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ARTICLE INFO ABSTRACT

Branding of the company and recruitment marketing campaigns are becoming
very important investments those companies are making to work with the best
workers and hold on to them. This study examined the strategies used by 50
corporations from technology, healthcare, finance, manufacturing, retail, and
other industries to achieve their investment goals. Interviews and surveys form
both data collection conducted with HR and marketing professionals and online
and paper surveys. Figures had a clear display, indicating that 40 percent of
organizations allocate resources to employee branding, to which 30 percent spend
over $50,000 yearly. These efforts proved actual results in 30% saying that they
had more job applicants apply and 25% said that they moved the hiring process
faster. On the other hand, another 40% said that the employee referrals were
higher. Adoption of multichannel recruitment plans is an obvious choice (among
70%) of companies, combining social media (40%), events (30%), content
marketing (20%), and videos (10%). Nearly half (45%) see campaign return-on-
investment above 5:In conclusion, our attention deficit prevention solution helps
tackle a significant issue that affects many students. Brand management of
employment and result-driven marketing of recruiting also help to bring talents
in and keep the best ones, making the organization more competitive in the
market. However, this involvement must be done with care in order to achieve
perfect coordination between external branding and internal workforce
management, analytics, and human resource engagement. Efficient self-
promotion along with true realities is the main condition for sustainable
differentiation. This study has revealed best practices and appropriate direction
on how to organize the level of funds, types of campaigns, expected returns, and
alignment of concepts that one can use when marketing human capital.

Keywords: Employer branding, Recruitment marketing, Hiring, Engaging.

1. Introduction

The capacity to get and keep the A-player is the most important part of contemporary organizations to be
successful in the market. With the changing trends in the global economic scenario, which is now switching
towards a knowledge-based marketplace, human resources is turning out to be not only the key resource but
also the most valuable among all physical and indirect financial resources [1]. As a result, strategic HR for the
area of both talent acquisition and talent retention is in high demand for the sector today [2].

The main difference between the traditional and modern approaches to HRM is that the latter is based on the
perspective that marketing techniques and practices need to be applied to all key tasks in the field of employer
branding and talent management [3]. Through the implementation of marketing tools, employers can
distinguish their staff value propositions, intrigue passive or active job seekers, and develop longer-term
employee-employer associations [4].
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The study will be guided by the following theories and concepts: The study will be guided by the
following theories and concepts:

« Employer branding: The far-sighted approach to modifying an organization's and society's perceptions of
it as a suitable workplace for employees in the short and long-term perspectives [5].

* Employee value proposition (EVP): A trade-off between a particular bunch of benefits conferred upon
labor for the skills, talents, and effectiveness they bring.

* Relationship marketing: A brand building that can endure over time and that is mutually beneficial for
the relationship between the organization and its staff producers [7].

This article aims to offer information that is relevant for the other HR executives in the management of the
attract and retention of talents by the firms having high reputations in the different sectors of the industry. The
key objectives are threefold: Next, to carefully dissect the actualization of the most sophisticated marketing
techniques in terms of attracting and retaining the brightest minds. Then, I will find out the practices that
enable the building and articulation of employee value propositions through marketing ventures. In sum, these
two chapters provide insight into how marketing objectives relate to the HR functions and, as a result, offer
guidelines for proper implementation. The overall aim is to present the employment of the latest attraction
and marketing channels to enrich talent acquisition and duration with the analysis of their influence on HR
policies and a review of ideal techniques such as examples from the real world. While covering these aims, this
article attempts to strengthen awareness of contemporary marketing tools that can help a company attract,
involve, and nurture talented specialists in the context of a competitive employer branding model.

2. Methodology

A dice total of 50 companies were chosen for the purpose of a study that was across industries in particular like
technology (15), healthcare (10), finance (8), manufacturing (7), retail (5), and other industries (5). The group
was composed of companies of all sizes from a huge one (15 companies) with more than 501 employees to a
middle one (20 companies) with 51-500 employees to a small one (15 companies) with a workforce of 1-50
people. Regionally, the city is home to 30 firms, while 15 are in the suburbs and 5 are in rural areas.

