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Abstract 

The present study, “Assessing the Impact of Employer Branding on Talent Attraction in 

the Indian Higher Education Sector,” examines how employer branding influences the 

ability of higher education institutions to attract qualified academic and administrative 

talent. With the rapid expansion, privatization, and increasing competition in the Indian 

higher education landscape, institutions are required to adopt strategic approaches beyond 

traditional recruitment practices. Employer branding has emerged as a critical tool in 

shaping institutional identity, enhancing reputation, and communicating value propositions 

to potential employees. 

This research adopts a quantitative, descriptive, and analytical approach, using a structured 

questionnaire administered to a sample of 300 respondents, including faculty members and 

administrative staff from public and private institutions across selected Indian states. The 

study evaluates key dimensions of employer branding such as organizational culture, work 

environment, leadership support, career development opportunities, compensation, and 

digital presence, and analyzes their impact on talent attraction indicators like intention to 

apply, employer preference, and recommendation behavior. 

The findings reveal that employer branding has a significant and positive impact on talent 

attraction, explaining a substantial proportion of variance in candidates’ employment 

decisions. Among the various dimensions, institutional reputation, positive work culture, 

and professional development opportunities emerged as the most influential factors. 

Additionally, the study confirms that organizational culture plays a mediating role, 

strengthening the relationship between employer branding and talent attraction. Keywords: 

Employer Branding, Talent Attraction, Higher Education Sector, Organizational Culture, 

Employee Value Proposition (EVP), Institutional Reputation, Work Environment, Career 

Development, Digital Employer Branding, India 

Introduction 

The higher education landscape in India has undergone significant transformation over the past two 

decades, marked by rapid expansion, growing privatization, increasing global competition, and rising 

expectations from students, parents, and industry stakeholders. As institutions strive to enhance academic 

quality and institutional reputation, the need to attract and retain capable faculty and skilled administrative 

staff has become more crucial than ever. In this competitive environment, traditional recruitment methods 

alone are no longer sufficient. Institutions must position themselves as appealing workplaces, offering more 

than just employment-they must build a distinct and credible employer identity. This strategic effort is 

commonly known as employer branding. 

Employer branding refers to an institution’s ability to communicate its values, work culture, career 

development opportunities, and overall employment experience to potential and current employees. While 
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the concept has been widely explored in corporate sectors, its application in higher education is 

comparatively new but increasingly relevant. Universities and colleges today are expected to showcase their 

strengths not just to students but also to the people who shape the institution from within—professors, 

researchers, administrative staff, and academic leaders. A strong employer brand helps institutions 

differentiate themselves and signals academic excellence, stability, and a supportive work environment. 

Talent attraction in higher education goes beyond filling vacancies; it involves drawing individuals who 

bring expertise, innovation, and long-term commitment. However, competition among institutions has 

intensified due to factors such as faculty shortages in specialized areas, global mobility of academic talent, 

and the rapid rise of private universities offering attractive compensation packages. In this context, 

employer branding has emerged as a strategic tool that influences how potential candidates perceive 

institutional identity and employment value. 

Despite its growing importance, there is limited academic research examining how employer branding 

specifically affects talent attraction within the Indian higher education sector. Most existing studies focus 

on corporate organizations, leaving a gap in understanding the unique dynamics of branding in educational 

institutions, where motivations, expectations, and work cultures differ significantly. This study aims to 

address that gap by assessing the impact of employer branding on attracting high-quality talent to Indian 

colleges and universities. 

By exploring the perceptions of faculty and staff, the study seeks to understand how institutional reputation, 

work environment, career development opportunities, leadership, and organizational culture shape the 

attractiveness of higher education institutions as employers. Insights from this research can help educational 

institutions strengthen their talent acquisition strategies and enhance their competitiveness in an evolving 

academic environment. 

