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Beyond Perks: Why Employer 
Branding Must Prove Its 
Business Value

Employer branding has become a cornerstone of modern talent 
strategy. As the labor market tightens and employee expectations 
evolve, companies must go beyond compensation and perks to 
attract, engage, and retain talent. 



However, while employer branding is now widely recognized as 
important, its impact is still often misunderstood or underestimated, 
especially when it comes to demonstrating return on investment 
(ROI). 



According to business management consultancy firm, The 
Conference Board, while around 78% of companies invest in employer 
branding, only 18% are able to clearly communicate the ROI of their 
employer branding initiatives to their organizations.



With increasing focus on HR leaders to justify spend and align 
initiatives with business outcomes, quantifying the value of employer 
branding has become extremely critical across India Inc.


https://www.conference-board.org/press/roi-employer-branding
https://www.prnewswire.com/news-releases/show-me-the-roi-only-18-of-companies-communicate-impact-of-employer-branding-302418678.html#:~:text=
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This guide is designed to be a comprehensive roadmap for talent leaders seeking to not only understand the value of
employer branding but also measure and communicate it effectively.
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Underlining the Importance 
of Employer Branding

Employer branding is the sum of a company's efforts to communicate its identity 
as an employer to potential and existing employees. Unlike corporate branding, 
which is consumer-facing, employer branding speaks directly to the workforce. 

It conveys the organization’s culture, values, mission, work environment, and 
career prospects. 

And in a world where employees are more empowered than ever, that message 
matters.



Employer branding isn't just a buzzword—it's a powerful driver of talent 
attraction, retention, and cost efficiency. Here’s why it matters�

: According to LinkedIn’s Employer Brand Statistics, 75% of job 
seekers consider an employer’s brand before applying.  

� Attraction

� Retention: 
� Cost per Hire:

� Competitive CTCs:

� Strong Talent Pool:

A strong employer brand can reduce turnover by up to 28%�
 Focused employer branding strategies reduce the cost to hire by 

up to 50%�
 A study from Harvard Business Review states that 

companies with a poor employer branding end up paying around 10% more in 
salaries.�

 Forbes states that over 86% of people will not consider 
working for a company with a weak or negative social brand. 



A McKinsey publication ‘The People-First Approach to Business Building’ further 
underlines its importance, stating that even strong sourcing channels may prove 
ineffective if the branding is weak, and may further drive away strong candidates 
while impacting broader business outcomes like shareholder returns and 
profitability.
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https://business.linkedin.com/content/dam/business/talent-solutions/global/en_us/c/pdfs/ultimate-list-of-employer-brand-stats.pdf
https://business.linkedin.com/content/dam/business/talent-solutions/global/en_us/c/pdfs/ultimate-list-of-employer-brand-stats.pdf
https://business.linkedin.com/content/dam/business/talent-solutions/global/en_us/c/pdfs/ultimate-list-of-employer-brand-stats.pdf
https://www.forbes.com/councils/forbeshumanresourcescouncil/2022/06/24/the-value-of-employer-branding/
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-people-first-approach-to-business-building


The Need to Evaluate 
Employer Branding ROI

Despite the proven impact of employer branding, only 41% of organizations 
currently measure their business outcomes. This disconnect reveals a critical 
maturity gap. While most leaders acknowledge the importance of employer brand, 
far fewer are equipped to quantify its return.



This gap creates three major problems�
 Without data, it’s difficult to justify or defend employer 

branding budgets�
 Without measurement, organizations can’t identify 

what’s working or where they’re falling short in their branding initiatives�
 In the absence of ROI evidence, employer 

branding risks being sidelined in strategic conversations with the board which 
may dilute its overall importance in the long-term.



Why Does AI Further Increase the Urgency to Measure Employer Branding ROI?

As AI automates more aspects of recruitment and workforce management, the 
employer brand becomes one of the few remaining differentiators that can’t be 
replicated by algorithms.


� Lack of accountability:

� Missed opportunities:

� Misalignment with leadership:

Simultaneously, AI-driven hiring systems generate huge volumes of data—making 
it increasingly feasible (and expected) to measure the impact of brand efforts with 
precision. 