Data was gathered in the form of interviews and questionnaires to give a well-rounded analysis. In the first
place, the interview was carried out with 20 respondents, 15 HR professionals, and 5 marketing people from
the sample companies. The time span for interviews was 45 minutes on average. Alongside online and printed
surveys which collected 100 responses each, a Survey Monkey platform was also used for data collection. 80
replies were obtained through the online survey; 20 paper survey responses were received by the respondents.
To begin with, the survey yielded a response rate of about 70 percent. In the majority of cases, questionnaires
were submitted within 20 minutes.

The sampling procedure emphasized getting representatives from diverse backgrounds regarding the
industries, the size of the companies, and the regions where the sample comes from in order to be able to
interview them and survey them. Companies, namely those from the main branches that, in turn, represent
the national economy were the targeting ones. The target to meet perspectives also put size quotas in which we
needed to hear people from small, medium, and large-scale businesses. Indeed, urban and rural regions were
also included so that diverse geographical components could be captured. The combined methodology of both
interviews and surveys that offered the possibility to dig into the circumstances more deeply and to cover the
chosen set of criteria on a wider scale was used. The high response rate and less time provided for completion
show that the stakeholders were highly enhanced and engaged with the research process.

Title 1. Sample Selection Process and Data Collection Methods for Research on the Role of Marketing in
Talent Acquisition and Retention: Insights from HR Professionals

Aspect Numerical Data
Sample Selection Process
Total Number of Companies 50

Industries Represented

- Technology 15
- Healthcare 10
- Finance 8

- Manufacturing 7
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- Retail 5
- Other 5
Criteria for Selection

- Size (Number of Employees)

-- Small (1-50 employees) 15
-- Medium (51-500 employees) 20
-- Large (501+ employees) 15

- Geographical Location

-- Urban 30
-- Suburban 15
-- Rural 5

Data Collection Methods

Total Number of Interviews 20

- HR Professionals 15

- Marketing Professionals 5

Total Number of Surveys 100

- Online Surveys 80

- Paper Surveys 20

Response Rate 70%

Average Length of Interviews 45 minutes

Average Length of Surveys 20 minutes
3. Results

The brand of an employer has become a crucial priority for companies with almost 40% spending resources on
building it. Regarding the amount of investment that the segmentation data reveals, we find that only 20%
spend no more than $10,000 annually, while another 50% spend a moderate amount between $10,000 and
$50,000, and 30% invest over $50,000 per year. Nevertheless, these efforts of branding showed a positive
impact on the companies; 30% reported an average increase in job application, 25% faster time to fill the open
positions, and 40% higher employee referral rate. While looking at the branding and recruitment marketing
campaigns of some companies, 70% of them will have recruitment advertising initiatives. Social media
campaigns (40%), employer branding events (30%), content marketing (20%), and recruitment videos (10%)
can be emphasized as other highly popular channels to attract candidates in Figure 1. Looking at return on
investment (ROI) as an indicator of campaign success, 45% see a high ROI over 5:1, 35% of them give a
moderately favorable ROI that is between a value of 2:1 and 5:1, and 20% give an ROI that is less than 2:1.
These data make it clear that the importance of prioritizing an active employer brand is only growing- with
risks for those who don't engage being the ones to lose out.

- Law (<§10,000 per year)

- Moderate (310,000 - $50,000 per yeaz)
-- High (-$50,000 per yeaz)
Impact of Employer Branding

- Increase in Applications

- Decrease in Time to Fill Positions

- Employee Referral Rate Increase

- Types of Campaigns

- Social Media Campaigns

- Employer Branding Events

- Content Marketing

-- Recruitment Videos

- Refurn on Investment (ROI) of Campaigns
- High 5:1)

~ Molerate (:1 - 5:1)

- Law (<2:1)

0% 10% 20% 30% 40% 50%

Figure 1. Marketing Strategies Applications in Talent Acquisition
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Table 2. Application of Marketing Strategies in Talent Acquisition
Marketing Strategy Numerical Data

Employer Branding Initiatives
- Percentage of Companies with Branding 85%

Investment in Employer Branding

-- Low (<$10,000 per year) 20%
-- Moderate ($10,000 - $50,000 per year) 50%
-- High (>$50,000 per year) 30%

