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1. Build your Employer Brand around your own people.
When you’re developing an employer brand, it has to begin and end with your people.
After all, they are what makes your company unique. For instance, if you decide to make
molecular models using humans, because you’re a chemical supply company, why not
use your own employees as those humans?
Evonik developed a new Employer Brand from the ground up. Their
#humanchemistry campaign was wildly successful and points to bigger trends as
companies start developing a clearer picture of who they are as employers.

2. Create a rallying cry people want to get involved in, using your EVP.
EVP stands for Employee Value Proposition. It describes the promise to your current and
future employees. Below is the EVP from Mars, as an example, with its three pillars of why
employees want to get involved with it: purpose, development and people.
As a house of brands, all of them with a different brand identity, how do you keep
your company culture consistent? That was exactly the challenge Mars faced. In effect,
they wanted to be different and the same at one - the multiple brands the consumers
know, with a singular company culture among their employees.

3. Stimulate lifelong learning.
Keep inspiring people by creating opportunities for them to learn and develop. In today’s
working environment it’s important that employees can be the heroes they want to be.
DHL does this by mapping the employee journey from pre-hire all the way to retire. Mars
even puts it at the very center of its purpose: Your tomorrow starts today.

4. Make your employees your ambassadors.
DHL has made an effort to do this by giving their onboarders their very own brand box
with gadgets. The similarities between branded goodiebags you receive at conferences
are striking. This is a great way to make people instantly understand what they’re in for,
and how they’re being helped. It seems simple, but gestures like these can go a long way
in making an impression.
Making your employees excited for work is crucial, with platforms like Glassdoor
becoming popular and employees having more choices in the workplace. Employment
rates have never been this high, and an endorsement f rom your employees is far more
valuable than any company slogan.

5. Engagement can make you or break you.
Svante Randlert took us through what he thinks are the essential shifts in management
that need to happen to engage employees. Right now, HR focuses on retaining
employees and keeping them satisfied. But that focus isn’t enough. E
 ngaged employees
outperform disengaged employees by a factor of 202%. Read that sentence again,
carefully. Then consider that on average, only about a quarter of the workforce is truly
engaged.
By the way, if you think this is basic, unnecessary HR stuff, consider the fact that at
least half of all Fortune 500 companies since 2000 have vanished. These are the most
successful companies ever, and their sustainability is dwindling. Where half a century ago
we would expect to see a Fortune 500 company be around for some 75 years, this life
expectancy has gone down to only 15 years today.

6. Authenticity will play a central role.
Trust sells. Again, this comes down to making your company more human. Employees
are choosing more and more approachable employers. Work is personal, and
acknowledging this is the first step to a more human-centered workplace. Many
companies have experience with this on the consumer side (like us at C.Journey,
specializing in Word of Mouth marketing and authentic endorsements). So what’s
stopping you from putting your best foot forward when it comes to employees?

7. Using robots to make the human help more personal.
Ironically, one area employers have turned to in order to make work more personal is
Artificial Intelligence. Chatbots are getting better and more widespread in the workplace
as the platform for FAQs, but also for things like onboarding and exit interviews.
If you’re not ready to hand full control to the bots just yet, we at C.Journey
recommend at least starting with mappnig the flow of your communications and finding
out where to send people with certain questions. We have experience in making dynamic
decision trees based on our web-app solution, to guide people in the right direction if
they want to branch out to chatbots. If you’re curious how we do this at C.Journey, why
not try our Onboarding Challenge? Find it right h
 ere.

8. Personal stories make a difference in the candidate experience.
You can’t just rely on that one universal visiting card of the modern world: the website. A
presentation by PathMotion made it abundantly clear that throwing information at the
face of your candidate is the polar opposite of involving personal stories of employees to
engage them. Truly persuasive stories are personal, have challenges and a lot of details.

9. Employer Branding is young, so there is room to be a pioneer.
When you hear of a company with XXXX employees and XXXX estimated value, how big
do you expect the team responsible for Employer Branding to be? Netflix’s answer is: one
person. This shows how much there still is to discover about Employer Branding and how
young this branch of HR still is.
What’s more, the types of content people are using for Employer Branding is up
for grabs as well. Netflix doesn’t engage their employees with video but with podcasts. By
candidly talking about what happens on the work floor, they managed to go viral and get
a boatload of new candidates who knew exactly what to expect from their new employer.

10. Employee Experience is like Customer Experience.
If we had to name one overarching insight it would be that HRM can learn a lot from
Marketing. And what’s key in marketing? That it is not about the product, but about the
experience. Focusing on the Employee Experience like great marketing focuses the
Customer Experience at different touchpoints will only strengthen your employee brand.
Always remember to add some fun.

Want to know more about these topics? Call us!
Or, take a look at some more learning material, here.