As CHROs become stewards of both people and performance, failing to quantify 
employer brand ROI is no longer tenable in an AI-powered world. Measuring the 
ROI of employer branding helps HR leaders�

� Quantify the return on branding investment�
� Align talent strategies with business goal�
� Communicate results in terms that resonate with the C-suit�
� Benchmark against industry leaders or direct competitor�
� Continuously optimize employer brand programs



If employer branding is a lever for performance, ROI is the grip. It transforms 
branding from storytelling to business strategy.



The next step is understanding what exactly needs to be measured, which begins 
with defining the core components of a modern employer brand.
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What You’re Actually Measuring: 
The Six Core Components of 
Employer Branding

Before measuring ROI, organizations must first understand what constitutes their 
employer brand. Employer branding is not a single campaign or initiative—it is a 
composite of interconnected elements that collectively shape how current and 
prospective employees perceive an organization.



Each of these elements has its own influence on candidate behaviour, employee 
experience, and ultimately, business performance. Defining these components 
provides clarity on where to focus measurement efforts and what outcomes to 
track.



According to Harvard Business Review, 76% of candidates want to know about the 
workplace culture and benefits before accepting the offer. The EVP serves as the 
foundation of employer branding and articulates the unique set of benefits and 
values the organization offers in exchange for an employee’s skills and 
contributions. A well-crafted EVP aligns with employee sentiment, resonates with 
talent- -expectations, and reflects the company’s mission and business priorities. 
It is often the primary lens through which employer branding ROI is assessed. 


Culture encompasses the day-to-day experience of employees—shaped by values, 
behaviors, leadership styles, and internal rituals. A strong, inclusive culture fosters 
engagement and loyalty, while misalignment can result in disengagement or 
attrition. Culture can be measured through pulse surveys, engagement scores, and 
turnover trends.



These are the digital and physical interfaces through which the employer brand is 
expressed: job listings, social media, onboarding materials, career sites, and 
internal communications. Consistency across touchpoints is essential to building 
credibility. These assets can be tracked for reach, engagement, and conversion 
metrics.



From the first interaction with a job post to the final exit interview, every stage of 
the talent journey shapes employer perception. A seamless, empathetic, and 
value-driven experience can directly impact key metrics such as time-to-hire, 
offer acceptance rate, and employee Net Promoter Score (eNPS).



1. Employee Value Proposition (EVP)


2. Organizational Culture


3. Communication Touchpoints


4. Candidate and Employee Experience
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https://hbr.org/2016/03/a-bad-reputation-costs-company-at-least-10-more-per-hire


5. Employer Reviews and Ratings


6. Leadership and Purpose


Third-party platforms like Glassdoor, Indeed, and AmbitionBox offer transparent 
feedback on employee experience. These ratings are a crucial barometer of brand 
health and significantly influence job-seeking behavior. Trends in review scores, 
sentiment, and recurring themes provide actionable insights for HR and 
communications teams.



The visibility and authenticity of senior leadership have a profound impact on how 
the employer brand is perceived. Leaders who embody company values and 
communicate a clear, compelling mission contribute to a more attractive and 
credible brand. Their influence can be assessed through leadership trust scores, 
internal communications analytics, and alignment in employee surveys.



Each of these six components can be evaluated using both qualitative and 
quantitative methods. Together, they create a holistic framework for 
understanding where employer branding delivers value, and where improvements 
may be needed.



In the following section, the guide explores which metrics matter most when it 
comes to evaluating the ROI of employer branding, and how organizations can 
map these back to specific branding elements.

How strong is your EVP and employer brand architecture?


Book a free consultation with a Taggd talent expert 
to audit your brand fundamentals.



30-minute 

Schedule Now 7

https://taggd.in/contact-us/


6 Steps to Evaluate ROI of
Employer Branding

Measuring employer branding ROI is both a science and an art. It involves
quantifying results, making smart correlations, and communicating outcomes
clearly to stakeholders. Below is a step-by-step framework for doing so
effectively:



According to Forbes, communicating the organization’s mission and goals in clear
and simple terms is the most important factor in building a strong employer brand.
No jargon, no buzzwords, just a plain and simple list of objectives.



The employer brand must directly support the company’s core business objectives
and not run as a standalone initiative. Too often, employer branding operates in
isolation, disconnected from growth targets or workforce planning. This is where
most measurement efforts fall short.



