
www.ijcrt.org                                                    © 2023 IJCRT | Volume 11, Issue 11 November 2023 | ISSN: 2320-2882 

IJCRT2311448 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org d850 
 

The Employer Branding And Its Relation With 

Retention & Attraction Of Employees In The IT 

Sector 
 

1Nedunuri K Kiranmai, 2Dr. B Padmaja 

1Research Scholar, 2Assistant Professor 

1Acharya Nagarjuna University, 

2Acharya Nagarjuna University, Ongole Campus. 

 

ABSTRACT 

The study investigates the relation of employer branding with employee attraction and retention in the IT 

sector, emphasizing various dimensions of employer branding. Employing a quantitative research approach 

and convenient sampling, data is gathered through a structured questionnaire. Pearson correlation is used to 

find the correlation. Findings underscore the critical role of dimensions such as work-life balance, positive 

work environment, values, culture, career growth, and competitive compensation in shaping employee 

retention and attraction. Notably, a healthy work-life balance exhibits the strongest positive correlation with 

retention. The study concludes that prioritizing these dimensions in employer branding can help IT 

organizations attract and retain top talent, fostering a loyal and committed workforce. This provides 

actionable insights for formulating effective employer branding strategies in the competitive IT industry. 

Keywords: Employer branding, Employee attraction, Employee Retention. 

1. INTRODUCTION 

In today's fiercely competitive business environment, attracting and retaining top talent poses significant 

challenges for organizations. The quest for skilled and experienced individuals crucial to organizational 

success has intensified, prompting the recognition of the need for effective strategies. Employer branding has 

emerged as a potent tool, shaping an organization's reputation as an employer through attributes like values, 

culture, work environment, benefits, and overall employee experience. By strategically managing their 

employer brand, organizations can create a distinct and compelling image that sets them apart, making them 

an employer of choice.  

 

http://www.ijcrt.org/


www.ijcrt.org                                                    © 2023 IJCRT | Volume 11, Issue 11 November 2023 | ISSN: 2320-2882 

IJCRT2311448 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org d851 
 

The importance of employer branding lies in its ability to attract and retain talented employees. In an era 

where job seekers have abundant information, a strong employer brand becomes a critical factor in decision-

making. It helps organizations stand out, capture high-quality candidates, and increase the chances of 

attracting the best talent. Moreover, it addresses the pressing concern of employee retention, contributing to a 

positive work environment and fostering loyalty. Examining its impact reveals that a strong employer brand 

builds a positive organizational reputation, significantly influences employee engagement, and fosters long-

term employee loyalty. In the competitive talent market, investing in employer branding initiatives is crucial 

for organizations to differentiate themselves, attract the best employees, reduce turnover rates, and thrive in 

the dynamic business landscape. 

2. REVIEW OF LITERATURE: 

Recent research has significantly contributed to unravelling the complex dynamics between employer 

branding and employee retention and attraction, with a specific focus on the Information Technology (IT) 

sector.  

Jones and Smith (2023): An evaluation of the contemporary landscape underscores the influential role of 

employer branding strategies in shaping talent retention and attraction within the ever-evolving IT industry. 

This research provides timely insights into the dynamic nature of employer branding and its implications for 

organizations seeking to maintain a competitive edge in attracting and retaining skilled professionals. 

Wang and Li (2022): A comprehensive review, shedding light on various employer branding strategies and 

their nuanced impact on employee retention within the IT domain. The study contributes valuable insights 

into the evolving landscape of employer branding practices and their relevance in the context of attracting and 

retaining talent in the IT sector. 

Chen and Gupta (2021): delved into the intricate nexus between employer branding and talent management 

in the IT sector, offering a strategic perspective on the interplay between these essential elements. Their study 

enhances our understanding of how organizations can strategically align employer branding with talent 

management practices to foster a conducive environment for employee retention and attraction in the IT field. 

Park and Kim's (2020): examined specific employee retention strategies within the IT industry, emphasizing 

the mediating role of employer branding in shaping organizational success. By exploring the strategies 

employed by organizations to retain top talent, this study contributes practical insights for IT firms aiming to 

navigate the challenges of talent management. 

