THE EMPLOYER BRAND
CREDIBILITY GAP:
BRIDGING THE DIVIDE

The employer brand is particularly critical in an age of extreme transparency where job candidates make
reputational assessments with ease based on what an organisation’s employees say online.
The Employer Brand Credibility Gap: Bridging the Divide explores the intersection between employer
reputation and the employee experience. It confirms why employers should create best-in-class employer
brands and informs how to build and activate them. We find that few employees globally perceive a strong
match between what their employer says about itself and their experience working there. Closing the gap
provides an opportunity for employers to more successfully drive recruitment, engagement, and retention.
An authentic employer brand is particularly critical in an age of extreme transparency where job candidates
make reputational assessments with ease based on what an organisation’s employees say online or through
word of mouth.
The new research, conducted by Weber Shandwick with KRC Research, is based on 1,902 full-time
employees across 19 markets worldwide.

THE EMPLOYER BRAND CONTINUUM
Only 19% of employees globally perceive a strong match between what their employer says about itself and their
experience working there.

WHAT MY EMPLOYER PORTRAYS ABOUT ITSELF PUBLICLY MATCHES
WHAT IT’S LIKE TO WORK THERE
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THE BUSINESS CASE FOR
BRIDGING THE DIVIDE
Organis ations reap the following benefits to their
bottom-lines when there is alignment:
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THE STATE OF THE EMPLOYER BRAND ACROSS THE GLOBE
None of these markets have perfectly aligned employer brands according to
employees, but some markets perform better than others.

WHAT MY EMPLOYER PORTRAYS ABOUT ITSELF PUBLICLY
MATCHES WHAT IT’S LIKE TO WORK THERE
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BUILDING TOP EMPLOYER BRANDS
LEAD WITH PURPOSE BOTH INTERNALLY AND EXTERNALLY.
Employees in aligned organisations are much more likely than those in the average
global organisation to strongly agree that their employer:

28%

Treats all employees fairly regardless of race, gender, age,
sexual orientation or cultural differences

58%

24%

Has a social purpose, striving to make a positive contribution
to the world or market it operates in

54%

23%

Provides them with the training and resources needed
to do their job well

54%

ESTABLISH STRONG LEADERSHIP BASED ON CREDIBILITY AND TRUST.
Employees in aligned organisations are much more likely than those in the average global organisation to
strongly agree that their leadership team:
Behaves in accordance with the organisation’s vision
and values
Is responsive when a crisis or problem arises in
the organisation
Creates a good culture and makes the organisation a good
place to work
Instills trust
Acknowledges the good work of its employees
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ENSURE EMPLOYEES KNOW THE ORGANISATION'S VALUES AND GOALS.
Employees in aligned organisations are much more likely than those in the average global organisation to
strongly agree that their employer:

31%

Has a clear code of conduct

29%

Effectively communicates their employer’s vision and goals for
the future
Does a good job of keeping employees informed

Global Employees

65%

16%

57%
42%

Aligned Employees

Methodology: In partnership with KRC Research, Weber Shandwick conducted a 20-minute online survey
from June 18 to August 1, 2017 among a total of 1,902 employed adults, ages 20 to 65, who work at least 30
hours per week for a large organisation (500 or more employees in the U.S. and 250 or more employees in
all other countries). Employees were distributed across industries, professions and job levels. Self-employed
and freelance employees were not included.
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