The branding lead must be absolutely clear about the problems the business is
trying to solve through employer branding. Common goals include reducing time-
to-fill, improving retention, boosting candidate quality, or enhancing internal
mobility. For instance, if a company is targeting digital expansion or Tier 2 and 3
markets, the brand initiatives should focus on attracting talent that supports
those aims — like local sales talent or digital experts.



From a long-term positioning standpoint, McKinsey offersoffers a compelling
benchmark for how organizations can articulate their employer branding
objectives. Their messaging—“Work here, and when you leave, you can work
anywhere”—is a powerful example of a confident yet aspirational employer value
proposition. It communicates the promise of accelerated career capital without
sounding boastful, creating a strong and credible appeal to high-caliber talent.



To measure the ROI of employer branding effectively, organizations must track a
balanced mix of metrics that reflect recruitment efficiency, employee
engagement, and external brand perception. This multi-dimensional approach
ensures that both operational performance and brand value are captured in the
measurement process.



These metrics assess how employer branding influences the efficiency and
effectiveness of hiring processes.






Step 1: Define Clear Objectives


Step 2: Choose the Right Metrics to Track Output


A. Recruitment Metrics
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https://www.forbes.com/councils/forbesagencycouncil/2024/01/24/employer-branding-strategy-how-to-recruit-and-retain-top-talent/
https://chiefexecutive.net/what-every-leader-can-learn-from-mckinsey-about-employer-branding/


Cost-per-Hire:

Time-to-Fill:

Applicant Quality Ratio:

Offer Acceptance Rate:

Quality of Hire: 

B. Engagement Metrics


Employee Net Promoter Score (eNPS): 

Survey Response Rates:

 Ranked among the top three key metrics to measure ROI by 
LinkedIn, this metric calculates the total recruitment spend divided by the number 
of hires. A strong employer brand tends to lower this figure by driving more 
organic interest and reducing reliance on costly external channels.



 Time-to-fill measures the number of days it takes to fill an open role. 
A well-recognized employer brand can shorten this timeline by attracting better-
fit candidates more quickly, particularly for hard-to-fill or strategic roles.



 This ratio compares the number of qualified candidates to 
the total number of applicants. A higher ratio suggests that the employer brand is 
successfully attracting talent that meets the company’s requirements.



 This metric reflects the percentage of job offers accepted 
by candidates. A compelling employer brand typically leads to higher acceptance 
rates by increasing the organization's attractiveness relative to competitors. 
Rising rates often indicate strong brand perception and effective communication 
of the EVP.



Quality of hire measures how well new employees perform and fit 
within the organization. It is often evaluated through early performance scores, 
retention rates, or hiring manager satisfaction. A strong employer brand attracts 
talent that is not only qualified but also aligned with the company’s culture and 
long-term goals.



These indicators reflect how current employees respond to and interact with the 
employer brand internally.



eNPS evaluates how likely employees are 
to recommend their workplace to others. According to AIHR, eNPS is a key metric 
to gauge employee sentiment and monitor any improvement in employer branding. 
A high score indicates a strong internal culture and alignment with the company’s 
employer brand promise.



 The rate at which employees participate in engagement or 
feedback surveys can signal the level of trust and involvement within the 
workforce — both of which are foundational to a credible employer brand.
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Internal Referral Volume:

C. Perception Metrics


Glassdoor or Job Board Ratings: 

Employer Brand Awareness: 

Step 3: Establish Baseline Data


Step 4: Track and Quantify Investments


 This metric tracks the frequency of employee-generated 
referrals for open roles. A high volume suggests employees have a positive 
perception of the organization and are willing to advocate for it externally.



These metrics gauge how the employer brand is perceived by external audiences, 
including potential candidates and the wider talent market.



Ratings and reviews on platforms like Glassdoor 
offer real-time feedback on the candidate and employee experience. Rising scores 
can reflect improvements in employer branding efforts and overall workplace 
culture.



This is typically assessed through brand recall surveys 
or digital reach metrics, such as website visits, social mentions, and campaign 
impressions.



High awareness indicates a strong top-of-funnel presence among target talent 
pools.

Social Sentiment Analysis: By analysing the tone and context of online 
discussions, companies can understand public sentiment toward their employer 
brand. A positive sentiment trend reflects a healthy reputation, while spikes in 
negative sentiment may point to specific issues needing attention.