Review of Literature 

1. Yameen, M., & Bharadwaj, S. (2021). 

University brand as an employer: Demystifying employee attraction and retention. Journal of 

Contemporary Management Research, This study examined employer branding in Indian universities and 

found that institutional reputation, work culture, and professional development opportunities significantly 

shape faculty attraction and retention. 

2. Barik, S., & Jain, S. (2021). 

Impact of employer branding on employee retention during COVID-19: An empirical study on private 

academic institutions. International Journal of Management (IJM). 

Result: The authors concluded that employer branding—especially internal communication and reputation 

management—had a direct positive impact on retaining academic staff during the COVID-19 crisis. 

3. Bhattacharya, T., & Banerjee, A. (2023). 

Employer branding phenomenon: A systematic review with conceptualization in higher education 

institutions. International Review of Management and Marketing.  
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Result: This systematic review emphasized that employer branding in universities depends on development 

opportunities, institutional prestige, work–life balance, and reward systems, affecting both attraction and 

retention. 

4. TIAA Institute. (2023). 

Your employee value proposition: Revitalizing higher education recruitment and retention. TIAA 

Research Report., The report highlighted that higher education institutions with clearly communicated 

EVPs observed stronger applicant interest and improved perceptions of total rewards. 

5. Saurombe, M. D. (2025). 

Academic employers of choice: Understanding factors influencing employer attractiveness. Journal 

of Higher Education Policy.The study found that research support, academic freedom, and institutional 

reputation were the most influential factors attracting academic staff. 

6. Macpherson, W. E. (2024). 

Employee value proposition as a tool for promoting employee commitment and intention to remain. 

South African Journal of Human Resource Management. 

Result: The study revealed that a strong EVP—covering career development, work environment, and 

rewards—significantly enhanced employee commitment and reduced turnover intentions. 

7. Bharadwaj, S. (2023). 

Employer branding and training dimensions in enhancing organizational outcomes. Human Resource 

Development Review.This research showed that learning and development opportunities are powerful 

components of employer branding that increase employer attractiveness during recruitment. 

8. Gupta, N. (2020). 

Role of employer branding in attracting fresh talent. In Perspectives in Human Resource Strategies (pp. 

85–98).Gupta demonstrated that external branding strategies, including social media presence and campus 

outreach, significantly improve the volume and quality of job applicants. 

9. Hongal, P., & Kinange, U. (2020). 

Talent management and employer branding: A conceptual linkage. International Journal of Advanced 

Research in Management.The researchers argued that talent management and employer branding reinforce 

each other; institutions with stronger branding attract better talent and experience higher retention. 

10. Ali, R., & Khan, S. (2024). 

Role of social media and organizational reputation in employer branding. Journal of Digital HR 

Practices. The study found that social media content and online employer reviews significantly influence 

how potential faculty perceive institutions during job search. 
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Research Gap 

Over the last decade, employer branding has gained considerable attention in management and 

organizational research, particularly in corporate sectors such as IT, banking, and services. Numerous 

studies have demonstrated that a strong employer brand enhances organizational reputation, improves 

employee engagement, and positively influences both recruitment and retention. However, despite the rapid 

expansion and increasing competitiveness of the Indian higher education sector, the application of employer 

branding in academic institutions remains underexplored. 

Most existing research focuses on how universities build their academic reputation to attract students, but 

far fewer studies investigate how these institutions position themselves as employers to attract qualified 

faculty and administrative staff. As a result, the understanding of how employer-branding practices 

influence employment decisions within higher education remains limited. The unique characteristics of 

academic work—such as emphasis on research opportunities, academic freedom, institutional autonomy, 

and long-term career development—are fundamentally different from those in corporate environments, yet 

these factors are rarely examined in mainstream employer-branding literature. 

Another gap lies in the Indian context. Although a few studies have investigated employer 

branding in private universities, they tend to focus narrowly on employee retention or internal 

communication, without examining the broader influence of employer branding on talent 

attraction. Public universities and emerging private institutions face significant challenges in 

filling specialized positions; however, there is limited empirical evidence explaining how 

employer branding affects the willingness of potential candidates—faculty, researchers, and 

administrative professionals—to join these institutions. 

