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The Evolution of 
Employer Brands: 
The Time is NOW 

 
 
 
 
 
 
 
 



 
 
 
 
 

With you today 
 
 
 
 

Desirée Duncan Ben Kalevitch 
 

VP, Health Equity & Inclusion 
Revive 
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EVP, Employee Experience 
United Minds 



 
 
 

Agenda 
• Why marketers need to get involved and how 

• What is an employer brand, and what’s the 
value of it 

• Key findings and insights about employer 
brands 

• How employer brand should intersect with 
your corporate brand 

• Employer brands in action 

• Takeaways for you 
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For marketing and 
communication  leaders: 
if growth is your mission, 
recruitment and retention 
are your challenges. 
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The numbers are ugly … 
 
 

 

By 2026: 
■ 6.5 million healthcare workers will permanently leave 

their positions, with just 1.9 million people replacing 
them. 

■ 21% of family medicine, pediatric, OB/GYN, and other 
primary care physicians are expected to retire. 

■ Demand for nurses will grow 5%, as more than 900,000 
nurses will leave the profession. 

■ Healthcare organizations will need to hire 1.1 million 
more nurses. 

 
 
 
 
 



… and costly. 
 
 

 

Take nurses, for example: 
■ The average cost of turnover for a bedside RN ranges 

from $28,400 to $51,700, causing a hospital to lose $3.6 
million to $6.5 million per year. Each percent change in 
RN turnover costs or saves the average 
hospital $270,800 per year. (Becker’s) 

■ Hospitals are turning to travel nurses, who receive 
an average hourly rate of $120 an hour (up from 
$40ish/hour pre-pandemic). For every 20 travel 
RNs eliminated, the average hospital can 
save $3,083,600. 

 
Source: Mercer’s “2021 External Healthcare Labor Market Analysis” 

 
 



The imperative 
is clear 

Limited staff means limited patients. 
It’s that simple. 

 
Burnout, retirements, and the most 
competitive recruitment landscape in 
decades put the growth and reputation of 
every health system at risk. 

 
For years to come, effective growth 
strategies must begin with attracting and 
keeping healthcare professionals. 

 

7 



 
 
 

 
 

Your Opportunity 
Marketing and Communications leaders are uniquely positioned for this challenge. 

 
 
 
 
 
 

Bring 
your expertise 
to the primary 

challenge facing 
your health system 
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Create a 

powerful employer 
brand that fuels 
growth for the 

organization 

 
Define your 

organization’s 
key differentiator 
(your people) at a 

strategic level 

 
Secure 

quick wins for 
your leaders 
through smart 

marketing 



 
 
 
 

 

What is an 
employer brand? 
An employer brand is your identity as an 
employer. It encompasses all the elements that 
make you who you are, while highlighting the 
most differentiated aspects. 
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Employee 
Experience 
The actual, lived 

experience 
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Employer Brand 

Your identity as an employer. It encompasses all 

of the elements that make you who you are, while 

highlighting the most differentiated aspects. 

 
This is how we package it 

 
Employee Value Proposition 

The holistic and differentiated experience 

you deliver to your employees, 

across their entire lifecycle. 

 

This is what we promise 



 
 
 

The value of 
employer brand 

4X companies with strong cultures 
experience an increase in revenue 
growth 4X greater than those who 
don’t – Forbes 

 
The top concern for exec leads is 
preserving their company culture in a 
post-pandemic world – Deloitte 

 
82% believe culture is a source of 
competitive advantage – Deloitte 
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Improves candidate 
attraction 

Drives employee 
commitment 

 

 
 
 

And, talent flocks to companies with great employer brands 
 

 

 

Enables organizations 
to reach 

50% deeper 
into the labor market 

to attract passive 
candidates 

Increases the 
commitment of 

new hires by 

up to 29% 
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Employees who have not 

experienced unfair 
treatment are 

1.4X more likely 
to plan to stay at their 

organization for the next 
year. 

Reduces 
attrition 



 
 
 
 
 
 
 
 
 

It’s no surprise, then, that employer branding is at the 
top of the C-suite agenda and is the most critical  

priority amongst all CMOs, according to a 
2022 Forrester CMO Pulse Survey. 
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Are aspirational 
yet attainable 

Stay relevant 
over time 

 
 
 
 
 
 
 

 

Define what’s 
unique 

 
 
 
 

Have 

The best employer 
brands … 

 
 

Get defined in 
partnership with 

employees 

substance, 
simplicity 
and sizzle 
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However, what employees want 
from employers is changing, and so 
must employer brands. 
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To understand what employees 
want today, we surveyed a 
diverse global workforce. 