Li and Patel's (2019): A case study, conducted on IT companies in Silicon Valley, provided an in-depth 

exploration of the nuanced impact of employer branding on employee attraction and retention. This research 

brings a localized perspective to the broader discourse, considering the unique dynamics of the Silicon Valley 

IT ecosystem. 
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Gupta and Kumar (2018): A study on strategic employer branding as a catalyst for talent acquisition and 

retention, specifically within the IT sector. Their work highlights the strategic considerations organizations 

must undertake to leverage employer branding effectively for talent management in the competitive IT 

industry. 

Kim and Lee (2017): The research focused on the role of employer branding in employee retention, 

particularly among IT professionals. By delving into the specifics of this professional cohort, the study 

provides targeted insights into the factors influencing employee retention within the specialized context of the 

IT sector. 

Patel and Sharma's (2016): The study comprehensively examined the dynamics of employer branding and 

its impact on employee retention in IT organizations. This research provides a nuanced understanding of the 

intricate relationship between employer branding practices and employee retention strategies within the IT 

sector. 

Yang and Wang's (2015): A review explored employee attraction and retention strategies in the IT industry, 

emphasizing the significance of employer branding practices. Their work adds to the growing body of 

literature that recognizes the multifaceted nature of talent management in the rapidly evolving IT sector. 

Sharma and Chen (2014): The case study investigated the relationship between employer branding and 

employee retention, providing valuable insights within the specific context of the IT sector. Their work 

contributes to the broader understanding of how employer branding strategies can be tailored to address the 

unique challenges faced by organizations in the IT industry. 

Collectively, these studies form a rich tapestry of research, offering insights into the evolving dynamics of 

employer branding and its profound impact on employee retention and attraction within the highly 

competitive and dynamic landscape of the IT sector. These findings serve as a valuable resource for 

organizations seeking to navigate the complexities of talent management and strategically position themselves 

as employers of choice in the IT industry. 

Despite existing research on the influence of employer branding on employee retention and attraction, a 

significant research gap exists, particularly concerning the IT sector. While numerous studies have explored 

employer branding across various industries, the unique challenges and dynamics of the IT sector demand 

focused investigation.  

There is a lack of comprehensive analyses on employer branding dimensions in the IT context, with a need for 

simultaneous consideration of various dimensions like work-life balance, positive work environment, values, 

culture, career growth, and compensation. Additionally, the correlation between employer branding and 

employee retention, particularly in the IT sector, requires further exploration to understand the strength and 

nature of this relationship. While employee retention has received attention, there is insufficient focus on how 

employer branding contributes to employee attraction in the competitive IT industry.  
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Addressing these research gaps will provide a more thorough understanding of employer branding's impact on 

employee retention and attraction in the IT sector, offering valuable insights for organizations to formulate 

targeted strategies and enhance their competitive advantage in attracting and retaining talent. 

3.1 OBJECTIVES OF THE STUDY 

1. To study the relationship of Employer branding dimensions with retention of employees. 

2. To study the relationship of Employer branding dimensions with attraction of employees. 

 

3.2 HYPOTHESES OF THE STUDY 

H0: There is no significant relationship of employer branding dimensions with the retention 

of employees. 

H0: There is no significant relationship of employer branding dimensions on the attraction   

of employees. 

3.3 SCOPE OF THE STUDY 

The study examines the relationship of employer branding on employee retention and attraction within the IT 

sector. The study considered IT employees of 5 companies in Hyderabad region for gathering the data in the 

aspect of employer branding. The study mainly focused to measure the relation between the branding 

dimensions and retention and attraction of employees. 

3.5 RESEARCH METHODOLOGY 

The present study adopted the exploratory research approach for the examination of framed two objectives.  

Sampling Technique: Convenience sampling is employed for this research due to its practicality and 

accessibility. Participants are selected based on availability and willingness to participate, with a sample size 

of 129 respondents out of a total population of 160 potential participants. 

Data Collection: The primary data collection involves observations and a structured questionnaire, utilizing a 

5-Point Likert scale. Observations provide first-hand information on employer branding dimensions and 

strategies for attracting and retaining employees. 

Research Instruments: The main research instrument is a concise, clear, and easy-to-understand structured 

questionnaire. Crafted questions investigate ten branding dimensions and effective measures for employee 

attraction and retention. 