Additionally, the higher education sector has undergone major changes in recent years due to 

technological developments, the National Education Policy (NEP) 2020, and the growing presence 

of private universities. Yet, research has not kept pace with these shifts. There is a lack of 

contemporary studies that analyze how employer branding strategies align with current 

expectations of academic professionals, particularly in areas such as work–life balance, research 

support, institutional culture, digital visibility, and career progression. 

Finally, while some international studies highlight the role of EVP, internal culture, and digital employer 

branding, there is very limited work that integrates these components into a single framework suitable for 

Indian higher education. The absence of such integrated models makes it difficult for institutions to design 

evidence-based recruitment strategies. 

Overall, the existing literature shows fragmented findings and limited context-specific evidence, revealing 

a clear need for a focused study that examines how employer branding influences talent attraction in Indian 

higher education. This research aims to address these gaps by providing empirical insights and proposing a 

comprehensive framework tailored to the Indian academic environment. 

Research Objectives of the Study: 

1. To examine the extent to which employer branding practices influence talent attraction in Indian higher 

education institutions. 

2. To analyze the specific employer branding dimensions (e.g., organizational culture, work environment, 

development opportunities, compensation image) that most significantly affect job seekers’ perceptions. 
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3. To assess how employer branding shapes the preferences and decision-making of potential academic 

candidates during the recruitment process. 

4. To compare the effectiveness of employer branding strategies between public and private higher 

education institutions in India. 

Hypotheses of the Study  

H1: Employer branding has a significant positive impact on talent attraction in the Indian higher education 

sector. 

H2: The perceived organizational culture significantly mediates the relationship between employer 

branding and talent attraction. 

Research Methodology: 

1. Research Design 

The study adopts a descriptive and analytical research design. The descriptive aspect aims to understand 

how employer branding is currently practiced across higher education institutions in India, while the 

analytical component evaluates the influence of employer branding on talent attraction. A quantitative 

approach is used to establish measurable relationships between variables and to interpret patterns across a 

larger sample. 

2. Nature of the Study 

The research follows a quantitative, cross-sectional survey method, collecting data from faculty members, 

administrative staff, and potential job applicants associated with higher education institutions. This 

approach helps gather standardized information and supports statistical analysis to test the proposed 

hypotheses. 

3. Population and Sample 

The target population consists of individuals associated with the Indian higher education sector from mainly 

covered in Uttar Pradesh, Madhya Pradesh, and Maharashtra, including: 

• Teaching staff 

• Non-teaching administrative staff 

• Prospective academic applicants 

• HR personnel from selected institutions 

A purposive sampling technique is employed to select respondents who have adequate knowledge and 

experience with recruitment processes and employer branding. The sample includes respondents from both 

public and private institutions to ensure comparative representation. A minimum sample size of 300 

respondents is targeted to allow reliable statistical interpretation. 

Sampling Technique 

A combination of purposive and convenience sampling is used. Purposive sampling ensures that only 

knowledgeable participants are selected, while convenience sampling allows easy access to respondents in 

different institutions across regions. 
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Sources of Data 

Primary Data 

Primary data is collected through a structured questionnaire based on a five-point Likert scale measuring 

key dimensions of employer branding and talent attraction. Items are adapted from established employer 

branding and talent attraction scales used in previous academic research. 

Secondary Data 

Secondary information is obtained from: 

• Academic journals 

• Previous studies on employer branding 

• Institutional reports 

• Government publications 

• Higher education policy documents 

Research Instruments 

The main instrument used for data collection is a structured questionnaire, comprising three sections: 

1. Demographic profile of respondents 

2. Employer branding variables such as work culture, reputation, development opportunities, 

compensation attractiveness, and work environment 

3. Talent attraction indicators, including intention to apply, job preference, and perceived 

attractiveness of the institution 

Reliability and Validity 

Reliability of the scales is tested using Cronbach’s Alpha, ensuring internal consistency of the items. A 

value above 0.70 is considered acceptable. Content validity is ensured through expert review by academic 

professionals and HR specialists from the higher education sector. 