Before launching any new employer branding initiative, it is critical to understand 
current performance levels. This baseline provides a control group against which 
future results can be measured. In the absence of a baseline, it’s impossible to 
determine whether improvements are due to employer branding efforts or other 
factors (like seasonality or market conditions). 



Baseline data should cover key recruitment metrics (such as time-to-fill, cost-per-
hire, and quality of hire), employee engagement indicators, and employer brand 
perception metrics. By knowing where the organization currently stands, teams 
can set more realistic goals and identify which areas show improvement post-
initiative.



To accurately calculate ROI, all employer branding-related expenditures must be 
tracked and recorded. This includes direct costs like advertising spend, agency or 
vendor fees, and software or platform subscriptions. 



It also includes indirect costs, such as employee hours spent on branding 
activities (e.g., content creation, event participation) and internal team 
contributions. Documenting these expenses in detail enables clearer cost-benefit 
comparisons once impact data is available.
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Step 5: Attribution and Impact Analysis


Step 6: ROI Calculation


ROI (%) = [(Return – Investment) / Investment] x 100



Proving that employer branding efforts lead to business outcomes requires a 
structured approach to attribution. Whenever possible, organizations should use 
experimental designs—such as A/B testing employer value proposition (EVP) 
messaging, or running pilot branding campaigns in specific regions or 
departments. 



Tracking links, campaign tags, and conversion metrics should be used to assess 
the performance of specific assets and channels. This helps isolate the impact of 
employer branding from other variables and demonstrates causality.



Once both investment and outcome data are collected, the ROI can be calculated 
using the classic formula:



For example, if an EVP campaign costing ₹3 crores helps reduce reliance on 
external recruitment agencies, and leads to savings of ₹7 crores, the ROI would 
be:



[(7 – 3) / 3] x 100 = 133%
 


Beyond financial metrics, organizations should also capture qualitative outcomes 
to enrich the ROI narrative. This might include improved candidate experience 
scores, stronger employer review ratings, or testimonials from new hires who cite 
branding as a factor in their decision. These non-financial indicators reinforce the 
value of employer branding and help build a more complete, persuasive business 
case for continued investment.


McKinsey’s employer branding framework suggests monitoring at 
least application quality score, employee referral rates, social media 

engagement metrics, and employer review ratings, to effectively 
track the results of employer branding efforts
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3. Perception Surveys


4. Cost Avoidance & Efficiency Analysis


5. Campaign & Channel Analytics


Surveys, both internal and external, provide insight into how people perceive the 
employer brand. Candidate surveys can reveal if messaging is resonating, while 
employee surveys assess whether internal realities match what’s being promised 
externally.



Questions may focus on EVP clarity, cultural alignment, or likelihood to 
recommend the company (eNPS). These surveys uncover hidden gaps and provide 
a human-centered view that pure performance data often misses.



Instead of focusing only on direct ROI, this strategy quantifies the costs avoided 
as a result of improved employer branding. Examples include reduced agency 
usage, fewer bad hires, lower attrition, or faster time-to-productivity.



It's a compelling approach for finance leaders, especially when tied to workforce 
planning. While it may require cross-functional collaboration (e.g., with Finance or 
FP&A), the payoff is high in terms of credibility and influence.



With employer branding increasingly digital, campaign analytics provide 
immediate insight into audience engagement. UTM-tagged links, heatmaps, social 
performance, and video completion rates can all point to what’s working — and 
what’s not.



When integrated with downstream outcomes (like application start-to-finish rates 
or quality of hire), these metrics help connect brand storytelling to business 
outcomes.




Want to implement these

strategies in your organization?

Schedule Now
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Strategy Complexity Data Required Best For

Before-and-
After 

Benchmarking

Mid-term 
campaignsKPI trendsLow

Attribution 
Modeling

Digital-savvy 
hiring 

environments
Multi-touch 

data
High

Perception 
Surveys

EVP alignment, 
brand 

sentiment

Survey tools, 
analyticsMedium

Cost 
Avoidance 

Analysis

Budget 
justification

Finance + HR 
dataMedium

Campaign/
Channel 

Analytics

Real-time 
feedback and 

tactical 
optimization

Marketing + 
ATS dataMedium

Choosing the Right Strategy

Each of these strategies offers a different lens through which to evaluate impact. 
Companies may start with basic benchmarking and grow into more sophisticated 
models as their data maturity increases. The key is to choose methods that align 
with your organization’s goals, resourcing, and analytics capabilities — while 
maintaining a clear line of sight to talent and business outcomes.
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Top Challenges in Measuring ROI

Despite best intentions, many organizations encounter roadblocks when trying to 
calculate employer branding ROI. These challenges can be both technical and 
organizational.



