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In employer branding, 
'EXPERIENCE' is everything 
 

 Brett Minchington MBA & Lisa G. Morris 
 

 

People are continuously exposed to brand experiences 
throughout their day either as a consumer, employee or 
candidate. The reality is that these experiences are 
rarely distinctive, consistent or deliver what is expected 
based on the perception people have about the brand. 
At its worst, the impact is loss of business (customer), 
accepting another job offer (candidate), resignation 
(employee) or poor reputation (potential employee 
and/or potential customer). 
 
There are many examples of great brands around us 
such as Virgin, Apple, Starbucks and Chanel and one 
thing that is consistent amongst them is how they make 
us feel because of the experience we have when we 
interact with their products, services and/or people. 
 
In this paper we will focus on the importance of the 
employee experience, its impact on the customer 
experience and present a model for creating and 
sustaining a distinctive, integrated brand experience. 
We will also provide insights into how to develop a 
strategy to optimize employee experience, customer 
loyalty and profitability. 
 
Quite often those responsible for managing how a 
brand is experienced are working in different 
departments. This results in very little communication 
or coordination between personnel and absence of a 
shared vision of how a brand experience should make 
consumers, employees or candidates feel. We believe it 
is a lack of knowledge in how to deliver an experience 
which impacts positively on sales, engagement, and 
advocacy that is at the root of the cause. 
 
In the service profit chain model by James Heskett and 
his colleagues at Harvard Business School more than 20 
years ago he researched the connection between 
customer loyalty and employee engagement and found 
profit and growth are stimulated primarily by customer 
loyalty. Loyalty is a direct result of customer 
satisfaction. Satisfaction is largely influenced by the 
value of services provided to customers.

 
 

 

Key insights 
 

 Organizations have traditionally 
focused on customer 
experience as a key 
differentiator for success. 
 

 What’s been missing has been a 
focus on the role of the 
employee in the relationship 
between organizations and their 
customers. 
 

 Employees are central to the 
customer experience and 
leaders must adopt an 
integrated approach towards 
brand experience if they are to 
remain relevant to the needs of 
customers and the talent that 
drive these experiences. 

 
 
 
 

 
Actionable tools 
 
1. Minchington & Morris Brand 

Experience ModelTM 
2. Employee Experience 

Assessment Survey 
3. Employee Journey Strategy Map 
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Value is created by satisfied, loyal, and 
productive employees. Employee satisfaction, 
in turn, results primarily from high quality 
support services and policies that enable 
employees to deliver the experience (to 
customers) that has been promised by the 
brand. 
 
When employees understand what the 
organization’s brand stands for and systems, 
processes and mindsets are aligned to support 
the delivery of a distinctive customer 
experience, the company also benefits 
through higher levels of employee 
engagement, reduced turnover and higher 
levels of profit. 
 
In its 2013 State of the Global Workplace 
report, Gallup found only 13% of the world's 
workers are engaged in their jobs, 63% are 
not engaged and 24% are actively disengaged. 
Maybe this is why companies believe the 
concept of delivering a distinctive customer 
experience is easy to understand but complex 
to execute. Initially companies need to 
consider focusing on delivering a distinctive 
employee experience which will raise 
engagement and in turn have a positive 
impact on customer loyalty and sales. 
 
The only true source of competitive 
advantage of any company is its people and 
the impact they generate within the 
organization and for their customers. Having 
high-performing employees committed to 
their work and the company who are able to 
generate and create value for customers is a 
critical factor for the sustainability of 
organizations. 
 
The employee experience 
Employee mindset and behaviour play a 
determining role in shaping brand experiences 
so it is important for organizations to 
thoughtfully and actively design and deliver 
positive employee experiences to support 
this. 
 
 
 

Employee experience can be defined as “The 
sum of all experiences an employee has with 
an employer, co-workers, supervisors, 
leadership, work environment, customers and 
other key stakeholders during their tenure.” 
Experiences affect an employee’s cognition 
and affection and lead to particular 
behaviours that have a powerful impact, 
positive or negative, on an employee's 
engagement and consequently business 
performance.  
 
Great employee experiences, just like great 
customer experiences don’t just happen by 
chance. When employees have positive 
experiences with employers they are more 
focused on creating positive experiences for 
customers. If that isn’t enough motivation for 
employers to design and deliver positive 
employee experiences, employers should 
consider social theories.  
 
Social psychology informs us that our 
attitudes are shaped by our experiences, our 
attitudes subsequently shape our behaviours. 
Ultimately our behaviour influences the 
outcomes we achieve. When you consider this 
in a business context, employees have a 
significant amount of influence on customers 
and on their own contribution to the 
organization. If we want to change behaviour 
and outcomes, we need to change 
experiences to change attitudes.  
 
The Minchington & Morris  
Brand Experience ModelTM 
The Minchington & Morris Brand Experience 
ModelTM highlights an integrated approach to 
delivering differentiated customer and 
employee experiences by focusing on the 
Employer Brand Moments of Truth (EBMOT) 
in the employee lifecycle whilst being agile 
enough to adapt and respond to the 
challenges in the macro environment (see 
figure 1). 
 
EBMOT’s are the interactions in the employee 
journey which employees invest a high level 
of emotion in the outcome such as reputation 
and their relationship with their leader or 
supervisor. 
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Figure 1: Minchington & Morris Brand Experience ModelTM 
 

 
 
Increasing leadership focus 
Now more than ever, leadership teams are 
increasingly focused on the employee 
experience because of the ease and speed at 
which negative sentiments about experiences 
can be shared by candidates, employees and 
former employees through social media.  
 
With a talent matching crisis taking place in 
many countries, companies cannot afford to 
overlook the importance of a positive 
experience not just in the candidate phase, 
but throughout the employment lifecycle. 
 
Smart organizations will adopt a long term 
strategic focus on employee experience - 
shifting mindsets of leaders empowered to 
manage the employee experience and 
broadening ownership outside of HR. 
 
Every employee and leader has a role to play 
in contributing to developing a culture with a 
core purpose of creating a distinctive 
employment experience. 

Where does responsibility lie? 
Marketing is generally responsible for 
managing the customer experience when 
traditional brand experience models are 
deployed. A critical part of managing the 
customer experience is educating employees 
on how to deliver the desired brand 
experience.  
 
Research by Employer Brand International in 
2014 found 58% of employees have not been 
trained in how to deliver their company’s 
brand promise with New Zealand leaders the 
most trained (58%) and Belarusians the least 
(12%). No wonder there is such disconnect 
between what companies promise about their 
products/services and how customers 
experience them. How often have you called 
the ‘help line’ of a company only to be left 
waiting on the line or frustrated and confused 
by the person answering your call who is 
reading from a script on their computer 
screen resulting in very little emotional 
engagement in the discussion.  
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In industries where there are a large number 
of competitors, consumers have a choice to 
take their business elsewhere and many do as 
a result of poor brand experiences. 
In a monopolistic industry such as many public 
services it seems we are destined to poor 
brand experiences for the rest of our lives!  
 
On many occasions a lack of competition 
facilitates a lack of service. Poor brand 
experiences are also likely to lead to a 
perception the company has poor leadership, 
poor culture and low employee engagement. 
Not only can it impact on future sales it can 
also act as a deterrent for candidates seeking 
future employment with the company (no-
way would I work there!) or on their advocacy 
(no-way would I recommend my friends to 
work there!). 
 
Companies in industries such as hospitality, 
telecommunications or retail have been 
forced to innovate their brand experience 
practices or face extinction as a result of 
increasing competition. Hotel and travel 
websites such as TripAdvisor, Expedia and 
Wotif now provide consumers with the 
opportunity to better understand the 
experience they are likely to encounter when 
staying at a particular hotel based on the 
reviews of customers who have previously 
stayed there. 
 
The same is happening in the employer 
branding field with candidates now able to 
visit employer rating websites to gain an 
insight into, “What it would be like to work in 
a particular company.” The main challenge for 
companies in improving the candidate 
experience across multiple online and offline 
channels is carrying the experience through 
the employee’s tenure with the company.  
 
