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o/,employer to self 

'm;'p."",~ and as an employer, both 'within 
Employer has gained immense popu/ari(v 

managers in recent years, TherejiJre, the was to 
the relationship 

constructs, 
Branding ,vith the two Vel)! strategically 

Motivation and Intention to Development 
was carried out with the help scale and was 

utilized to measure the perception of sec/or 
State Bank [ndia (SBl), National 

Bank Indian Oil Limited (IOCL), and Oil and Natural 
Gas Commission (ONGC), The size was 120 which 
included the employees from level, middle and junior level 

The statistical tests employed for this research 
Factor 

'm!O~f'f1'nt'n,., 

were Explorat01)! Factor Analysis (ErA), 
and Structural Equation (SEM). It was 

Employee lvfotivation explains Employer Branding to the tune 
whereas is filrther explaining "Intention to Stay" to the 
extent based on the 

study is dependent on the reliability ofthe 
responses given by the The outcomes the study would be 
useful for the PSU:~ to strategize their 
Employer Brand motivating employees and thereby retaining 

in order to create a 

The linkage between motivation employees, Intention to Stay, and 
has been in this study, and this could be 

probably showcasing the olmotivating the to usher in 
The researchers have also developed a 

to curb attrition. 

i\1otivation, Intention to Stay 

Professor, ",amlilllUlan 

Professor, Sharati 
>!t*+ Assistant Professor. Zakir Hussain '.vi'''!'''I''''}' 
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1. INTRODUCTION 

it is equally for effective brand 
management in the era can easily 
imitated by competitors. 

Attention towards the phrase 'Employer Brand' was first drawn during 
early 19908 wherein importance of organization's reputation as an 
employer was highlighted. engagement and retention of 
initiatives directed towards enhancement ofcompany's employer brand are 
considered as the art and science of employer (Minchington, 

To the image ofan asa 'greatplacetowork'in 
the mind of and external stakeholders is what 
defines Employer 

The concept of product branding helps in better the tenn 
Employer Branding as product branding reflects the impact of brand 
perceptions and outlook of the brand experience on consumer's purchase 
decisions. On parallel grounds, employer branding by enhancing business 
name for inclusion and prospects for everyone and boosting level 

motivation, efficiency and effectiveness in the company, 
recuperating the brand image the company. Marketing concepts 
employer branding in highlighting a prominent position ofa cmnp;anj 
an employer. Although the customers mentioned herein are representation 
of employees/potential employees, the rationale is to attract potential 
customers and retain the current ones. Just consumer branding, 
employer branding focuses on emotional and rational benefits provided to 
employees by their respective employers. Yet Employer branding is 
considered to be different with corporate branding and product branding. 
Employer branding involves application human resource activities by 
means of principles of marketing, precisely "science of branding" to 

and new employees. Existing and new employees serve as 
objectives for employer branding whereas corporate branding is primarily 
concerned with representation of organization to external stakeholders and 
lastly, product branding is more focused on product manifestation to 
customers. 

To discover the association of employer branding with intention to stay of 
employees in their respective organizations is the purpose of 
current In addition, affect of employer branding on level of 
moti vation has also been asserted. 
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2. REVIEWOFLITERATURE 
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3.1 

i11>~,i;;,,~;i;;U with the 

to comprehend the """,v,-""""",,, n,p.n'''A'''''' 

ofemployees to 

3. RESEARCH 

L 


UiL'~HL.'UU to of 

3. To Branding with 

study are here 

in the PSU'son 
in India. 

were reverse 

Ul,C"''''''''!.'i on intention to stay of 

in which 
""',llI'HU,i", ITlctrlOO was to collect the 

~~Li->~U-"" (20ID), Kimpakorn 
"n.",-'n (2008) was used to 
~U'~H',o,' Scale ofMasroor and Fakir 

ofmotivation. Questionnaire 
Likert scale. 9 statements 

] 02 statements. 