Impact of Employer Branding

- Increase in Applications 30%
- Decrease in Time to Fill Positions 25%
- Employee Referral Rate Increase 40%

Successful Marketing Campaigns

- Percentage of Companies with Campaigns 70%
Types of Campaigns

-- Social Media Campaigns 40%
-- Employer Branding Events 30%
-- Content Marketing 20%
-- Recruitment Videos 10%

Return on Investment (ROI) of Campaigns

-- High (>5:1) 45%
-- Moderate (2:1 - 5:1) 35%
-- Low (<2:1) 20%

4. Discussion

The marketing principles used in talent management may promise fearful consequences not only for the
company's performance but also for its competitive level. The information illustrates the fact that about 85%
of companies are taking part and the investment in such initiatives is moderately spent by 50% of companies
while 30% of companies spend over $50,000 per year (Table 2). This investment has yielded tangible results
as a reported increase in job applicants (30%), a shorter time for the recruitment process (25%), and a higher
number of employee referrals (40%) in Table 2. "The war for talent" is growing more and more heated on the
world level which makes an appealing employer brand more significant for the selection of best candidates [9].
The data reveals, most of them (70%) are circulating recruitment campaigns through a multi-channel approach
spread over social media (40%), events (30%), content marketing (20%), and videos (10%) (Table 2). Nearly
half (45%) of these campaigns achieve a high ROI above 5. The first one emphasizes the good results of their
need, talent attraction in Table 2. Effective recruitment marketing is no longer mere strategic planning but
rather a necessity for specifically digging up passive professionals in niched skill sets [10]. Campaigns that
drive awareness across digital and traditional media channels have the potential to deliver better engagement,
applications, and talent for the company.

This data points to us that evaluating employer branding and recruitment marketing is an active investment
and it is the way of organizational competitiveness promotion. Employer Brand management leads to higher
applicant quality and less expense on hiring activities [12]. By providing thought leadership and connecting
with the target audience, brands contribute to the attraction of candidates with a culture-fit higher possibility
to stay longer after being hired [13,14]. As a result, appropriate external marketing can be a useful tool for
filling talent pipelines, providing a basis for the refinement of strategies, and making data-driven decisions.
With more HR metrics-based, marketing principles are made to be more statistics-oriented, focused on only
the ROI, and aligned with business goals [15].



Abderrazzak Abdoune et al. / Kuey, 30(5), 2821 201

Though recruitment marketing may indeed utilize data and digital technologies, it may be superficial without
deeper integration with workforce planning, people analytics, and the employee value proposition (EVP) [16].
For significant differentiation, branding must be holistically straightened with its internal reality - leadership,
culture, learning opportunities, etc. [17]. Balancing this matter of lack of alignment results in the loss of talent
who have been bribed using empty promises [18]. Such organizations, in turn, should focus on integrating,
metrics-driven person-recruitment strategies, where external promotion should lead to internal employee
experiences in harmony [19,20].

5. Conclusion

The role of employer branding and recruitment marketing is getting increasingly more crucial and they are
powerful tools to pull in and keep on the top talents. The data shown here points to the fact that most of the
organizations are undertaking such measures, with over 80% of them that are incurring $10,000 and above
expenses. It comes back to the organization in its real and measurable benefits with an increase in job
applicants by 30%, recruitment that is 25% faster, and 40% more employee referrals as a result. Engaging
campaigns with elements of social media, event, content marketing, and video approach are the most sought-
after at the moment and with good overall returns. But, the treatment of marketing recruitment as a matter of
just simple superficiality is wrong. A holistic approach to branding includes the engagement of talent, people
analytics, and workforce planning together with an actual employee value proposition. A waste of minced
talent, empty words will only add up to losses. Data-driven, integrated, and holistic recruitment strategies must
be adopted, where external promotional activities naturally lead to the internal culture and what it's like to
work at our company. Nowadays, the war on talent is not just for employers but it also requires employers'
branding as an indispensable option. Businesses that are not inclined nor provide proper integration of such
initiatives have higher chances of losing new talents as well as increased employee departure. To summarize,
a well-formulated strategy that revolves around marketing the workplace in reality rather than advertising it
in theory helps businesses in attracting and retaining talents.
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