Companies who recruit employer brand 
leaders where the focus of the role is on 
recruiting talent are unlikely to gain the same 
benefits that companies do who adopt a 
strategic approach to employer branding 
across the entire employment lifecycle.  
 
 

These latter companies are more likely to 
communicate across functions responsible for 
delivering the brand experience and adopt an 
integrated approach to managing customer 
and employer brand experiences. 
 
It is not unusual for a new employee to have a 
poor recruitment experience, an above 
average onboarding experience and then a 
range of experiences (good and bad) 
throughout their tenure. The challenge for 
companies today is to provide a consistently 
distinctive experience across the employment 
lifecycle and this can only come from a 
strategic focus which involves engaging 
leaders across functions with a focus on 
providing an employee experience aligned 
with company’s values and employer value 
proposition(s).  
 
Employee experience assessment and 
strategy 
The employee experience journey can be 
defined as, “The pathway a person takes from 
exploring an employer to work for to their 
retirement or rehire and the experiences 
encountered at each ‘touchpoint'.  
 
To design the ideal employee experience 
journey and evaluate its reality, an employee 
experience journey map can be a very 
effective tool. Designed from the employee’s 
point of view, an employee experience 
journey map details each interaction or touch-
point within each stage of the employee’s 
relationship with the organization. Very 
simplistically, it’s a way to walk in the 
employees, candidates or alumni’s shoes – to 
describe and understand what each are doing, 
thinking and feeling at each stage.   
 
As candidates and employees evolve their 
relationship with an employer, they have 
distinct objectives with different needs and 
motivators at each stage. Mapping out the 
overall journey and the touchpoints at each 
stage aids with identifying any disparity 
between the ideals and practical realities of 
the experience (see Figure 2).  
 

.

6



© Employer Brand International 

Figure 2: Employee Experience Assessment (Sample Company) 
 

 
While the lifecycle stages can be represented 
in different ways, a comprehensive view 
explores the overall relationship the 
employee has with the organization 
throughout their employment lifecycle (see 
figure 3).  
 
The stages include:  
 
1) Explore and Apply,  
2) Join and On-board,  
3) Perform, Get Recognized, Learn and Grow,  
4) Separate, and  
5) Reconnect and Re-join 
 
Although the lifecycle is typically illustrated in 
a linear manner, the relationship can circle 
back many times.  
 
While there are numerous touchpoints 
ranging in impact, there generally are much 
fewer employer brand moments of truth 
(EBMOT). Effective management of these 
moments by the employer builds employee 
engagement and loyalty. An assessment of 
the organisation’s performance against the 
EBMOT’s should be undertaken at frequent 
intervals (i.e. six monthly). An example of an 
EBMOT survey questionnaire is detailed in 
Appendix 1. 
 
 
 

 
Key challenges 
Optimising the employee experience across 
the EBMOT’s presents a number of challenges 
and there are many stakeholders to be 
considered. The key challenges include: 
 

 A lack of clarity of employee expectations 
during their tenure, 

 Lack of understanding which touchpoints 
have the most impact on the employees 
emotional connection with the 
organisation, 

 Over investing in the touchpoints which 
are less important for employees and 
under investing in those most important, 

 Over reliance on technology or 
automation to enhance the employee 
experience, 

 Poor company culture, 

 Lack of leadership training in how to 
deliver an ‘on brand’ experience, 

 Lack of communication between leaders 
responsible for the experience, 

 Not seen as a priority due to the company 
operating in a monopolistic environment, 

 Lack of reward systems and processes to 
support the change required to enhance 
the experience, 

 Inadequate financial resources to support 
innovative strategies, 

 Out of date technology to support 
employee experience initiatives. 
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Figure 3: The Employee Experience Journey Strategy Map (Sample Company)  

© Employer Brand International 

 

 
 
 
A comprehensive and holistic Employee Experience Journey Strategy Map including objectives, desired responses,  
touchpoints and metrics is detailed in Appendix 2. 
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Whilst it is not feasible to address all changes 
at once, conducting a review to understand 
how the organisation delivers the employee 
experience and highlighting the gaps to 
leaders will foster open and transparent 
discussions on what needs to occur to align 
the employee experience to support delivery 
of the defined customer experience. 
 
Relationship between customer experience 
and employee experience 
Customer experience serves as a key 
differentiator for successful organizations. 
Studies reveal companies who have invested 
their time and resources in customer 
experience management have reported 
higher customer satisfaction and customer 
loyalty, and a higher referral rate. For these 
organizations customer experience 
management is a way of life. They have 
departments and adequate budgets focused 
on designing the customer experience. It is 
unfortunate whilst many of these 
organizations appreciate that the ‘frontline’ 
employee is a critical touch point in delivering 
the customer experience they do not match it 
with the necessary resources and systems to 
support them. 
 
We would argue that putting as much effort 
(if not more) in designing positive employee 
experiences as we do for positive customer 
experiences will result in optimizing corporate 
performance. It is widely acknowledged there 
is a positive correlation between a pleasant, 
upbeat work environment, employee 
engagement and customer satisfaction, 
leading some experts to draw the conclusion 
that employee engagement is the key to 
customer engagement.  
 
Many factors drive employee engagement at 
varying degrees, but what needs to be 
constant is that organizations must create the 
conditions and environment for the employee 
to choose to engage. Following the decision to 
engage, employees engage at even higher 
levels or disengage based on their personal 
employee experience(s) with the organization.  

High levels of engagement do not result from 
organizations getting a few touch points right 
by chance along the employee experience 
journey. Organizations that thoughtfully 
design differentiated employee experiences 
and skilfully manage the employment lifecycle 
at each touchpoint, especially the EBMOT’s 
will reap enormous benefits. They create the 
conditions for high levels of employee 
engagement which in turn creates the pre-
condition for positive customer experiences - 
and ultimately customer engagement. Quite 
simply take care of your employees and they 
will take care of your customers. 
 
Enhancing the brand experience through 
technology  
Advances in technology and the rapid growth 
of gadgets such as smartphones, tablets, 
phablets and smartwatches is fuelling the 
growth of internet usage around the world. 
The numbers are staggering! Consider: 
 

 There are 2 billion people around the 
world using smartphones that have an 
internet connection and a touchscreen or 
something similar as an interface. By the 
end of the decade the number is 
estimated to double to just over 4 billion. 

 Today nearly half the adult population 
owns a smartphone; by 2020, 80% will 
(see figure 4). 

 Since 2005 the cost of delivering one 
megabyte wirelessly has dropped from $8 
to a few cents. It is still falling (see figure 
4). 

 Nearly 80% of smartphone-owners check 
messages, news or other services within 
15 minutes of getting up.  

 Smartphones are the vehicle for bringing 
billions more people online. The cheapest 
of them now sell for less than $40, and 
prices are likely to fall even further. 

 The phone has the processing power of 
yesterday’s supercomputers-even the 
most basic model has access to more 
number-crunching capacity than NASA 
had when it put men on the Moon in 
1969. 
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Figure 4: Mobile transformation in action 
 

 

Smartphone shipments passed 1 billion units 
in 2013 (see figure 5). This is of particular 
importance to multinationals who are seeking 
growth in emerging markets. Technology is 
transforming the way business is conducted, 
goods are shipped and experiences between 
companies, customers, candidates and 
employees. Technology is also driving support 
for an integrated branded approach across 
the employee lifecycle to optimize how 
companies deliver value to their stakeholders.  
 
Smartphones have penetrated every aspect of 
daily life including the employee experience. 
Managing employees and contract workers 
across the Internet, companies now have the 
ability to make labour more of a variable cost, 
rather than a fixed one, by engaging workers 
on an as-needed basis. A growing number of 
agencies are delivering freelances of all sorts, 
such as Freelancer.com and Elance-oDesk, 
which links up 9.3m workers for hire with 
3.7m companies. 
 