 
We sought to understand: 

• Are they satisfied? 

• Would they recommend the company? 

• Do they expect to stay with the company? 
 
 

And most importantly, which of 79 potential 
factors had the most impact on the above? 
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HO W  &  W HE R E  T HE Y  W O R K : 

• 
• 

• 
• 

Individual contributors 

Managers 

Senior leaders 

Executives 

• Professional 

• Service / Front-line 

• Trade / Manufacturing 

• US 

• Canada 

• UK 

• Germany 

• Mexico 

• China 

• Japan 

WH O  T H E Y  A R E : 

• 
• 

• 
• 
• 

Gender 

Race/ethnicity 

LGBTQ+ status 

Age 

Ability 

• Military/veteran status 

• Religious or cultural affiliation 

• Parental status 

• Education 

Inherent Diversity Acquired Diversity 

Level Job/Type Markets 



 
 
 
 

Introducing 
a new model 
for mutual 
commitment 
Employee experience is 
driven by the strength of 
commitments made by 
leaders, managers, and 
individual contributors 
to fostering an inclusive, 
caring, and productive 
culture 

 
 
 
 
 
 
 
 

WH A T WE 

CR EA T E 

TO G E TH E R : 

A positive place 
to work 

 
We have a culture 

in which we can 
enjoy our work and 

our colleagues 

W H A T ’ S N O N - 

N E G O T I A B L E : 

A safe, secure, fair 
and inclusive 

workplace 
 
 
 
 

OU T C OM E S : 

Retention 
Satisfaction 
Advocacy 

 
 
 
 

WH A T  I  GE T : 

Flexibility, 
independence 

and control 

I feel safe, secure, and 
included regardless of my rank 
or background 

 
 
 
 
 
 

WH A T  I  GI  V E : 

Purposeful, 
valuable 

contributions 
 
 
 

I understand and 
believe in our purpose, 
direction, and values – 
as well as how I fit in 

 
 

I feel a sense of control and 
flexibility, enabling me to balance 

17 my work with my life 



“ ” 

 
 
 
 
 

And, employer brand credibility 
is just as important as ever 

In 2017, we found out that a wide 
employee/employer gap reduced loyalty, 

commitment, and organizational citizenship. 

 
 
 Today, it is the 

6th 
most important driver 

of EX. 
 
 
 

 
My organization portrays itself publicly in a way 
that matches what it's really like to work there. 
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Marketing has a critical role to play in the closing the gap 
between corporate brand and employee brand 

 
 
 
 
 
 
 
 
 
 
 

The 
corporate 
brand 

The brand 
promise 

The 
employer 
brand 

 
 
 
 
 
 
 
 
 
 
 

 

 

The corporate and employer brand each target a different group of stakeholders, 
but they must share a common core promise 

19 
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Management 

Opportunities to build Employer Brand into marketing, 
communications and HR imperatives 

Careers page 

Employer Review 

 
 
 
 
 
 

Participation in 
benchmark studies 

Sites 
• LinkedIn 
• Glassdoor 
• Indeed 

Recruitment Ads & 
fairs 

 
Employee 
Handbook 

 
Online and 

Day/Week 1 
Presentations 
& Meetings 

 

Learning 
Platforms 

 
 

Speaking 
engagements 

 
 

Conferences 

 
Keyword & 

Audience Targeting 

Employee 
Referrals 

Job 
Postings 
 
Pushed 
email alerts 

Offline Training Buddy programs 

Accepted offer 

 
Performance 
management 
programs 

 
Wellness 
programs 

 
 
 
Social Media 

 
PR events 

Awareness Attraction Recruitment Onboarding Development Performance Alumni 
Engagement 

 
 
 
 
 
 
 
 
 
 Word of 

 
 
 

Executive 
Visibility 

 
 
 
 

Patient 

Social Media 

Recruitment 
Outreach 

 
 

Traditional Media / Earned 
Coverage 

 
 
 
 

Application via: 
• Application portal 
• LinkedIn 
• Indeed 

 

 Interview(s) 

 

Offer/ 
negotiations 

 
 

Follow-ups/ 
coordination 

 
 