Employer branding influences multiple touchpoints across the candidate and employee 
lifecycle — from awareness to engagement to retention. However, its effects often 
overlap with other factors like compensation, leadership quality, and market reputation. 
In fact, only 68% companies measure any employer branding outcome due to such 
complexities. Isolating the precise impact of branding on an outcome becomes 
inherently difficult, making clean attribution a persistent challenge.



Employer branding is a long-term investment. The impact of a new EVP or content 
campaign might only show up 6–18 months later through improved retention, better 
application rates, or reduced cost-per-hire. This lag complicates real-time ROI 
reporting and may frustrate stakeholders seeking immediate results.



There’s no universally accepted framework for calculating employer branding ROI. Each 
organization defines and tracks success differently — with varying KPIs, time horizons, 
and data sources. This lack of standardization makes internal benchmarking 
inconsistent and external comparisons unreliable in the initial stages.



Key employer branding data lives across multiple functions: Talent Acquisition, HR, 
Marketing, Communications, and even IT. When these systems don’t talk to each other, 
measurement becomes fragmented and incomplete. Insights often remain locked in 
departmental silos, diluting their strategic value.



When employer branding is viewed as a creative or communications exercise rather 
than a business growth lever, measurement becomes a low priority. Without leadership 
buy-in, efforts to link branding with bottom-line outcomes often stall due to a lack of 
resources, visibility, or urgency.



1. Attribution Complexity


2. Long Payback Periods


3. Lack of Standardization


4. Data Silos and Fragmentation


5. Executive Buy-In


Want to discuss your

challenges in detail?

Talk to an Expert Now
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How to Overcome These Challenges

Overcoming the measurement challenges in employer branding requires a mix of 
systems, strategy, and storytelling.



Integrate data from your ATS (Applicant Tracking System), HRIS (Human Resource 
Information System), CRM, and social listening tools into a single dashboard. This 
not only enables end-to-end tracking of the talent lifecycle but also helps surface 
patterns and attribution links that would otherwise go unnoticed.



While hard metrics are crucial, they don’t tell the full story. Augment your 
dashboards with qualitative data—such as candidate feedback, employee focus 
groups, and Glassdoor reviews—to understand sentiment and brand authenticity. 
Sentiment analysis tools and -open-text surveys can help scale these insights.



Frame employer branding as a solution to business-critical challenges like 
productivity, retention, or skills gaps. Use pilot projects and early wins (e.g., 
reduced agency costs or faster onboarding) to demonstrate tangible value. 
Present data in business terms, not HR jargon.



Use third-party data sources such as Universum, LinkedIn Talent Insights, and 
Glassdoor to benchmark your performance. Comparing against competitors or 
industry best practices can help validate your strategy and identify gaps in 
perception, reach, or engagement.



Data earns attention, but stories drive action. Instead of simply reporting metrics 
like a 20% drop in time-to-fill, narrate the journey—how a refreshed EVP improved 
candidate perception, leading to higher quality applications and faster decision-
making. Contextual storytelling makes your results meaningful to both HR and 
non-HR stakeholders.



1. Develop a Unified Data Framework


2. Blend Quantitative and Qualitative Insights


3. Secure Leadership Alignment Early


4. Leverage External Benchmarks


5. Turn Data into Stories
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How Companies Can Boost 
Employer Branding

for Gen Z and Millennials
Millennials and Gen Z professionals increasingly dominate the global workforce with 
millennials alone projected to comprise 75% by the end of 2025.



These generations bring a distinct lens to employment decisions, placing a premium on 
purpose, authenticity, and growth. For organizations to remain competitive in 
attracting and retaining this cohort, employer branding strategies must evolve beyond 
transactional offerings and reflect a more human, values-led proposition.