Cronbach's alpha. 
0.7 or above, then the 

stands valid. In current 
factor analysis, the value of Cronbach's 

Employer Branding. For 
came out to be and 
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Employer 
and prospective about the brand 
respondents chosen for the 
positioned in each level of of the company. Research 
this study was focused upon the service 
conducted on four Sector 
of India (SBl), National Bank 
Limited (IOCL), and Oil 
random 

4. ANALYSIS AND INTERPRETATION 

Factor 

As a statistical factor replaces number ofvariables 
with a lesser number of 'factors' that renect what sets of variables share 

IUHall'lV with each It describes among 
correlated variables in terms of lower number of unobserved 
variables factors. To sample adequacy, KMO 

and Bartlett's Test were applied prior to factor 
delnO'tlstratlmg the prop onion of variance in the variables that may be 

by underlying factors, the KMO is used to measure the 
When KMO value is closer to 1, it depicts usefulness of factor 

with the data. However, value lesser than 0.5 is indicative 
unusable/ineffective results of factor analysis, 

hYD01tneslsthat the correlation matrix is an Bartlett's test of 
~nl,prl"',1C\r portrays that the variables are 
for structure detection, Factor is useful 
when Bartlett's Test value is less than 0,05 ofthe significance level, 

In factor analysis test on Branding' and 'Motivation' 
was On assessment, the KMO came out to 0.781, and it was also 
was found that the Bartlett's test of reached its 
thereby depicting identity matrix, results ofKl\!10 and test of 
SPIICTIClllY indicated that factor can be applied on the collected data. 

component analysis' method 
of extraction was employed 'Varimax' was used as the rotation 

component analysis refers to the 
modeL in items are assumed exact linear combinations 

and 'Varimax' rotates the axis such that the two vertices remain 
degrees to each other. 10 factors were extracted, 
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ORGANIZATION 

Statements 

14. 0.527 

15. 0.521 

16. 
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2. IMAGE OF ORGANIZATION 


S.No. Statements 

1. This v.~;au."a,uv is considered one of the best in 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

Factor 

0.535 

3. MANAGEMENT PRACTICE (MP) 


S.No. 

L 

2. 

3. 

4. 

Statements 

Comrmny recruitment brochures or web site gave me 
information about their job opportunities. 

Job me detailed infonnation about V.,'.AW"!'.J 

The ma~na:gernellt ali endeavour to "live the 
brand", " thrive the 
facilitate in creation of a 

well infonned. 

that 

website contains all relevant information 
to its business tutnre and nr,,'C>"«' 

The organization's with public are transparent and it 
maintains effective public relations. 

.802 

0.768 

0.712 

0.641 

0.572 

0.454 
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WITH THE JOB 

0.508 

hard as necessary 0.463 

7. 
and can take 

0.448 

8. 0.435 
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1. SUPERVISOR~SUBORDINATE RELATIONSHIP 

accepts mistake I make in the 

3. 

4. 

5. 

6. 

my work 0.533 

to influence 0.531 

to make decisions necessary 0.527 

0.52115. 

16. 

17. 
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2. SATISFACTION WITH THE WORK 

5. The work I do makes a difference here. 0.539 

S.No. Statements 

1. ""':'UI'S""''' which are 

in which I can feel a sense of 

Factor 

0.772 

0.695 

0.681 

0.584 

3. ORGANIZATIO~AL COMMITMENTS 

S.No. 

L 

2. 

3. 

Statements 

I understand the cmnp;:mv 
and values. 

mission statement, 

The cornp"my 
and team VUJ<1"""'", 

The company holds or yearly social events. 

The company holds celebrations for success. 

Factor 

0.802 

0.763 

0.748 

are valued within my 0.566 

clPf",rhn,>nt holds 0.543 

4. AWARENESS ABOUT THE ORGANiZATION 

S.No. Statements 

I understand how my work contributes to the company's 
overall and ct,."t".,Yl,'O 

1. 

2. 
nrr\1.,..i,t""..." dClmotlOlls, turnover in the 

lnf'r\nonr has reasonable PV"P(,T"Tl 

lenlente<1 in the 

requirements are clear. 

Factor 

0.566 
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IMGORG- of the 
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2: CFA 
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InSEM latent was Motivation' its 
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5. 

It was found that 
employees, which 
organization 
motivation process is 
relationship, 
commitment 
employee is 
np'"p,{)" a culture 

which 

would a 
focus more 
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