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Abstract In an era of intensifying competition for talented people, building a strong
employer brand has become an important strategy for various organizations. Strong
employer branding enables organizations to attract and retain talented employees,
increase work efficiency, create a good image, and reduce recruiting costs, ultimately
creating a competitive advantage. The main objective of this article is to present issues
related to Employer Branding Strategy. The first part presents concepts and theories

of employer branding. The second part discusses the importance of employer branding.
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The third part presents strategies for building employer brands through Barrow and
Mosley’s 12-dimensional Employer Brand Mix concept. The fourth part covers Employer
Branding Techniques, and the last part provides an example of an organization that has
created a strong employer brand.

From the presentation, the author concludes that employer branding helps
organizations differentiate themselves and stand out from others, attracting the “right”
people to become members of the organization and be part of its success. By creating
positive experiences that create a clear image of the organization for past, present, and
future employees, employer branding fosters trust, reliance, and a strong organizational

identity, ultimately leading to a competitive advantage.

Keywords: Attractive, Employer Branding, Competitive Advantage
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WunswausaudfuTausssuuaznmdnvalvesesanisisenaumuzay odesnisiagn
Iauagnidiuihauluesdnig wasthesnwaulvedivesinisiussezen

a o I3 v .
WMAUANITNILUITUAUIYAN Employer Branding
1. Mwuagildiusin (Participant) luiwususuiedne (Employer Branding) Usenau
Tuse

'
a

o HuImssesiuas (Top Management) fipadnlauazidaiunnudfyvesdiiay
195ua1nNsvi wusuALNEdNe AesaiuanunineInsnamu au a1 353
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o 3nensuysd (Human Resource) fiosadnanmdnual aauusud aisdeides
wazosszanunaundulithedy 4 viauldazan dheyaeaiviiuthidiesd
ANHATIANIINIIAATA STN0IANISA

o MIvLuazAIIaN (Sales and Marketing) fiasasnannssud afunrunduiian
sunsadnsnanamelufarliduuelml 4 szaunazdisfunisoanuuy
wusUA (Design Brand) asAan1saglaeanuduuuimadeiiuuagidnlanseiu

o winluladaisaumawaznisdedns (Information Technology and
Communications) feuntieEesnsaiuassd senuuunadniaInns Ussa
waglvimnuAniuuuimianisdeans sUuuy (Platform) Tnidafsanieades
nMsiliuLusumneivesnlluumsihedeanudilanisaunisuen de
somnuinlavesaunely

o HAnfu (Product) nguAuivhaufundnsae dufuaziinia axliteya
Fadndundnsas deunsfidhondneinsuyed vienguamndu q aghiddnm
Nl warldudAnivinlfidousiotfun1s eenuUUTULUULNLNTASUTUA

wigdnalel

2. 9B (Planning) ﬂissqmﬁa S2ALALALEWNL WIS 0980 9 Hutumeu
fiddalaanizetieBs Msszauaned (Brainstorm) Wi SWOT 18983An15 AsI2HI0I6N"S
figauda (Strengths) 9aseu (Weakness) sl gaudslafiannsoimunagyiliau e
Wisuifisusulugnamnssudentu vieluiuiietu fanseulafiasusuus wiethunfinnsan
deufdametnsdsdu wugaudsivisnmduuidnlelnl Teewflafigiivadioduiialadu
AL Generation Y dafenfe HuuTimlvifdsliifedes dofsusuuisnisamuda 10 nid
uazilderdeslugnamnssuannninilenia (Opportunities) la flo1athudanslugaudsld vie
Feunnnindadisusvugranmnssudu vieufidulifoananu (Threat) laflaediniss 1y uay
Youtuld lulinaneidugaseu wiodassuanamanwainionienisa

3. JusiunisnadwsfilaainnisinaunuLazin1sadeans (Proceeding,
iImplementation and Communicate) fn1nenagnsdeansinelunazniuen nsdeans
fivis doansooulat (Online) Mndesmalaeaiinddn (Social Network) sinq 9 NITUNAUDUTEY
rnutonnuUssmatsgalalumssvaiase Inethddny (Keyword) $19usnvinnnsiioans
nsuuzihesdnisiiuivleduetesdnis (Corporate Website) alinssunisuan gauszase
nsdeansehlfiAnnaneuiufenisildiuson (Participate) M35U3 (Awareness) n1satla
(Interesting) wazlAnN15n32¥11 (Call for Action)