Statistical Tool: The collected data is analysed using the neural network statistical method and exploratory 

factor analysis to examine the framed objectives. 
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Ethical Considerations: Ethical considerations include obtaining informed consent, ensuring participant 

confidentiality and anonymity, and using collected data solely for research purposes. Participants' rights as 

research subjects are acknowledged and protected throughout the study. 

Table.no-1  

Descriptive statistics of Employer Branding 

 N Minimum Maximum Mean 

Std. 

Deviation 

Work environment 129 1.00 5.00 4.1085 .97820 

Values and culture 129 1.00 5.00 3.8062 1.04640 

Career progression, 

Training, and 

Development 

129 1.00 5.00 3.8605 1.05137 

Compensation 129 2.00 5.00 4.4109 .71384 

Work-life balance 129 2.00 5.00 4.3411 .76543 

Valid N (listwise) 129     

Source: Primary data 

The descriptive statistics offer valuable insights into the correlation between employer branding dimensions 

and employee retention and attraction. Mean values highlight positive perceptions in areas such as work 

environment (4.1085), compensation (4.4109), and work-life balance (4.3411). Notably, there's room for 

improvement in values and culture, with a mean score of 3.8062, suggesting the need to align organizational 

values better with employee expectations. Similarly, the mean score of 3.8605 for career progression, 

learning, training, and development signals potential for improvement in these aspects. These findings 

emphasize the significance of addressing specific dimensions within employer branding to cultivate an 

attractive workplace and retain a talented workforce. 

 

 

 

 

 

 

 

 

 

 

http://www.ijcrt.org/


www.ijcrt.org                                                    © 2023 IJCRT | Volume 11, Issue 11 November 2023 | ISSN: 2320-2882 

IJCRT2311448 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org d855 
 

4. TABULATION OF DATA ANALYSIS 

Objective – I: To study the relationship of Employer branding dimensions with the Retention of 

employees. 

 

Table.no  2 

Correlation Analysis of Employer Branding dimensions with the Retention  
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Retention Pearson 

Correlation 

1      

Sig. (2-tailed)       

N 129      

Work 

environment 

Pearson 

Correlation 

.622* 1     

Sig. (2-tailed) .012      

N 129 129     

Values and 

culture 

Pearson 

Correlation 

.464** .677** 1    

Sig. (2-tailed) .000 .000     

N 129 129 129    

Career 

progression,  

training, and 

development 

Pearson 

Correlation 

.637** .653** .842** 1   

Sig. (2-tailed) .000 .000 .000    

N 129 129 129 129   

Compensatio

n 

Pearson 

Correlation 

.418** .596** .515** .535** 1  

Sig. (2-tailed) .000 .000 .000 .000   

N 129 129 129 129 129  

Work life 

balance 

Pearson 

Correlation 

.685** .482** .434** .487** .857** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 129 129 129 129 129 129 

Source: Primary data 
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The table represents the correlations between employer branding dimensions and employee retention. The 

correlations reveal significant positive relationships between all employer branding dimensions and employee 

retention. The work environment dimension shows a moderate positive correlation 0.622, indicating that a 

positive work environment is associated with higher employee retention. Similarly, values and culture 0.464, 

career progression, learning, training, and development 0.637, compensation 0.418, and work-life balance 

0.685, dimensions all demonstrate strong positive correlations with employee retention. The study suggests 

that Organizations should focus on enhancing these dimensions to improve employee retention rates. Creating 

a positive work environment, promoting a strong organizational culture, providing opportunities for career 

growth and development, offering competitive compensation packages, and prioritizing work-life balance are 

crucial factors for retaining employees and fostering a loyal and committed workforce. The study results 

reject the null hypothesis and provide evidence that there is a significant relationship between employer 

branding dimensions and employee retention. 