The workforce of today is specialized and 
highly virtual: working part-time, mobile, from 
home, and often on a contract basis. 
 
Figure 5 - Smartphone shipments 
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Candidate management  
With the rapid growth in social media and 
mobile technology, candidates are exposed to 
a proliferation of channels as part of their job 
search.  
 
One of the early adopters of using technology 
to enhance the candidate experience is 
Orange, one of the world's leading 
telecommunications operators with sales of 
39 billion euros for 2014 and 156,000 
employees worldwide. Present in 29 
countries, the Group has more than 244 
million customers. 
 

In 2013, Orange developed one platform for 
content and services to be broadcast on 
multi-screen, multi-channel and multi-lingual 
(one multilingual cms + delegation can be 
given to countries) to ensure a consistent 
candidate experience and one that showcased 
their employer brand and EVP’s (see figure 6). 
Supported by extensive content at 
http://orange.jobs potential employees can 
move amongst multiple platforms whilst 
ensuring a consistent experience. Whilst these 
touchpoints are only part of the experience 
journey they highlight the benefits of 
adopting a strategic approach to consistently 
managing the employee experience at the 
‘explore and apply’ stage. 

 
 
Figure 6 - orange.jobs one platform 
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Rethinking engagement 
Research methods to review leadership 
performance to deliver an ‘on-brand’ 
experience for employees traditionally 
involves a once a year or bi-annual survey 
which does little to shift attitudes or 
behaviours to impact on the day to day 
employee experience.  Modern methods are 
increasingly being adopted which allow real 
time feedback from employees on their 
employment experience, engagement, mood 
or sentiment. 
 
Technology is being leveraged to support this 
transition. Simple and effective devices such 
as hanging a display board on an office wall 
that features happy and sad face buttons or a 
green (positive mood) or red (negative mood) 
button are being implemented by 
organisations. These tools are then analysed 
against time of day, day or week, specific 
events (e.g. appointment of a new CEO) to 
determine real time engagement levels and 
allow leaders to react in real time rather than 
waiting for an annual report that has a 
tendency to be overlooked. 
 
Organisations will re-invent the employee 
experience enabled by technology over the 
next five years. Those companies who delay 
moving in this direction will be left behind and 
face ongoing challenges of mismatching talent 
to jobs. As Klaus Schwab, Founder and 
Executive Chairman of the World Economic 
Forum says, “In the new world, it is not the 
big fish which eats the small fish, it’s the fast 
fish which eats the slow fish,” 
 
Engaging leaders in the employee lifecycle 
journey 
The leader’s role in the employee lifecycle 
journey is under more scrutiny than ever as 
companies strive to attract the best talent 
whilst struggling to retain existing talent who 
are increasingly exposed to better 
opportunities outside the organisation 
through professional networks such as 
LinkedIn and/or sophisticated sourcing 
techniques being adopted by corporate 
recruiters. 
 

In 2014 Employer Brand International 
research found only 17% of companies have a 
clearly defined employer brand strategy. 
However the future looks much brighter with 
67% of companies working on developing or 
improving their current strategy.  
 
The employee experience should be a key 
focus of the employer brand strategy and 
should be considered holistically rather than a 
stand-alone function.  
 
Senior leadership have a key role to play in 
supporting the change required to re-focus 
mindsets on the relationship between 
employee experience, customer experience 
and financial performance. The change 
program required to support a shift in 
thinking should not be under-estimated as 
once a poor culture is established it is hard to 
change.  
 
Over the past few years we have seen 
companies such as UnitedHealth Group, 
LinkedIn, Amtrak, EY, Facebook, Unilever, 
Google and IBM appoint dedicated employer 
brand leaders to manage the employer 
branding function. A review of the job 
descriptions show a key focus of the 
appointments to be on optimising the 
employee experience. Whilst some companies 
focus their employer branding efforts on 
recruitment, an increasing number of 
companies such as Ferrero, Mars and IKEA 
have adopted a strategic approach across the 
employment lifecycle by focusing their 
responsibilities on recruitment, engagement 
and retention initiatives. 
 
Critical for attracting and retaining top talent 
As Tamsin Bencivengo, Employer Brand and 
Social Media Manager at Penske Truck Leasing 
says, “Creating a positive employee 
experience is critical for attracting and 
retaining top talent, especially your top 
performers. A positive experience is 
important from hire to retire. This is 
important to ensure your employees are 
engaged.  
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Employees that are engaged are more loyal, 
perform better and are more likely to stay 
with the organization even if offered an 
attractive package from a competitor.  
 
Employees who perform at higher standards 
help to ensure the overall business goals are 
being met. They are also more likely to be a 
brand ambassador for the company by 
referring talent. Research has shown referrals 
are also more likely to be a good fit with the 
company and the best source of hire. In 
today’s tough market for talent ensuring a 
positive employee experience is a key 
element in staying one step ahead of your 
competition.” 
 
Key focus areas 
To optimise the employee experience across 
the employment lifecycle we encourage you 
to focus your efforts in the following areas. 
 
1. Be clear on the brand experience you 

want to create for customers and align 
the employee experience journey. 

2. Train leaders and employees in how to 
deliver the brand experience and align 
with your EVP’s through supporting 
systems, processes and policies. 

3. Engage leaders across functions at the 
outset to ensure a consistent approach to 
managing of the employee experience 
journey. 

4. Identify which cultural behaviours need to 
change to support the employee 
experience and align systems, processes 
and policies to support the change. 

5. Conduct an employee experience 
mapping exercise to understand where 
the company delivers the most impactful 
emotionally connecting experiences and 
those areas which need improvement, re-
design and/or discard altogether. 

6. Develop an integrated communications 
plan with cross functional support and 
training to ensure employee behaviours 
and attitudes are reflective of the desired 
brand experience. 

7. Identify and appoint ambassadors to role 
model the ‘on brand’ behaviours expected 
from employees. 

8. Reward attitudes, behaviours and actions 
which reflect the delivery of outstanding 
employee experience. 

9. Review the performance of the leadership 
to deliver an ‘on brand’ experience 
through quantitative and qualitative 
feedback provided by employees and 
address any gaps. 

10. Remember the workplace is a key part of 
an employee’s lifestyle so approach the 
employee experience holistically and 
manage accordingly. 

11. Learn, train and encourage leaders to use 
technology to enable and support the 
creation and delivery of signature 
employee experiences. 
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Leadership voices from around the world 

 
Engagement, retention of top talent, and 
attracting the best to the organization.  This is why 
it’s important.  When we talk about employees it’s 
no myth anymore that engagement impacts the 
bottom line.  Positive engagement scores increase 
revenue.  Engaged employees and a successful 
business acts as a multiplier to attract other top 
talent to the organization.  An organization that 
has positive engagement makes it much easier to 
retain the best talent.  All of these are the 
ingredients for a healthy culture and this enables 
leadership to lead people who are willing to do 
what it takes to win.  This also starts with 
leadership taking initiative and understanding the 
importance of the employee experience.  Leaders 
who are willing to invest in people, in their 
environments, in their management capability, 
who live the organizations values, and most 
importantly make the tough calls to remove people 
who don’t value these things, will be the ones that 
lead organizations that will survive well into the 
future 
Steve Fogarty (USA) 
Director, Global Talent Acquisition, adidas group 
 
In a network society engaged and enthusiastic 
employees lead to greater brand advocacy. The 
aspiration of Albert Heijn is to improve the daily life 
of people and to play an important role in the local 
neighbourhood. In this aspiration it becomes 
increasingly important what people say about you. 
People want information and conversation, not 
sales pitches. We are trying to change our store 
from touch-points into talking-points.  

There is an important role for our employees in 
achieving this. In the store during working hours it 
is a key part of their role. Outside working hours in 
private time they are experienced and trustworthy 
insiders who tell stories about the brand on social 
networks and with friends, family and neighbours. 
The best stories are of people who are enthusiastic 
about the brand and enjoy buying or working for 
the brand. 
 