Gen Z and millennials are not merely seeking jobs—they’re seeking alignment. The 
employer brand must resonate on dimensions that go deeper than paychecks and 
prestige. Several key themes emerge from research and practice�

� According to Deloitte’s Global Millennial Survey, nearly 75% of Gen Z and millennial 
respondents prioritize employers that have a meaningful impact on society and the 
environment�

� Research in the IOSR Journal consistently shows that 68% of candidates in these 
age groups rank company culture and values above salary when evaluating 
employers. This cohort wants to work in environments that reflect their personal 
principles, foster inclusion, and exhibit integrity�

� A Paychex report found that 74% of millennials and Gen Z professionals identify 
growth opportunities, mentorship access, and continuous learning as career non-
negotiables. An unclear or stagnant path to advancement is among the top reasons 
for early attrition.

Why Employer Branding Matters More to Emerging Talent Segments



Deloitte: 75% prioritize this

IOSR: 68% rank this above pay

70%+ check online credibility

Paychex: 74% consider this

non-negotiable

�  Over 70% of younger job seekers assess an employer’s credibility through its social 
media presence and employee reviews. They expect consistent, 
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To build a brand that genuinely connects with next-gen talent, organizations must 
adapt in the following ways:



 Companies must go beyond vague mission statements. 
They should demonstrate how the organization’s work contributes to societal and 
environmental goals. Showcase real stories, measurable impact, and employee 
involvement in CSR and DEI initiatives. 


 Ensure career development is not just promised 
but structured and visible. This includes transparent promotion pathways, access 
to mentors, curated learning journeys, and internal mobility programs. 


Leverage employee voices to 
communicate culture. Encourage user-generated content, feature real stories on 
social platforms, and maintain transparency on review sites. However, 
organizations must not promote scripted messaging that undermines credibility.



Cultivate and showcase cultures 
that are participatory and psychologically safe. Enable open dialogue, recognize 
diverse contributions, and visibly act on employee feedback.



 Build EB messaging around well-being 
pillars—mental, emotional, financial, and social. Highlight flexible work policies, 
wellness programs, and individualized support systems in ways that reflect 
genuine care such as positively publicizing provisions for employee self-help 
groups and mental wellness initiatives�

� Companies that actively manage their employer brand on social media are 3x 
more likely to make a quality hire�

� 69% of candidates are more likely to apply for a job if the employer actively 
responds to social media interactions, directly linking engagement to 
increased candidate interest.



To undertake all these points, companies must leverage social media platforms like 
Instagram, LinkedIn, and Facebook. That’s where Gen-Z and millennials engage the 
most, be it for professional or personal reasons. Be it sharing Behind-the-Scenes 
stories, sharing fresh job openings, or promoting new initiatives, companies must 
make it a point to share all these developments on social media.

1. Operationalize Purpose:

2. Embed Growth into the EVP:

3. Humanize the Digital Employer Brand: 

4. Design Inclusive, Feedback-Rich Environments: 

5. Demonstrate Commitment to Well-being:

How to Undertake Successful Employer 
Branding Targeting Gen-Z and Millennials

20

https://vorecol.com/blogs/blog-how-can-companies-leverage-social-media-to-enhance-their-employer-brand-86704
https://vorecol.com/blogs/blog-how-can-companies-leverage-social-media-to-enhance-their-employer-brand-86704


Tips to Operationalize a Dedicated 
Talent Analytics Function

To operationalize ROI measurement, HR teams must consider establishing a 
lightweight yet effective analytics setup along the following lines�

Appoint a point person or cross-functional 
squad with a mix of HR, marketing, and data science capabilities�

Build a live dashboard that integrates ATS, 
HRIS, and engagement tools to track branding KPIs�

Share performance trends and 
recommendations with leadership on a quarterly basis to maintain alignment 
and momentum�

Encourage A/B testing of campaigns, EVP 
positioning, and internal communication to identify which employer branding 
initiative drives the maximum impact.

� Dedicated Analytics Lead or Team: 

� Centralized Metrics Dashboard: 

� Quarterly Branding Scorecards: 

� Experimentation Culture: 

Want to track ROI

rigorously?

