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Abstract— Due to the fact that employer brand is important in recruiting the best applicants besides retaining the current employees, the
purpose of this article is to explore the relationship between employer brand and employees’ retention. For this purpose, Iran Melli Bank
was chosen as statistical population and the branches of the Bank in the City of Tehran were chosen as the sample which was divided into
five regions: center, north, south, east and west by cluster sampling method. Moreover, in every region, some branches were selected
randomly and 530 questionnaires were distributed among bank employees and 380 questionnaires were collected totally. Then, structural
equations modeling based on partial least squares for data analysis was used. According to the findings, there is a positive and significant
relationship between employer brand and its dimensions including compensation, brand and reputation, authority, work environment,

corporate social responsibility and employees’ retention.
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1 INTRODUCTION

As a result of globalization and liberalization, competition
of labor market has increased and the war for talents has
intensified. In addition, employment and retention of the
new talent has been significant in continuous growth of an
organization [1-8]. The main reason is that the human capital
creates value for the firm and enhances the organizational per-
formance [2, 4, 5, 7, and 9]. For this reason, employer branding
has been drawn considerable attention recently [9-19]. As a
matter of fact, it is essential to identify the relationship be-
tween employer brand and employees’ retention as a tech-
nique of retention management [20-23].
Due to the important role that employer brand plays in attract-
ing as well as retaining the talented individuals and since few
research have studied the relationship between employer
brand and employees’ retention, there is a theoretical gap in
this area and this kind of relationship should be explored care-
fully.

2 RESULTS AND DISCUSSION

2.1 Employer Brand

Attraction, employment and retention of the best talented
people are always a challenge for organizations. Human re-
source is considered as one of the most significant organiza-
tional resources. According to Tanwar and Prasad [24, 25], it is
necessary that organizations develop strategies to confront
with shortage of applicants and increasing turnover rates.
Employer branding is a strategy that can be used to overcome
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the problems of attraction and retention of talents [26-33].
Employer brand is a concept derived from marketing in hu-
man resource. Employer brand describes the company’s per-
sonality as a preferred employer in order that people may ap-
ply to that company instead of its competitors [30-33]. Ambler
and Barrow [34-39], the first people who proposed the idea of
employer brand, defined employer brand as ‘the package of
functional, economic, and psychological benefits provided by
employment, and identified with the employing company’
[40-44]. Employer brand is the firm’s long term strategy for
employing and retaining the employees [45-49].

Employer branding can be defined as a targeted, long term
strategy to administer the awareness and comprehensions of
employees, potential employees, and related stakeholders re-
garding a particular firm. Backhaus and Tikoo supposed that
employer brand differentiates the firm’s attributes as an em-
ployer from its competitors [50-56].

Employer brand involves internal and external aspects. Exter-
nal brand is the assortment for persuading potential employ-
ees to enter the firm and creating the image of the best place to
work for the firm. Internal brand is the assortment among cur-
rent employees, which is the promise made by the firm to the
employees, is not only the kind of relationship between the
firm and employees, but also indicates that the firm is able to
provide the unique work experiences for current and potential
employees [57-63].

Organizations with employer brand can reduce the cost of
human resources and improve recruiting performance and
work relations; retain employees; offer less payments to em-
ployees compared with organizations without employer
brand; and strengthen the corporate culture [64-69].

2.2 Employees’ Retention
Retention describes the situation in which the employees de-
cide to work and stay in the organization. Retention concen-
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trates on retaining the employees who play an important role
in organization’s success. Retention programme should be
arranged so as to identify the reasons why people work in an
organization, leave an organization and choose other organi-
zations [70-75].

The conventional assumption of turnover suggests that organ-
izations which cannot retain talented employees will not suc-
ceed. Hence, the main responsibility of retention management
is avoiding turnover [76, 77].

As a matter of fact, the main reasons for the importance of
employees’ retention are shortage of skilled and professional
staff, the lack of work force for the sake of demographic
changes, alteration of the new work force expectations, variety
of work force, entrepreneurial actions, insufficient educational
programmes and increase in competition. In fact, all of these
reasons accentuate the importance of the employees’ retention
[78-81].