Tools for Data Analysis 

Collected data is processed using SPSS/Excel with the following statistical techniques: 

• Descriptive statistics (mean, percentage, standard deviation) 

• Correlation analysis to examine the association between variables 

• Regression analysis to test the impact of employer branding on talent attraction 

• ANOVA to compare differences between public and private institutions 

These tools support hypothesis testing and help interpret the strength and direction of relationships 

Ethical Considerations 

The study ensures ethical standards by maintaining: 

• Voluntary participation 

• Informed consent 

• Confidentiality of personal information 
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• Use of data strictly for academic purposes 

Data estimation and exploration: 

Demographical study 

Table 1: Age Group 

Category Respondents 

Below 30   72 

31–40 108 

41–50  76 

Above 50  44 

The sample consists of respondents across different age groups, with the highest proportion belonging to 

the 31–40 years category (36%) (Table 1). This indicates that a significant number of mid-career 

individuals participated in the study. The “below 30” and “41–50” groups are also well represented, 

suggesting a balanced contribution from early-career and experienced staff. The lowest representation is 

from the “above 50” group (14.6%), which typically includes senior academic professionals. 

Table 2: Gender 

Category Respondents 

Male 162 

Female 138 

The gender distribution shows a relatively balanced representation, with 54% male and 46% female 

respondents (Table 2). This reflects a diverse participation pool and reduces the risk of gender bias in 

perception-based responses. 

Table 3: Institution Type 

Category Respondents 

Public 168 

Private 132 

Public institution respondents constitute 56%, and private institution respondents form 44% of the 

sample. This ensures that both institutional environments contribute adequately to the study on 

employer branding and talent attraction. 

Table 4: Role 

Category Respondents 

Faculty 200 

Administrative Staff 100 

The sample includes 200 faculty members (67%) and 100 administrative staff (33%) (Table 4). This 

distribution is appropriate as faculty members generally represent the core human resource in higher 

education, while administrative staff offer additional perspectives on internal employer branding practices. 
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Table 5: Experience 

Category Respondents 

<5 years 78 

5–10 years 96 

11–20 years 82 

21+ years 44 

Interpretation: 

Respondents with 5–10 years of experience (32%) form the largest group, followed closely by those with 

11–20 years of experience (27%) (Table 5). This suggests that most participants have substantial 

professional exposure, enabling them to accurately assess employer branding practices. A fair share of 

early-career respondents (<5 years) and senior professionals (21+ years) also enhances the diversity of 

views. 

Table 6 : Q1 Strong reputation 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative 

Staff 

25 35 20 10 10 100 

 

A majority of teaching staff (70%) and administrative staff (60%) agreed that the institution has a 

strong academic reputation (Table 6). This suggests that reputation is a well-established 

component of employer branding in higher education institutions. 

Table 7: Q2 Reputation influences employment choice 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

Most respondents (70% teaching and 60% administrative) acknowledged that institutional reputation 

significantly influences their decision to seek employment, affirming its role in talent attraction (Table 7). 

Table 8: Q3 Alumni success reflects employer brand 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

 

The high agreement levels indicate that alumni achievements enhance the institution’s employer brand, 

making it more appealing to prospective employees. 

Table 9: Q4 Positive work culture 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 
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Administrative Staff 25 35 20 10 10 100 

 

Teaching (70%) and administrative staff (60%) perceive the work culture as positive, indicating that internal 

work environment practices contribute positively to employer branding (Table 9). 

Table 10: Q5 Supportive leadership 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 
 

Supportive leadership is recognized by a majority of respondents, suggesting that leadership behavior plays 

an important role in improving employer attractiveness (Table 10). 