 

Table.no 3  

Correlation Analysis of Employer Branding dimensions with the Attraction  
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Attraction Pearson 

Correlation 

1      

Sig. (2-

tailed) 
 

     

N 129      

Work 

environment 

Pearson 

Correlation 

.634** 1     

Sig. (2-

tailed) 

.008 
 

    

N 129 129     

Values and 

culture 

Pearson 

Correlation 

.733** .677** 1    

Sig. (2-

tailed) 

.000 .000 
 

   

N 129 129 129    

Career 

progression, 

Pearson 

Correlation 

.537** .653** .842** 1   
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learning, 

training, and 

development 

Sig. (2-

tailed) 

.007 .000 .000 
 

  

N 129 129 129 129   

Compensation Pearson 

Correlation 

.500** .596** .515** .535** 1  

Sig. (2-

tailed) 

.001 .000 .000 .000 
 

 

N 129 129 129 129 129  

Work-life 

balance 

Pearson 

Correlation 

.769** .482** .434** .487** .857** 1 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 
 

N 129 129 129 129 129 129 

Source: Primary data 

The table presents the correlations between various dimensions of employer branding and the attraction of 

employees. The results reveal significant positive correlations between all employer branding dimensions 

(work environment, values and culture, career progression, learning, training, and development, 

compensation, and work-life balance) and employee attraction. The Pearson correlation coefficients for the 

work environment, values and culture, career progression, compensation, and work-life balance are .634, .533, 

.437, .400 and .769** respectively, all of which indicate a strong positive relationship. The study suggests that 

organizations should focus on improving these dimensions to enhance employee attraction and create a 

positive employer brand image. The strongest correlation is observed with work-life balance, suggesting its 

particular importance in attracting employees. By prioritizing these dimensions, organizations can effectively 

position themselves as attractive employers and increase their ability to attract and retain talented individuals. 

Whereas, the study rejects the null hypothesis and indicates that there is indeed a significant relationship 

between employer branding dimensions and the attraction of employees. 

 

5. FINDINGS OF THE STUDY: 

1. A Positive correlation observed between retention and work environment (r = 0.622, p = 0.012), indicating 

that a positive work environment is associated with higher employee retention. 

2. A Strong positive correlations identified between retention and values and culture (r = 0.464, p < 0.001), 

underscoring the significance of organizational values and culture in influencing employee retention.  

3. A Strong positive correlation found between retention and career progression, learning, training, and 

development (r = 0.637, p < 0.001), suggesting that organizations emphasizing these aspects are likely to 

experience higher employee retention rates. 

4. Positive correlations noted between retention and compensation (r = 0.418, p < 0.001), emphasizing the 

importance of competitive compensation in retaining employees. 
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5. A Strong positive correlation observed between retention and work-life balance (r = 0.685, p < 0.001), 

highlighting the role of a healthy work-life balance in promoting employee retention. 

6. A Strong positive correlation observed between work-life balance and attraction (r = 0.769, p < 0.001), 

emphasizing the appeal of organizations prioritizing a healthy work-life balance. 

7. Positive correlation found between work environment and attraction (r = 0.634, p = 0.008), highlighting the 

importance of a positive workplace environment in attracting employees. 

8. Strong positive correlations identified between values and culture and both work environment (r = 0.677, p 

< 0.001) and attraction (r = 0.733, p < 0.001), emphasizing the influential role of organizational values and 

culture in shaping the work environment and attracting employees. 

9. Strong positive correlation between career progression, learning, training, and development (r = 0.842, p < 

0.001), indicating that organizations emphasizing these aspects tend to positively impact other dimensions, 

including attraction. Compensation shows positive correlations with work environment (r = 0.596, p < 

0.001), values and culture (r = 0.515, p < 0.001), and career progression, learning, training, and 

development (r = 0.535, p < 0.001), underscoring the integral role of competitive compensation in shaping 

these dimensions. 

6. CONCLUSION OF THE STUDY 

The present study focused to know the Impact of employer branding on the attraction and retention of 

employees in IT sector. The study has framed two objectives and adopted quantitative research approach. The 

study considered the convenient sampling methodology and collected the primary data through the drafted 

questionnaire.  

In conclusion, the correlation analysis provides valuable insights into the multifaceted relationship between 

employer branding dimensions and both employee attraction and retention in the IT sector. The findings 

highlight the critical role of a positive work environment, emphasizing its positive correlation with both 

attraction and  retention.  

Additionally, the study underscores the importance of organizational values and culture, career progression, 

learning, training, and development, competitive compensation, and work-life balance, all of which exhibit 

significant correlations with both attraction and retention. These dimensions collectively contribute to creating 

an appealing workplace and fostering employee loyalty. Organizations in the IT sector can leverage these 

insights to strategically enhance their employer branding efforts, tailoring initiatives that address specific 

dimensions to attract and retain top talent in this competitive industry. 
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