Enthusiasm and engagement is based on the proof 
in the pudding (based on past and current 
experiences with the brand and the work,) the trust 
in the future of the brand (believe in the promise, 
ambition and purpose of the brand for the future) 
and confidence that they can be a valued part of 
the future and are encouraged to contribute to it. 
Then they will be engaged to become advocates. 
 
Together our 85.000 employees have an enormous 
potential circle of influence and exposure. If on 
average every employee has an exposure of at 
least 15 unique individuals, then we have a 
potential exposure of 1.3 million at one degree of 
connection and more than the entire Dutch 
population in the second degree, with every degree 
further extending the reach. So the stories our 
employees tell in the local neighbourhood and on 
social networks matter and have increasingly more 
influence on the reputation of Albert Heijn.  
Rene Herremans (Netherlands) 
Senior Manager Employer Branding & Employee 
Engagement, Albert Heijn 
 
 

Why is it 
important for 
organisations to 
focus on creating a 
positive 
employment 
experience for 
employees during 
their time with the 
organisation? 
 

15



 

© Employer Brand International 

To have a workplace that is recognized as a ‘great 
place to work,’ is increasingly becoming a factor for 
business success. It communicates trust in the 
Company by its stakeholders including employees, 
customers and potential new employees. 
 
It is not simply a matter of communicating that 
your company is a great place to work. The 
foundations for a positive working environment 
including a culture of openness, authenticity and 
transparency must exist to encourage employee 
advocacy. This is important for leaders to 
understand because as a company you cannot 
claim to be a great employer if its leaders cannot 
demonstrate it through their attitudes, behaviours 
and actions. The road to developing a strong 
employee brand begins internally by establishing 
these foundations. 
 
A positive employment experience has a 
meaningful effect on the organization. Ferrero has 
always enjoyed this strength since it  was 
embedded in the entrepreneur mindset of the 
founder, Mr Michele Ferrero and the way he 
behaved towards his collaborators (the term he 
used to describe Ferrero employees). People that 
feel respected and live positive and generous 
values through the behaviours of the Company will: 
 

 Be proud of belonging and willing to be 
ambassadors of the Company; 

 Come to work happy to spend their day in 
the workplace. The Company will benefit 
from reduced absenteeism and individual 
contributions to creating a positive 
atmosphere in their` teams; 

 Trust the Company and be engaged in 
their work, a key factor to foster 
collaboration, risk taking and creative 
thinking; 

 Retain talent and reduce regrettable 
turnover. It mitigates the costs of re-hiring 
and benefits the Company in its 
investment in talent over the long term; 

 Deliver on its strong reputation through 
their authentic sentiment. This enhances 
the trust consumers have for the products 
if they trust the Company. Today people 
are deeply disillusioned and look for things 
to believe in and to trust. Any sign of 
authenticity helps to spread trust and 
advocacy built upon good feelings. 

 
Finally as an ‘ambassador’ they will deeply 
contribute to the image of the company as a 
preferred employer and recruiters will find it easier 
to source good candidates willing to join a 
company with such a positive working 
environment. 
Fabio Dioguardi (Luxembourg) 
Global Employer Branding & Talent Acquisition 
Director, Ferrero International S.A. 
 
Why is it important for companies to deliver a 
positive customer experience? The answer is the 
same when it comes to the employee experience - 
because we want customers and employees to be 
engaged, loyal and advocates for our brand. By 
delivering an exceptional employee experience we 
ensure we get the right ones in, help them grow 
and deliver great performance for the success of 
the company.  

That's the experience you want to give your 
employees - they are ultimately the ones building 
your brand. 
Sara Axling (Sweden) 
Project and Change Manager HR Transformation, 
Volvo Cars 
 
I find that the link between business strategy and 
people strategy is important to stress when 
communicating the importance of employee 
engagement. From a pure return on investment 
perspective, employee engagement simply pays off 
as there is an unambiguous correlation between 
employee satisfaction and customer satisfaction. It 
is a small investment to create a positive employee 
experience compared to the costs of replacing an 
employee which can amount to 70.000euros. 
Employees' touchpoints across the employee 
lifecycle from employer branding to recruitment, 
onboarding, salary adjustment and promotions, 
competence development, performance review, 
employee performance, development dialogue and 
through to exit, should all contribute positively to 
the employee's perception of their employer. Many 
leaders buy into this but need inspiration as to how 
to actually create a positive employee experience. 
Provide leaders with tools such as hands-on 
examples of how to develop employees from a 70-
20-10 (experience, exposure and education) 
perspective, how to coach your employee, how to 
spend leadership time wisely and how to apply 
different talent manager roles towards different 
employees. 
Birgitte Brix Andersen (Denmark) 
Business partner, DONG Energy 
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Before an organization can try to create a positive 
employment experience, I think it's important to 
fully understand the actual culture beyond the 
corporate office and senior level.  In addition, it's 
important to understand who is working for the 
company, why they joined, why they have stayed 
and what would make them leave.  Once an 
organization can confidently identify what would 
be a positive employment experience for the 
employees who are employed at all levels of the 
employment life cycle and within the multiple 
cultures and facets of the workforce the company 
can begin to create the positive experiences which 
are unique to the organization.  
Kerry Noone (USA) 
Employer Branding and Digital Marketing 
Manager, Amtrak  
 
One of the biggest challenges that organizations 
face today is creating and maintaining an engaged 
workforce that will strive to accomplish their 
corporate mission and objectives through 
discretionary effort and emotional commitment. 
The latter can only be accomplished if employees 
have a positive employment experience at each 
stage of their employment lifecycle. For employers, 
delivering such an experience to employees 
requires considerable effort, consistency across the 
entire organization and in some cases, 
organizational and cultural transformation. Those 
who do succeed however, are able to create the 
stimulus and the conditions for their employees to 
gradually evolve into true brand advocates and 
ambassadors. 
Theo Menounos (USA) 
American Red Cross 

The experience that an employee has with an 
organisation affects the employer brand of the 
organisation. If an employee experiences positive 
Moments of Truths (MOTs) - for example, a 
supportive first day, an internal job transfer, 
promotion or temporary leave, the employee is 
likely to remember it, share it and become an 
ambassador for the organisation. If an employee 
experiences negative MOTs, there is a greater 
chance the experience will be shared not only with 
colleagues and peers, but also through comments, 
ratings and reviews on social media. Quality 
candidates seeking employment, external job 
transfers or promotions would most likely consider 
an organisation with greater positive employment 
experiences. 
Erika Topp (Canada) 
Manager, Employment Brand and Recruitment 
Marketing, Scotiabank 
 
We invest a lot in our employees' development and 
of course it is important for us to have a ‘win-win’ 
situation and receive value from this investment 
and retain our employees so they contribute to our 
business. It is also important for us to continuously 
build great ambassadors that can tell the stories 
about our company, the possibility to develop 
within the company and all other employee 
attributes that make us the company we are so we 
can recruit and retain the talents we want and 
need. 
Yvonne Strandberg (Sweden) 
Global Manager Employer Branding, Sandvik AB 
 
 
 

Building a positive workplace culture is highly 
beneficial for organizations. When organizations 
focus on people and meeting their needs the level 
of employee engagement increases. This leads to a 
range of benefits for the organization including: 
 

 Employees are the best brand 
ambassadors: employees that are proud 
to work for positive organizations share 
their experience with their social 
networks. They can be great advocates to 
customers and even influence customers’ 
experience in a positive manner during the 
sales process.  

 Engaged employees can positively 
influence the ‘blockers’ within the 
company and contribute to the 
development of a positive workplace. 
People with aligned values and behaviours 
create positive workplace cultures. 

 Engaged employees perform better. 

 Engaged employees are more creative and 
innovative. 

 Reduced turnover: engaged employees are 
more likely to want to stay with their 
employer. 

 Engaged employees perceive their 
workload to be more sustainable than 
others. 