 
 
 
 

Training 

 
Mentorship 
programs 

Conferences 
 
 
 
 

Skill building 

 
Compensation 
and benefits 

 
 
 
 
 

Recognition 
programs 

 
 
 
Employee 
engagement 
programs/ 
activities 

 
CSR and 
volunteer 
programs 

 
D&I Activities 

 
 

Internal 
communications 

Mouth Experience activities Intranet 

 
 

20 20 

Retention 



 
 
 
 
 
 
 
 
 

Examples of Employer Brands in action 
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The Situation 
Like most of our clients, a global beverage company faced 
increasing competition for talent, from manufacturing to front-line 
to corporate employees. 

Their existing employer brand was not well adopted as many felt 
it reinforced organizational silos by focusing on competition. 

After updating their corporate purpose, it was a natural moment 
to update their EVP and employer brand. 
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A key theme was 
Mutual Impact 

 
 

 
W H A T ’ S N O N - 

N E G O T I A B L E : 

A safe, secure, fair 
and inclusive 

workplace 

 

 
 

“I can offer my opinions 
no matter who is in the room” 

 
 
 
 

“We’re able to come 
together to produce 
something even bigger” 

WH A T WE 

CR EA T E 

TO G E TH E R : 

A positive place 
to work 

 
OU T C OM E S : 

Retention 
Satisfaction 
Advocacy 

 
WH A T  I  GI  V E : 

Purposeful, 
valuable 

contributions 

 
“Employees have the 
opportunity to leave 
a legacy” 

 
 
 
 
 
 

“If you have ambition, 
ability and willingness to learn, 
there’s nothing stopping you” 

WH A T  I  GE T : 

Flexibility, 
independence 

and control 
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EX Analysis 



 
 
 
 
 
 

the power of 
 

Your talent times the talent of 19,000 people 
who dream as big as you do. 



 
 
 

THE ASK Help a global technology company to build a diverse pipeline of qualified, 
diverse candidates to fill highly specialized, niche positions. 

 
 
 

Our Approach: 
 
 
 

Identify key talent drivers required to 
compete for future talent – what they 
value in the workplace; and their 
impressions of the company. 

 

Create and activate a compelling EVP 
that differentiates the company as an 
employer of choice. 

Engage current and future talent by 
developing and deploying a multi-channel 
engagement campaign – driving direct 
interest from these targets. 

 

Diversify reach by intentionally designing 
our campaign to reach a highly 
representative community. 
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2. 

3. 

4. 

1. 



 
 
 

RESULTS 
 
 
 
 
 

Resources developed: 

• Insights report, including talent personas 

• EVP and supporting message pillars 

• Leadership handbook and communications 
plan for embedding EVP internally 

• Recruiter handbook 

• Static and dynamic advertising assets 

• Campaign video 

OVER 3 MONTHS: 
 
 

10M+ 
impressions 
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138K 
Application views 

(146% increase) 

1,631 
Applications 

(200% increase) 

Total cost per 
application 

~$120 
Down to ~$40 in 

the final week 



CONCEPT EXAMPLE 
 

Go Beyond 
For those who believe there is a better way, the Betty Irene Moore 
School of Nursing at UC Davis is the place that will launch the next 
phase of your career. It’s a promise that the school will help you 
rise to the challenge so you can go beyond clinical education and 
become a new type of health care leader. 
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Assess Plan Articulate Enable 
 

• Materials review 

• Employee survey 

• Stakeholder interviews 

• Focus groups 

• Competitive analysis 

• EVP development 

• Validation focus 
groups 

• Employer Brand 
creative concept 
development 

• Brand guidelines 

• Assets 

• Internal & 
external engagement 
plan 

 
 

 

 

4- 8 weeks 3-5 weeks 3-5 weeks 2-3 weeks 
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How to build an employer brand 



 
 
 
 

Top 3 Recommendations 
As marketers you are co-owners of employer 
brand. Marketers, HR and Communicators each own 
important elements of brand. Stronger connections 
yield better outcomes. 

 

Keep your people involved at every stage of the 
process. More than most industries, your people are 
the most important part of your ability to achieve your 
mission and must be engaged throughout the 
process of creating an employer brand. 

 
This is not just a creative exercise. Contribution and 
impact must be at the core of both the process and 
the outcome. 
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Q&A 
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Thank  you! 
 
 
 
 
 
 

 