Talk to an Expert Now
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What Lies Ahead: The Future of ROI 
in Employer Branding

Forward-looking organizations are already laying the groundwork for the next 
generation of ROI measurement in employer branding. Key shifts on the horizon 
include:



 Over 49% of companies simply track short-
term metrics, such as social media impressions and engagement which do not 
reflect the clear impact of employer branding. The future will prioritize business-
aligned KPIs—such as offer acceptance rates, brand-attributed retention, and 
culture-fit hires—over superficial metrics like impressions and follower counts.



Employer branding will converge with Employee 
Experience (EX) and Candidate Experience (CX), resulting in seamless, end-to-end 
brand narratives that attract, engage, and retain talent.



 AI-driven segmentation will enable 
organizations to deliver custom employer branding -messages based on role type, 
location, career stage, or even individual preferences—boosting both resonance 
and ROI.



Workforce planning will increasingly rely on 
employer branding analytics to project the talent pipeline, identify emerging skills 
gaps, and assess the long-term value of branding initiatives.



From Vanity Metrics to Value Metrics:

Deep Integration with EX and CX: 

Hyper-Personalized Engagement:

Advanced Talent Forecasting: 
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Emerging Tech Frameworks for 
Measuring Employer Branding ROI

As organizations increase their investment in employer branding and adopt more 
sophisticated analytics capabilities, they are evolving beyond basic measurement 
frameworks. CHROs, in particular, are leaning into advanced strategies that bring 
predictive precision, data-driven storytelling, and real-time adaptability to 
employer brand ROI measurement. 



Staying ahead means not only mastering current best practices but also 
embracing emerging trends that can enhance ROI measurement and elevate the 
impact of your employer brand.



Using historical and real-time data, predictive analytics enables HR leaders to 
forecast the potential impact of employer branding strategies. This includes 
predicting attrition risk in key employee segments, estimating future recruitment 
demands, and evaluating the potential long-term effects of brand-driven changes 
in engagement.



Advanced models can integrate employer branding touchpoint data with employee 
lifecycle metrics to surface patterns and proactively address risks. This approach 
requires clean, integrated data but offers unparalleled foresight.



Natural Language Processing (NLP) and machine learning models are now being 
used to scan open-text responses in employee surveys, social media posts, and 
review platforms. These tools classify sentiment, extract themes, and detect shifts 
in emotional tone over time. 



Rather than relying solely on rating averages, sentiment analysis uncovers the 
nuances of employee and candidate perception. Tools such as IBM Watson, 
Qualtrics XM, and Google Cloud Natural Language API are commonly used in this 
space.



Employer Brand Indexes (EBI) consolidate data from multiple sources, such as 
external reviews, candidate experience feedback, EVP alignment surveys into a 
single composite score. These scores allow for benchmarking against industry 
peers and tracking performance over time. CHROs can present EBIs in board 
meetings as a leading indicator of talent competitiveness, much like Net Promoter 
Scores in customer experience.


1. Predictive Analytics and Modeling


2. AI-Based Sentiment and Text Analysis


3. Employer Brand Indexing and Reputation Scoring
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4. Integrated Talent Intelligence Dashboards


5. Behavioral and Conversion Analytics


With the increasing use of People Analytics platforms, HR leaders can integrate 
employer brand KPIs with hiring, engagement, and performance metrics in a single, 
dynamic dashboard. These dashboards provide real-time visibility into key trends 
and allow employer branding and talent acquisition teams to make faster, 
evidence-based decisions. Dashboards often include customizable widgets, filters 
by geography or job level, and data drill-down capabilities for executive 
summaries.



Borrowing from consumer analytics, behavioral data offers granular insights into 
how candidates engage with your employer branding content assets. Metrics such 
as scroll depth, session duration, click-through patterns, and bounce rates can tell 
you whether your EVP messaging is landing effectively. When linked to ATS data, 
this reveals how different content formats and themes impact application rates, 
candidate quality, and hire velocity.
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Case Study: Using Employer 
Branding to Accelerate Hiring 
Outcomes & ROI
A global pharmaceutical services leader set out to build a large-scale delivery center in 
India with an ambitious goal: fill 1,100+ roles across 100+ job types while ensuring an 
exceptional candidate experience. Operating in a competitive industry with niche 
talent pools, the company needed more than just recruitment—they needed a 
compelling employer brand that would attract, engage, and convert top talent at scale.