 
Ligia Ludusan (Romania) 
Recruitment and Mobility Manager, Groupama 
Asigurari Romania 
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There are a wide range of benefits for 
organisations that create positive experiences for 
their employees. Increased engagement means 
that employees will give more of their time, effort, 
knowledge and care to what they do because they 
are happy in their work environment. These results 
will also benefit customers. Happy employees stay 
longer therefore reducing turnover, reducing hiring 
costs and lost productivity and or knowledge and 
expertise. There are endless examples of how a 
positive and happy work environment increase an 
organization’s ability to attract great employees 
and in a competitive market you want to be able to 
keep and attract great people into the business.  
Suzanne Chadwick (Australia) 
Head of Employer Brand, Digital & Sourcing 
Innovation - Asia Pacific 
Hudson RPO - Brand & Sourcing Innovation 
 
Marketing 101 highlights that there are four key 
elements in the Marketing mix: Product, Price, 
Promotion and Place. Whilst focussing on these 
four elements may have successfully worked for 
companies in the past, these core principles of 
Marketing 101 have never before been more 
challenged. This is mostly true as organisations 
have realised that the Missing P – People – can 
significantly impact their company’s ability to 
deliver on the Product/ Price/ Promotion/ Place 
mix. A negative employment experience can have a 
profound impact on a company’s reputation whilst 
an employee is still with the company and even 
when they leave! HR and business leaders are 
quickly realising the importance of investing in the 
5th P.  

The impact of doing so includes engaged and more 
productive employees, happier customers, brand 
advocacy. In the words of David Ogilvy ‘The people 
with the best people win’. 
Prenai Pillay (South Africa) 
Brand and Attraction Manager at ABSA/ Barclays 
Africa 
 
It is vitally important for an organisation to ensure 
that employees have a positive experience whilst 
they are employed because they are your biggest 
brand ambassadors. Employees are the biggest 
advocates for how others view your employer value 
proposition. As the saying goes bad news travels 
fast and this is also true of bad experiences. People 
feel compelled to tell others of bad experiences 
they have had, but the same does not necessarily 
apply to good experiences.  However when 
prompted about an employee’s experience, a 
company wants to ensure that the response will be 
positive. Additionally both negatives and positive 
attitudes have a tendency to spread and when the 
experience is negative it can be very poisonous for 
a company’s reputation. I have seen firsthand how 
a bad experience has turned otherwise happy and 
productive employees into disgruntled and 
unproductive employees in a very short time. 
Lynne Cawley (Australia) 
Group Executive, Operations & HR, CANSTAR 
 
At a time where employment offerings are looking 
more or less the same, development opportunities, 
challenging projects, work-life balance, a strong 
purpose and an employee experience that meets 
and exceeds expectations are the factors that 
makes a company stand out from the competition. 

Employee expectations are rising especially 
amongst millennials and in much sought after 
technical fields such as engineering. For the 
generation that grew up in the ‘always-on’ era, 
expectations of speed and continuous feedback are 
high. 
 
In the workplace employees hope and expect to be 
seen and heard. We like to be acknowledged for 
the work we do. From the time a prospective 
employee meets the company for the first time to 
the day they decide to move on to their next career 
opportunity in another organisation there are a 
whole range of events that determines how 
employees perceive their company as an employer. 
 
To borrow from the customer experience discipline, 
some of these events (or touch points) are more 
important than others and have the power to 
determine employee’s perception. Everyone talks 
about their careers and their employers as work 
plays an important part of their life. It is important 
for companies to know how the conversation 
unfolds when it comes to its reputation as an 
employer. The more consistent and fair employees 
are treated, the better companies deliver on 
expectations. Furthermore the better leaders 
throughout the organisation treat employees, the 
easier it is to retain happy and productive 
employees and build a reputation as a preferred 
employer. 
Line Goplen Höfde (Norway) 
Global Manager Employer Branding, DNV GL 
 
 
 

18



 

© Employer Brand International 

Attracting, engaging and retaining the best talent 
in the market has become a great challenge and a 
big concern for leaders. The need to develop a clear 
employer branding strategy with a unique EVP, 
where the employee lifecycle is considered as an 
integral based on their experience with the 
organization has become an important part of the 
agenda of many organizations in Peru and around 
the world. 
 
Research shows employee engagement has a 
positive impact on business performance so this 
has become a priority for talent management 
leaders. Creating a positive employment experience 
for employees during their time with the 
organizations is one of the most important 
employee engagement initiatives. With the impact 
of new technologies leaders have to redefine their 
people processes and redesign every employee 
experience touch point in order to generate a 
positive impact on them. 
 
The most creative and innovative companies in 
redesigning the employee experience will become 
organisations talent want to work and will raise 
company value as a result. 
 
Janine Claux Ferrand (Peru) 
Talent Acquisition and Employability Manager, 
Laborum Perú 
 
 
 
 
 

I believe the lifecycle of an employee begins from 
the very first moment they hear or read anything 
about a company. Many companies try to build a 
positive relationship during the hiring process, but 
fail to continue it through the employee’s tenure. 
Employees start comparing their pre-hiring 
experiences with those they have after being hired. 
If they see any gaps between what is expected and 
what is delivered they soon start to express their 
negative feelings or at worst, consider leaving the 
company. There are many different reasons why a 
company should focus on creating a positive 
employment experience including the cost of 
turnover or the impact of negative word-of-mouth 
marketing through their employees. An employee 
who is an advocate of their company, feels valued, 
engaged and enthusiastic not only has a positive 
impact on potential candidates but also on current 
and potential customers. Customers want to buy 
from companies who not only produce high quality 
products and services but who are also socially 
responsible and care about their people and their 
environment. Quite simply, happy and engaged 
employees create profitable and successful 
companies. Engaged employees may still leave 
their company but their positive impact on others 
through advocacy will last much longer. 
Ebru Cekirge Olcer (Turkey) 
Human Resources Manager, NEF Real Estate 
 
 
 
 
 
 

Happy people are productive people! A 
fundamental driver of human performance is that 
people feel valued. If employees aren't having a 
positive employment experience, we see 
motivation, productivity and business performance 
decrease. We've all see it where people are having 
a negative employment experience and they start 
to drift into unproductive behaviours and 
performance. It is likely they will also tell others. 
  
Employees' experiences matter more than ever 
before. Employees are your business. They are 
advocates or detractors and are one of the most 
trusted sources of information about your business. 
People will go to them for their opinion and make 
decisions based on their experience. Today with 
social media facilitating more transparency than 
ever, a person's employment experience can be 
profiled worldwide!  
 
With research showing 46% of people turning to 
social media to make purchase decisions, it makes 
sense not only for business and sales to create 
positive experiences but also to attract, engage 
and retain talent. There is every incentive for 
employers to focus on creating the most positive 
experience for employees possible. We know it is a 
challenge to create these positive experiences each 
day for every employee. There is an art in creating 
these experiences consistently and organisations 
that do will reap long term business benefits. 
Kellie Tomney (Australia) 
Founder & Director 
STAND OUT ADVantage 
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This is exactly the stage where employees realize 
the difference between companies that ‘walk the 
talk’ and companies who display nice statements in 
their websites or on their walls. Creating positive 
employment experiences is an important element 
for engagement. 
 
Companies all over the world are generally 
struggling with budget constraints, cost and 
investment control. Nowadays to be a leading 
company you have to demonstrate you are serious 
about investing in the right resources and the right 
people because it is employing and retaining the 
best talent which will take your company to next 
level. 
 
A positive experience in the workplace has a 
tremendous affect outside the company. It 
encourages employees to be ambassadors of the 
core values of the brand and positions the company 
as a ‘preferred employer’ against its competitors. 
 
Giuliana Massimino (Italy) 
Country Communications Manager 
Sandvik Italia S.p.A 
 
‘Quite simply, I believe that happy employees 
perform at their best. If they are passionate about 
what they do, work in a trusting environment with 
highly skilled colleagues and in a company they can 
be proud of then they will provide stellar 
performance. They are telling a story every day to 
friends, relatives, networks about work and if that 
story is positive they will attract other like-minded 
individuals to the company.  