4. fiany Iananarasy LardiasIerinaINN13aLEuN1T (Monitoring and Evaluation)
nsianalaeiuuudisannufaiiu dregadinin W Sdneglsiunsyhuuudvesesrinis
2nARUIRTe (Clip Video) 1 viuasuuziifiownienuidnnadasnuiidniels fadasiidnan
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adfsnud vovimmsaliasnnuada Tnedauildluluasies udaihdeyaiomemnaguna
uariinsziinsieansuususuedidlinasenslsuazmiinaulidoyadeundy (Feedback)
aglstng

5. asgutndanaansuazdsnamsulng 9 (Awareness, Observation to Create New
idea and Design) Asfimmiiauefio nsdans fasw assvinfwaiindu WANSAIUTUN
fina 9 udaUsush UsuemilidnAuusunlvl 4 msuslal o fodu FenSWeINTUYWE 919919
n1sasusuAn1edne lugduuulngd q 10 uagveniusiuliewasdiowmaeainynniieany
NMFESIUUTUAUIBIN LuUidIuTmnAUlUIANIITERINTINMSoLNUNA1S 9 A1olupsAns
(Cross Functional) # a¥dlsiAaaugnify (Engagement) wazarumanilalunaaungiy

| '
6l o v A

nnEevilmfanadnsiddgyduesdnig ndnauesidnidiuniuannmsditeyanadimanag
p9ANsUN lUUSTUUTIRILN

1981999815718 Employee Branding #id

Google : piitatfuiiinlugiuzesdnisfiiliausssuesdinsiin wiinnulssunaneuuny
uazatarnsnsgele flemaianndnenw uazidnailafilsvhaniunifa Ssaenadesiunagms
nsasuusAungdlusunagnsnsSeu; uazn1siaun (Leaming and Development) uag
nagnsnislvisrsauagnissauiu (Reward and Recognition) wianilifufsiinsgaauanlaves
Q’mmumﬁwLﬂuéauuﬁﬁuglﬁa Fausemil EVP (Employer Value Proposition) dwsumiinay
#® “do cool things that matter” 9nteyaniia Aavdlslu 5 dmuuismilanmnsaaiisaniugy
Tumsvihandlvifumiine uazianilsly 10 dwsuusdiminanulianuadalunissmaudu
Usun (Work Venture, 2013)

Starbucks : ann$Uind Fefiteideslugrugiusudueiailaniu luSeswesnisatiuayy
wifne unuiaggaiuanamensulumsairsuusuduedrdiiundnimiluesdnisies
ogafien amitad 16l EVP warTmusssuesinisiiasvieulyminanumnau fanmilouduinnn
wAntinaulasiisudu “wned” aenadestunagndnisdearsnelussdnisineznisdoans
aelufuninauuierinfeunazyainvedssdnis eszidunsaiunsiviamudle uas
gndesuntineu Aavanivilininnuiinnagilafildsunuiuuien uazamitadiivomns
dwsunthauilonansanunanilavuludeaiiiie (Social Media) (Work Venture, 2013)

Marriott International : wu3eev Suwefiuduuua Téaisuususuredranudisiy
Sy alilitundneu Tunisadeaiauuagmadulaliiuntdna Ssaenndesiunagns
N3asuUsAUNgluAUNagNENNTSEUS UAzN15IAIUT (Leamning and Development) lnglit
AnudAyiuNsAnyse wavatvayuauimvtluaisodnaeluuien lag wuSeanlad
Tsunsudwiumsiinevsuuuumseslifuniinnuieativayuniinau Fslsunsuilofamn
wifneumand iunstelindnauldiGeusinueduersal Emotional Intelligence) iadia
nsiludin (Leadershilp) wagdnanuaunasenine@inuazn1svineu (Work-Life Balance)
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I‘tJiLLﬂﬁ:Jﬁﬁ%aLﬁsJ\‘iﬁZjﬂ A9 Voyage Global Leadership Development Program Falgsunns
ponuuLIn tetelifdiamsAnnseiunmiineds aunsaBudumsvhauluedoussesy
uazlFeuaundondmivenaniianldlugnanvnssunmsuing Wesnmsueulonianniig
wazdnenmlumaidulalifuninanu vidviaduiiidnlugusaondinfunsSusunasiamn
2717 (Work Venture, 2013)

NFE19919RY UansliIIuILUTUARIBENe SunumdAsenud s aueIeeRng
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a X v a
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