Taggd partnered with the organization to build a strategic, end-to-end talent solution 
centered around employer branding. This included�

� Crafting EVP-aligned messaging across touchpoints to build credibility in the local 
marke�

� Delivering seamless digital hiring experiences for both candidates and hiring 
manager�

� Enhancing brand visibility through multichannel outreach campaigns and conten�
� Customizing sourcing strategies to align brand promise with job expectations



To demonstrate ROI, Taggd established a dashboard-based framework that tracked 
both qualitative and quantitative employer branding outcomes�

 were monitored to assess brand-driven hiring 
efficienc�

surveys provided insights into brand perception and 
experienc�

 performance was tracked to assess EVP resonance across segment�
 were used as a proxy for the strength of the employer brand during 

final conversion



� 95% joining rati�
� 30-day average time-to-fil�
� 0% early attritio�
� 40% diversity hirin�
� 62% candidate satisfaction score

The Employer Branding-Led Approach


ROI Measurement Through Digital-First Approach



� Time-to-fill and early attrition rates

� Candidate satisfaction 

� Diversity hiring
� Joining ratios

Results Achieve�

Read the Full Case Study Here
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Quick Wins and Low-Hanging 
Fruits to Improve Employer 
Branding ROI
According to Harvard Business Review, a strong focus on employer branding can 
increase referrals by as much as 51%. While long-term strategies and advanced 
analytics are essential for sustained employer branding impact, organizations can 
also achieve immediate gains through practical, low-cost actions.



These quick wins not only improve ROI but also build internal momentum and 
stakeholder confidence in the employer branding function.



Ensuring that job postings reflect the organization’s Employee Value Proposition 
(EVP) helps attract candidates who are better aligned with the culture and 
mission. Language that highlights purpose, growth opportunities, and work 
environment resonates more effectively with high-intent talent and improves 
application quality.



According to LinkedIn, brand content shared by employees received 8x more 
engagement than content shared by brand channels themself. Encouraging 
employees to share authentic workplace stories, achievements, and behind-the-
scenes content on platforms like LinkedIn, Instagram, or Glassdoor can 
significantly amplify brand reach. Employee-generated content consistently earns 
higher trust and engagement, making it one of the most cost-effective branding 
tools.



Automating and standardizing post-interview feedback collection—both from 
candidates and hiring managers—provides rich insights into the candidate 
experience. Quick iterations based on this data can enhance employer brand 
perception and improve conversion metrics across the hiring funnel.




Deploying pulse surveys or net promoter score (eNPS) tools allows HR teams to 
capture real-time sentiment from employees and candidates. These tools are 
inexpensive, easy to implement, and provide actionable insights into how the 
employer brand is perceived internally and externally.


1. Optimizing Job Descriptions for EVP Alignment


2. Leveraging Employee Advocacy on Social Media


3. Improving Candidate Feedback Loops


4. Using Low-Cost Surveys for Real-Time Perception Tracking
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https://www.socialinsider.io/blog/employee-generated-content/


5. Refreshing Onboarding Communication

Revamping onboarding touchpoints to reflect the employer brand—such as 
welcome emails, orientation videos, and buddy systems—helps reinforce EVP 
from day one. A positive onboarding experience is directly linked to higher 
retention and early engagement.



By incorporating these quick wins into their employer branding toolkit, 
organizations can demonstrate early results, strengthen internal buy-in, and lay 
the groundwork for more comprehensive, data-driven strategies.
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In Conclusion

LinkedIn Research shows that companies with strong employer brands see a 50% 
reduction in cost-per-hire and experience 28% lower turnover rates. These figures 
underscore how employer branding is not just about image, but about tangible 
financial and operational gains. Employer branding is a strategic imperative that 
directly impacts talent acquisition, employee engagement, and overall business 
performance. 



By effectively measuring the ROI of employer branding efforts, organizations can 
justify investments, refine strategies, and ultimately attract and retain the best 
talent in a competitive market.



Explore how Taggd’s advanced analytics and talent intelligence solutions can 
amplify your HR strategy, maximize your ROI, and unlock the full potential of your 
employer brand.


Take the First Step Towards ROI-Driven Employer Branding



Schedule a No-Commitment Call 


with Our Employer Branding Expert Now
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https://taggd.in/contact-us/