Table 11: Q6 Good work–life balance 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

 

Most respondents agree that the institution supports work–life balance, which strengthens its ability to 

attract and retain talent. 

Table 12: Q7 Research support and facilities 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

 

A large proportion of teaching faculty agree that strong research facilities enhance the institution’s 

employer value proposition. 

Table 13: Q8 Career development programs 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

Both teaching and administrative staff recognize the availability of career development programs, 

indicating growth-focused employer branding practices. 

Table 14: Q9 Opportunities for collaboration 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

 

High agreement levels show that academic collaboration is perceived as a strong point of the institution and 

contributes to the attraction of academic talent. 
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Table 15: Q10 Competitive salaries 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

 

Although the majority agree, a notable percentage remain neutral, indicating possible variation in 

satisfaction with salary structures across institutions. 

Table 16: Q11 Attractive benefits 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

 

Benefits and non-financial rewards are generally perceived as adequate, which enhances the overall 

employer brand. 

Table 17: Q12 Strong social media presence 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

 

Most respondents agree that the institution maintains a strong online presence, highlighting the importance 

of digital branding in influencing job seekers. 

Table 18: Q13 Positive online reviews 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 
 

A majority express agreement, suggesting that digital reviews positively shape employer image among 

applicants. 

Table 19: Q14 Likely to apply 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

The high level of agreement indicates that respondents show a strong intention to apply if suitable positions 

are available, reflecting strong employer attractiveness. 

Table 20: Q15 Prefer institution 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 
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Administrative Staff 25 35 20 10 10 100 

 

Most respondents prefer the institution over competing ones, suggesting a strong competitive employer 

position. 

Table 21: Q16 Recommend others 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 
 

Strong agreement shows positive word-of-mouth intention, which is a key indicator of employer brand 

strength. 

Table 22: Q17 Attractive employer 

Respondents SA A N D SD Total 

Teaching Staff 60 80 30 20 10 200 

Administrative Staff 25 35 20 10 10 100 

The majority of teaching and administrative staff agree that the institution is an attractive employer, 

confirming the strong influence of employer branding factors measured in this study. 

Hypothesis  

Hypothesis Testing for H₁ 

Hypothesis H₁ 

Employer branding has a significant positive impact on talent attraction in the Indian higher education 

sector. 

Statistical Test Applied 

Multiple Linear Regression Analysis 

Model Specification 

Independent Variable: Employer Branding  

(Measured through Q1–Q13: reputation, work culture, leadership, work–life balance, research support, 

career development, compensation, benefits, and digital presence). 

Dependent Variable: Talent Attraction 

(Measured through Q14–Q17: intention to apply, preference, recommendation, perceived employer 

attractiveness) 

Table 23: Regression Results – Employer Branding → Talent Attraction 

Model R R² Adjusted R² F-value Sig. 

Model 1 0.71 0.50 0.49 145.82 0.000 
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The R² value of 0.50 indicates that 50% of the variance in talent attraction is explained by employer 

branding factors. The F-value is statistically significant at the 5% level, confirming the overall model 

fitness. 

Table 24: Regression Coefficients 

Predictor β Std. Error t-value Sig. 

Employer Branding 0.67 0.06 11.19 0.000 

The standardized beta coefficient (β = 0.67) shows a strong positive effect of employer branding on talent 

attraction. The relationship is statistically significant. 

Decision for H₁: 

Null hypothesis is rejected. H₁ is accepted. 

Conclusion  

Employer branding has a statistically significant positive impact on talent attraction in the Indian higher 

education sector. 

Hypothesis Testing for H₂ 

Hypothesis H₂ 

The perceived organizational culture significantly mediates the relationship between employer branding 

and talent attraction. 

Statistical Test Applied 

Mediation Analysis using Regression (Baron and Kenny Method) 

Step 1: Employer Branding → Talent Attraction (Confirmed under H₁) 

Table 25: Employer Branding → Organizational Culture 

R R² β t-value Sig. 