That is the best and most relevant sourcing 
platform any company can build on.’ 
Michael Holm (Denmark) 
HR Senior Manager, Lego 
 
 
Simply put ‘In People Matters, Experience Matters.’ 
There is a famous quote from Maya Angelou “I've 
learned that people will forget what you said, 
people will forget what you did, but people will 
never forget how you made them feel” that has 
become our bible for creating an experience for 
whoever comes in contact with our employer 
brand. We apply this philosophy not only with our 
employees but also with our candidates, event 
invitees, clients or consumers.  
 
Guided by this philosophy we have seen 
tremendous improvements in our candidate offer 
acceptance and joining rates, employee and client 
retention rates. Another key thing to note is that 
you have to provide a seamless experience to all 
parties, it can’t be one over the other; because 
their experience is inter-connected and has a 
reverberating effect on each other and all brands – 
business, consumer, employer and social. 
Amandeep Kaur (India) 
Employer Branding Lead-India  
Sapient  
 
 
 
 
 
 
 

A person who feels appreciated will always do 
more than what is expected! Gone are the days 
where the vast majority of people traipse to work 
in the Western World.  Work is secondary, it is a 
part of our lives not our lives. We all strive to jump 
out of bed in the mornings similar to the Disney’s 
Seven Dwarfs who sing on the way there and while 
there.  There is only one problem, in order to live 
this life you need to carefully select which employer 
will provide this opportunity. This is where the 
appropriate implementation of an Employer’s 
Value Proposition becomes front and centre of 
engaging and retaining key talent. Nothing 
changes throughout our lives, we all work at our 
best when we are recognised, valued, appreciated 
and of course have the sense of belonging.  
 
As easy as it sounds, all that is required by an 
employer is to deliver on the employment 
promise.  The rhetoric of over promise and under 
deliver has no place in creating a workplace where 
success is inevitable. Humans have a pack 
mentality and enjoy being part of something 
greater than themselves and working towards 
common goals. By providing the environment to 
succeed and the tools of the trade, it would be 
highly unlikely that those employees who are living 
the life they dreamed of, with an employer who 
makes them sing on the way to work would not 
have the psychological contract required for the 
business to be sustainable into the future. 
Linda Halse (Australia) 
Manager People & Culture, City of Mitcham 
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İt is clear that employee experience has a 
significant impact on customers, organizations and 
potential employees. In today's new world many 
companies understand that happy employees make 
satisfied customers. Jim Goodnight, the CEO of SAS 
said, "SAS is a company built on relationships, and 
our relationships with customers are only going to 
be as good as our employees' experience." If your 
employees are motivated, engaged and satisfied, it 
has a positive impact on the success and the 
profitability of the company.  
 
Positive employees are more creative and 
productive. It is obvious if you plan to create a 
positive customer experience, you should start with 
your employees. If you don't create positive 
employee experiences, you cannot expect to create 
positive customer experiences. Your employees are 
the ones who deliver the services/products to your 
customers, they are the ambassadors of your 
company's brand. As a consequence of offering 
positive experiences, employees will inevitably 
share their experiences with their friends, family 
and social media networks which will assist to 
attract more talent to the organisation.  
Elmas Esin Tasci (Turkey) 
Managing Partner, Novem Partners 
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Leadership voices from around the world 

 
The values that guide our decision making at 
Johnson&Johnson SpA are spelled out in Our Credo. 
Put simply, Our Credo challenges us to put the 
needs and well-being of the people we serve first. 
The Credo embodies what we stand for and defines 
a unique set of values and a company culture in 
which ethics, trust, collaboration, innovation and a 
high-performing mindset are crucial pillars. Leaders 
at Johnson&Johnson SpA who live the credo and 
apply the principles of involvement and 
inclusiveness, accountability, agility and 
authenticity and putting their people at the centre 
will foster an environment for positive employee 
experiences and will achieve the best business 
results and create the strongest legacy for the 
organization and our customers.  
Els Van de Water (Italy) 
Human Resources Director Southern Europe at 
Johnson & Johnson SpA 
 
The most effective way to engage leaders about 
the importance of creating a positive employee 
experience is to show them the data that supports 
employee engagement versus non-engaged 
employees. At the leadership level it is important to 
show the big picture and how it effects ROI. This 
data could involve retention and derailment 
reports, cost per hire reports in relation to the 
retention reports, performance reports, 
engagement surveys, and even social media 
research on what is being said about the company 
with explanation as to how that effects our 
business.  

It is important to clearly define how a negative 
experience impacts the organisation and how the 
positive experience helps sustain and grow the 
business.  
Tamsin Bencivengo (USA) 
Employment Brand and Social Media Manager, 
Penske Truck Leasing 
 
It is challenging to come up with just one 
overarching way to engage business leaders on just 
how vital developing a vibrant employer brand is 
for an organisation as there is such a long list of 
benefits that no organisation can ignore. In my 
view, engaging leaders on any topic comes down to 
‘speaking their language’, and conveying the key 
reasons to create a positive employee experience 
has to resonate with them individually. For 
example, a Head of Marketing will get excited 
about the transition of employees becoming ‘brand 
ambassadors’ for the business, a Head of Finance 
will pick up on the savings to be made through 
reduction in recruitment advertising costs or higher 
productivity, and the CEO will see the overall 
picture, but feel particularly motivated by a strong 
employer brand being an ‘enabler for growth’ for 
the organisation - through higher performance of 
staff and increased quality of hires. So in summary, 
there is no one way to engage leaders, but a 
prioritisation of the key benefits sold in a way that 
will engage, excite and motivate the organisation 
and its leaders. 
Paul Greenaway (New Zealand) 
General Manager, hainesattract 
 
 

What is the most 
effective way to 
engage leaders 
about the 
importance of 
creating a positive 
employee 
experience during 
their time with the 
organisation? 
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Our leaders are the primary ambassadors of the 
employer brand through their day to day contact 
with employees and the impact this interaction has 
on the ‘employee experience is far reaching. It’s 
commonly thought that people leave their 
manager, not their organisation. Leaders need to 
first embrace and be accountable for the role they 
play in an employee’s engagement 
level.  Developing a reward and recognition 
program for exceptional leaders who positively 
contribute to the employee experience is an 
effective way to both encourage and reinforce its 
importance.   
 
We can get under the bonnet of what’s going on by 
conducting internal ‘happiness check in’ or 
engagement surveys as well as exit interviews on a 
regular basis, with targeted questions to explore 
the relationship between the employee and their 
leader and how this influences a decision to join, 
stay or leave, results of which are fed back to the 
leaders. A bottom line reality check may be what it 
takes to finally persuade the data driven leaders: 
the cost of not doing it right will impact the team in 
a negative way and is evident through high 
attrition, low productivity, and absenteeism. 
Leadership metrics such employee retention; 
number of quality referrals; readiness for 
promotion, and likelihood to recommend are also 
relevant. 
Victoria Casey (Australia) 
Head of People & Culture, Macquarie Telecom 
 
Most leaders focus on improving processes, 
increasing efficiency and lowering costs with the 
ultimate goal to improve financial performance. 

