOBaHI Ha IIO3UTHBHUX MPAaKTUKaX MKHAPOIHUX KOMITaHii 3 pO3BHHEHUM OpeHI0M poOOTOABII, MAIOTh
MIPaKTUYHE 3aCTOCYBAHHS UL KOMIIaHIH, SIKi XOUYyTh YIIPABIATH LIHHICHOIO IPOIIO3HIIIE0 TSI CBOIX CIIBPOOITHHKIB Ta
Y3roJDKYBaTH 1IECHTHYHICTH OpeH Iy poOO0TOJaBIIs.

KuouoBi cioBa: 6peH po60ToAaBIIsL, MEHEIKMEHT, mepconai, eNPS.
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