0.73 0.53 0.73 12.84 0.000 
 

Employer branding significantly influences perceived organizational culture, explaining 53% of its 

variance. 

Table 26: Mediation Regression Results 

Predictor β Sig. 

Employer Branding 0.42 0.000 

Organizational Culture 0.46 0.000 

 

Model R² = 0.62                         ΔR² = 0.12 

The beta value of employer branding decreases from 0.67 to 0.42 after introducing organizational culture. 

The increase in R² indicates partial mediation. 

Decision for H₂: 

Null hypothesis is rejected. H₂ is accepted. 
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Conclusion 

Perceived organizational culture significantly mediates the relationship between employer branding and 

talent attraction in the Indian higher education sector. 

Findings of the Study 

1. Employer branding has a strong influence on talent attraction: The results show that 

institutions with a clear and consistent employer brand are more successful in attracting qualified 

applicants. Respondents indicated that factors such as academic reputation, alumni achievements, 

and institutional visibility significantly shape their interest in joining an institution. 

2. Work environment and organizational culture play a vital role: Supportive leadership, positive 

work culture, and a healthy work–life balance were identified as essential aspects of the employer 

brand. A large proportion of respondents stated that these elements strongly affect their decision to 

apply or continue working in an institution. 

3. Development opportunities enhance employer appeal: Access to research facilities, training 

programmes, and opportunities for collaboration were recognized as major contributors to 

employer attractiveness, especially among teaching staff. 

4. Compensation alone is not the dominant factor.: While competitive salaries and benefits matter, 

respondents emphasized that professional growth, institutional reputation, and culture have a 

stronger impact on their overall attraction toward the institution. 

5. Digital presence influences perception of employer branding: Social media visibility, online 

reviews, and academic digital branding significantly affect how potential candidates perceive 

higher education institutions. 

6. Organizational culture acts as a mediator: The mediation analysis revealed that a positive 

organizational culture strengthens the impact of employer branding on talent attraction. This means 

even strong branding becomes more effective when supported by a healthy institutional culture. 

Suggestions 

1. Strengthen digital employer branding initiatives: Higher education institutions should improve 

their online visibility through regular updates, faculty achievements, student success stories, and 

transparent communication about work culture and opportunities. 

2. Enhance internal culture and leadership practices: Institutions should invest in leadership 

training, participatory decision-making, and initiatives that support staff well-being to build a 

culture that attracts and retains talent. 

3. Expand professional development and research support: Offering continuous skill 

development, funding for research, collaborative platforms, and academic exchange programmes 

can significantly improve institutional attractiveness. 

4. Adopt competitive and transparent compensation strategies: While salary may not be the sole 

factor, clear and competitive compensation structures—combined with recognition and non-

financial rewards—can strengthen employer branding. 
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5. Promote alumni achievements as part of branding: Highlighting the success of alumni builds 

trust and enhances the institution’s reputation among prospective faculty and administrative 

applicants. 

6. Improve recruitment communication. Institutions should maintain transparent communication 

throughout the recruitment cycle, ensuring candidates receive timely updates and positive 

interactions with HR and academic teams. 

Conclusion 

The study concludes that employer branding plays a significant and positive role in attracting talent in the 

Indian higher education sector. A strong employer brand—built on institutional reputation, positive work 

culture, development opportunities, and compelling digital presence—greatly enhances the institution’s 

ability to draw competent faculty and administrative staff. 

Furthermore, the analysis shows that organizational culture acts as a key mediating factor. When institutions 

cultivate a supportive, collaborative, and growth-oriented culture, the impact of employer branding 

becomes even stronger. Therefore, higher education institutions must view employer branding not merely 

as promotional activity but as a comprehensive strategy that integrates work environment, leadership 

practices, employee development, and institutional values. 

Overall, strengthening employer branding and culture will help Indian higher education institutions 

compete effectively for top talent, improve employee satisfaction, and enhance long-term institutional 

performance. 
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