Hence, the employee experience should be 
explained to leaders in their own language: by 
using the right metrics you let them discover how a 
positive employee experience leads to better 
financial performance. Support your business case 
with the right research. Remember: higher 
employee engagement creates loyal employees 
who are not only more productive and act as an 
ambassador for the organization, but also create 
loyal customers and a higher ROI. Most leaders of 
large global brands get this message, but smaller 
organisations tend to focus on short-term results 
and find this hard to believe. 
Yves Pilet MSc MBM (Netherlands) 
Employer Brand Consultant, The Brand Valley 
 
Leaders need to understand that happy employees 
lead to happy customers, not the other way 
around. Whereas infrastructure and technology 
used to be the competitive advantage of leading 
organisations, the defining piece of the puzzle in 
this new business landscape is people. As such, the 
smartest thing to do for any organization is to find 
out how to keep the employee experience in sync 
with employee expectations— from onboarding, 
performance management, rewards and 
recognition to career development. Only then can a 
company have a solid foundation on which to build 
a sustainable business for today and the future. 
Anj Vera (Philippines) 
Chief Executive Officer, TALENTVIEW 
 
KPI Alignment. By this I mean, leaders and all 
employees for that matter, need to have their 
positive behaviour rewarded and it should be linked 
to their KPI’s and how they earn their bonuses or 

commissions (or other values that are important to 
the employee). Just like front line staff getting 
rewarding for ‘exceeding customer expectations’ 
leaders need to be rewarded when their staff 
display positive employee behaviours. Leaders need 
to live and breathe ‘employee engagement/ 
satisfaction’ and it needs to be a top 3 KPI for the 
‘rubber to hit the road’ so the organisation can 
start to reap the benefits and gain a reputation as 
a ‘desired employer’. Positive employee experience 
comes from those feeling a strong sense of 
connection with the organisation and this comes 
from a company who communicates, listens and 
understands it employees….so the bottom line is 
you need to recruit the right leaders in the first 
place who believe in this stuff!   
Jochen de Jager (Australia) 
Director of Research, de jager Executive Search 
 
I believe the best leaders create an environment to 
allow employees across all levels of the 
organisation to realise their full potential. In order 
to build the pathway for a positive experience it is 
important leaders allow their teams to acquire new 
roles and responsibilities. If an employee feels they 
are valued, challenged and trusted, the company is 
more likely to retain the employee. Creating new 
opportunities for employees constitutes the 
fundamentals of leadership, especially for those 
who seek and take on more advanced and 
innovative tasks. It is also helpful if leaders become 
more emotionally intelligent to stimulate employee 
engagement. 
Sabrina Rugnone (Argentina) 
General Management Assistant, Coloplast  
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Leadership voices from around the world 

 
At UnitedHealth Group our employer value 
proposition (EVP) was generated from and by our 
employees. Our EVP is an expression of what our 
employees experience each and every day, because 
that is what they told us in our research and 
development. Even with our employees as the 
source of our EVP, a large part of an employee’s 
experience is dependent upon their specific 
business unit, manager and team.  So while our 
EVP may be an expression of what most employees 
experience most of the time in most pockets of the 
organization variation does occur.  Individual 
manager education and accountability for 
delivering on the promised employee experience to 
try to minimize that variation is a must and yet is 
the largest and most complex challenge we face on 
a daily basis.  There are a number of tactics we 
have applied and are launching this year including 
a communications plan associated with our annual 
employee survey and an educational video.  Our 
Leadership Profile has been evolved to include 
accountability as a Talent Steward.  All of this 
continues to move the dial in a positive direction in 
this respect. It wouldn’t be true if I didn’t say that it 
sometimes it feels like we are swimming upstream 
to move the dial as much as is needed to minimize 
any variation in the employee experience.   
Heather Polivka (USA) 
Senior Director of Global Employment Branding & 
Marketing, UnitedHealth Group  
 
 
 

Senior leadership at Telstra have embraced the 
management and communication of our EVP as a 
strategic response in building a competitive 
advantage around talent. What we find 
challenging as a large, complex organisation is that 
the employee experience is the sum of all parts; 
accountability is shared. Even when coordination 
and effective collaboration has occurred in the 
design of all facets that contribute to our strong 
EVP, it’s ultimately down to our people managers 
to consistently enable that brilliant employee 
experience. 
Brie Mason (Australia) 
Employer Brand Manager, Telstra 
 
Leadership presents the greatest challenge and 
failure by an organisation and their leaders to 
recognize the systems that enable an employee 
experience to align with the employer value 
proposition (EVP).  Leadership creates the 
possibility for constructive employee experience 
through clarity, environment, team effectiveness 
and effective performance management.  For 
successful alignment, leaders must value the 
critical role that people play and acknowledge that 
the significance of any EVP is only as good as the 
reality of the employee experience.   
Kathryn Gallina (Australia) 
Senior Manager, Transformation and Culture 
Change, SA Water 
 
 
 
 
 
 

What is the 
number 1 
challenge you face 
in creating an 
employee 
experience aligned 
with your 
employer value 
proposition(s)? 
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The number one challenge organizations face in 
creating an employee experience aligned with the 
employer value proposition is the understanding of 
who has responsibility in making this happen. I 
think many employees think that it is ‘big 
corporate’ that has the responsibility when it is 
actually the peers and the direct management 
teams that really have the most impact. These are 
the people that interact with the employees daily 
and display the employer value proposition as it 
relates to the culture through their actions day in 
and day out.  
 
The realization that the team and management 
has the most powerful impact on the employee is 
not always understood and at the forefront of their 
mind. The creation of the culture of the 
organization is first framed with the team that the 
employee is engaged in. This impact should be 
more stressed in management training so they 
understand how much they can influence the 
experience an employee has whilst at the company 
and how this can impact their engagement, and 
their ability to innovate and grow within the 
organization. 
Gabrielle Madison (USA) 
Senior HR Manager, Thomson Reuters 
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Leadership voices from around the world 

 
I support Aaker’s view that a brand’s value 
proposition and its relevance to customers can 
form the basis of a relationship between customers 
and the brand. For employer brands, the 
‘customers’ are existing and prospective 
employees, for whom, a discrete value proposition 
applies. Talent and valued employees have a choice 
to join, engage, commit or stay with organisations 
just like valued customers have a choice where to 
shop. In today’s talent short environment 
managing the employee experience and customer 
experience as one is critical for business success. 
Nadine Kamineth (South Africa) 
Specialist (Recruitment) at Mercedes-Benz South 
Africa  
 
The employer and customer brands are part and 
parcel of an overall brand. They must have a close 
relationship with each other in order for the brand 
to be consistent and authentic. This is especially 
important for sales or service-based industries such 
as hospitality, health care, retail, and consulting 
where human relationships form an organization's 
financial foundation and competitive advantage. In 
essence, through the employer brand, the 
organization models the behaviour that it wants to 
see in its employees as they interact with their 
customers. Critical misalignments also erodes the 
rich opportunities to enlist employees to be not 
only raving fans of the employer brand, but also of 
the consumer brand. 
David Ige (USA) 
Brand Marketing and Communications, Employer 
Branding, Providence Health & Services 

I believe organisations should manage the 
employee experience and customer experience as 
one.  The two overlap - any customer could one day 
be a potential employee and any employee can 
also be a customer, now or in the future.  If the 
experience a candidate has when applying for a 
role with your company leaves them feeling 
mistreated or disappointed it may influence their 
decision around whether they choose to use your 
service or buy your product as a 
customer.  Similarly, if a customer perceives they 
have received poor service they may not see your 
organisation as having an employer brand they 
wish to associate themselves with.   
 
If I take NZ Post as an example, we receive 50,000+ 
applications per year for approximately 2,500 
vacancies so it's a large pool of applicants who are 
declined and yet they are likely at some point to 
send a letter, post a parcel, send international 
freight, and use our digital services or bank with 
Kiwibank.  It's difficult to manage this type of 
number. In my opinion having the mindset that all 
potential candidates or employees could be a 
customer (and vice versa) and should be provided 
the best customer experience possible, helps drive 
the right behaviours towards the best outcome for 
the organisation. 
Tina Morgan (New Zealand) 
Head of Talent Sourcing, New Zealand Post Group  
 
 
 
 
 
 

Should 
organisations 
manage the 
employee 
experience and 
customer 
experience 
separately or as 
one? 
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Organizations that strive to deliver a positive 
customer experience cannot underestimate the 
importance of investing in their workforce.  A 
positive relationship between an organization and 
its employees can influence a positive connection 
between employees and customers.   Should an 
organization manage the employee experience and 
customer experience separately?  No. The 
employee and customer experience can be 
managed differently but not separately.  The 
responsibility of delivering a positive experience is 
owned by each employee.  The organization is 
responsible for creating an employee experience 
that instils a passion to deliver on the brand 
promise. The practice of managing the employee 
and customer experience separately may work in 
the short term, however, you risk the result of a 
disengaged workforce.  Companies with a thriving 
brand, such as Apple and Starbucks, have 
developed an organic ecosystem that combines the 
employee and customer experience into a shared 
brand.  
Eric Clemons (USA) 
Employment Branding and Social Media 
Manager, U.S. Cellular 
 
Where there is strong integration between 
employee and consumer experience strategy it 
fosters a positive working environment whereby 
employees develop a greater understanding of the 
needs of customers and are motivated, engaged 
and committed to deliver superior customer 
experiences. 
Marie Sandman (Sweden) 
Owner and Partner, Nora Talent Sourcing 

At Respol we see our employees as our internal 
client and the main ambassador of the company. 
We believe organisations should manage a unique 
experience. It is the only way to consistently 
communicate our employer brand and EVP. For 
instance, we are launching a new product in our 
petrol stations and the first communication action 
was to share the initiative, the advantages of the 
product and the advertising campaign with our 
employees. A special focus of this action has been 
highly specialized training for vendors in the point 
of sale for the product to ensure a distinctive 
experience for clients to support increased sales. 
Esther Poza Campos (Spain)  
Employee Value Proposition Manager, Repsol 
Maria Bravo Membrilla (Spain) 
Employee Value Proposition Manager, Repsol 
 
Despite employee and customer experience being 
very much alike in terms of raison d’etre, the 
business should have in mind that both experiences 
are aimed to different audiences/consumers with 
different moments of consumption and motivations 
to ‘live’ the experience. Brand values, mission and 
vision can work as a common start for both 
experiences (clients and employees) and also some 
visual aspects. However the tactic and daily 
application should adapt to the target population. 
Rogelio Sanchez (Mexico) 
Millward Brown Mexico, HR Director 
 
 
 
 
 
 

The most effective way to engage leaders about 
the importance of creating a positive employee 
experience during the employee’s time with the 
organization, depends on leaders’ readiness to be 
engaged on the subject. For the skilled employer 
brand strategist, this requires assessing where the 
leader sits on a continuum from ‘does not see as 
important’ to ‘sees as extremely important’. Once 
the level of readiness is established, the most 
appropriate engagement strategy is selected. 
These strategies can be based around raising 
awareness of how positive employment 
experiences impact business performance such as 
the link between high levels of employee 
engagement and high levels of customer 
satisfaction and increased sales.  
 
Another strategy can be based around enabling 
leaders to take ownership for creating the positive 
employee experience by identifying the resources 
and conditions they require such as budgets, team 
members, executive sponsorship and cultural 
enablers such as empowerment. For those leaders 
who are at the high end of the continuum, the 
appropriate strategy will be based on accelerating 
action around employer brand strategy. This may 
include implementing a brand ambassador 
program or further developing below the line EVP 
elements (values, behaviours and actions) for 
particular employee segments.  
Cassandra Westerman (Australia) 
Employer Brand Strategist, Employer Brand Life 
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A positive customer experience can only be 
achieved by having employees who are engaged, 
motivated and feel connected with the brand.  
Engaged employees bring more to work each day 
and are better able to build customer relationships. 
When business practices are driven by a common 
purpose and shared values and focused on creating 
positive employee experiences, a great customer 
experience will inevitably follow. This is how value 
in a brand is built. A successful employer brand 
strategy should be innately connected to the 
consumer brand strategy (and vice versa) and 
genuinely consider the customer and employee 
experience as one to ensure that the right talent is 
attracted, recruited and retained.  An 
organisation’s true competitive business advantage 
will come from understanding what motivates its 
people and connecting them to a sense of purpose - 
employees who are engaged and motivated will 
increase customer satisfaction and ultimately drive 
business performance. 
Michelle Lynch (Australia) 
Talent Acquisition Specialist  
University of Southern Queensland 
 
I don’t think organisations can afford to manage 
their employee and customer experiences 
separately, as they are mutually dependent on 
each other. Simply put, if your employees are 
having a positive experience within your 
organisation, they will provide a positive 
experience for your customers in return.  
 
 
 

Organisations need to align their employee and 
customer experience programs into a holistic brand 
experience. Some of the most successful 
organisations in the world, such as Google, adidas 
Group and Virgin are already adopting this 
cohesive approach. They understand this helps 
them to attract, engage and retain both the best 
employees and the best customers within their 
business, to ultimately create business success. 
Danya Williams (Malaysia) 
Project Manager, MYOB South Asia 
 
Organisations should manage the employee 
experience and customer experience as one. Any 
company looking to be successful will naturally 
focus on the customer journey ensuring the best 
service is delivered – land, expand and retain. It’s 
essential that this same focus is placed on the 
employee journey. By mirroring these experiences 
you’re setting the bench mark internally which will 
result in your employees becoming committed to 
delivering the best customer experience. 
Sara Cooke (UK) 
Talent Programs Specialist, LogicNow 
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Appendix 2: The Employee Journey Strategy Map (Sample Company) 
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Disclaimer: The material in this publication 
is of a nature of general comment only, and 
neither purports nor intends to be advice. 
Readers should not act on the basis of any 
matter in this publication without considering 
(and if appropriate) taking professional 
advice with due regard to their own particular 
circumstances. Employer Brand International 
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person, whether a purchaser of this 
publication or not, in respect of anything and 
the consequences of anything done or 
omitted to be done by any such person in 
reliance, whether in whole or part of the 
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WELCOME FROM THE 
CHAIRMAN/CEO

Welcome to the Certificate in 
Employer Brand Leadership 
Course – a contemporary 
leadership program for 
managers around the world.

Since 2007, Employer Brand 
International has conducted 
training for thousands of 
managers in employer branding 
in more than 45 cities in 

27 countries since 2007 including Australia, Belgium, Denmark, 
France, Germany, Italy, Russia, UAE, UK, and the USA.

Employees are fast becoming central to the process of brand 
building and their behavior can either reinforce a brand’s advertised 
values or, if inconsistent with these values, undermine the credibility 
of your messages. Employer branding is a whole of business 
concept concerned with the attraction, engagement and retention 
initiatives targeted at enhancing your company’s employer brand.

The contest amongst employers to attract and retain talented workers 
takes place in a world where changes in the political, economic, 
social and technological environments and concerns about a 
company’s environmental footprint is driving widespread change in 
employment patterns. Today, competition for the best employees 
is as fierce as competition for customers and market share.

The course brings together a talented team of academics, 
strategists and corporate leaders to create an inspiring learning 
experience in the growing field of employer branding.

Our emphasis is on assisting you to develop leadership, 
communication, problem solving and team building skills, which 
will enable you to better understand and deal with the complex 
issues of management in a changing business environment.

In selecting students we look for high quality people with the potential 
to not only benefit but also contribute to the learning experience.

Whilst practical in orientation, your learning experience will include 
networking with like minded professionals around the world to 
support a solid theoretical grounding in employer brand leadership.

Organizations that can attract and retain the best minds by 
leveraging a unique, relevant and distinctive employer brand 
will have a competitive edge in the marketplace.

We look forward to welcoming you and wish 
you the very best with your studies.

Brett Minchington
Chairman/CEO
Employer Brand International
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or to enquire please email Andrea at: 
andrea@employerbrandinternational.com

Please direct all course 
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Ms Andrea Fielding
P +61 8 8443 4115
F +61 8 8443 4149

ALUMNI SUPPORT

The EBI Employer Branding Global Community is an important part of 
the life and community of the School, as it forms an integral part of the 
School’s business relationships. 

The network is diverse, including students and graduates who work and 
live locally, interstate and overseas.

With more than 3000 members, the EBGC supports members in 
various ways:
• Fostering global networking opportunities
• Informing the business community of latest trends in employer branding
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