Actually, due to the important role that employer brand plays
in employees’ retention, the main hypothesis of this research is
explained as follows:

Main Hypothesis: there is a positive and significant relation-
ship between employer brand and employees’ retention.

2.3 Dimensions of Employer Brand

Based on the Cable and Turban’s study (2003), organizations
which have better reputation attract more job applicants [82-
84]. Based on a research, applicants accept approximately
seven percent less salaries from organizations with positive
reputations than organizations with negative reputations. Ac-
cording to the employer branding institute, main dimensions
of employer brand are compensation, work-life balance, cor-
porate culture, work environment, strength of product or
company’s brand [85, 86].

The most common factors which have been identified as im-
portant job attributes are compensation, career, attractive
work/mind challenge, professional advancement, job security,
work environment/ corporate culture, responsibility, work
schedule flexibility, corporate social responsibility, and com-
pany’s prestige [87, 88].

Based on Tanwar and Prasad’s (2016) research, the organiza-
tion can develop strong employer brand by providing work-
life balance, healthy work environment, corporate social re-
sponsibility and learning opportunities for employees. In ad-
dition, with strong employer brand, the organization is capa-
ble of retaining the talented work force.

Goswami and Agarwal (2015) indicated that it is essential to
provide good work environment and organization’s reputa-
tion for employees’ retention.

Alniagik et al. (2014) proposed that progress opportunities in
the organization and base salary above average are important
aspects of employer brand from the employees” perspectives.
Alniagik and Almiacik (2012) concluded that career, good rela-
tionship with supervisor, organization’s support from creativi-
ty, promotion opportunity in an organization, manager
acknowledgement, and job security are important dimensions
of employer brand.

Kucherov and Zavyalova (2012) realized that organizations
that have employer brand obtain various economic benefits
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thanks to the low rate of employees” abandonment and human
resource investment in employees’ training and advancement.
Furthermore, training programmes and monetary incentives
are common in such organizations and employees participate
actively in decision making and managerial processes.

Sokro (2012) suggested that it is necessary to provide good
work environment and create growth opportunities in order to
attract and retain employees. Moreover, employees choose
reputed organizations for working.

Agrawal and Swaroop (2009) reached the conclusion that au-
thority, compensation, and geographic location of the organi-
zation are important dimensions of employer brand.

Based on the most repeated dimensions of employer brand in
previous studies, dimensions that are studied in this paper are
as follows:

2.4 Compensation

Individuals are attracted to employers who offer higher salary
in comparison to those in the same industry and provide them
with good compensation package [89-91]. Compensation is
the most important preferred organizational feature for em-
ployees [92-97]. Therefore, we can expect that:

H1. There is a positive and significant relationship between
compensation and employees’ retention.

2.5 Flexible Working Conditions

Nowadays, organizations place the strategies of flexible work-
ing conditions in their employer brands. Such strategies not
only help employees to integrate and adjust the work and
non-work aspects of their lives, but also help organizations to
improve their employer brand that will lead to employees’
retention. McDonald, Brown and Bradley (2005) identified
flexible working conditions as one of the important dimen-
sions in terms of the factors that influence employer attrac-
tiveness. Organizations are able to ameliorate their employer
brand image by introducing flexible working hours [98-100].
Therefore, we propose that:

H2. There is a positive and significant relationship between
flexible working conditions and employees’ retention.

2.6 Job Security

Job security and retention policies are important for many
people. Hewlett, Sherbin and Sumberg (2009) found that forty
five percent of employees expect to work with their current
employer in the rest of their work life (Ito, Brotheridge &
McFarland, 2013). If employees feel secure at their job, they
will dedicate their physical and mental energy to the organiza-
tion and it will not be afflicted with human tensions. There are
subjects such as job changes, losing job, and lack of availability
of appropriate job in the concept of job security [101-103].
Thus, we suggest that:

H3. There is a positive and significant relationship between
job security and employees’ retention.

2.7 Career Path

Career path is a professional advancement path and is limited
to job groups with formal hierarchical advancement. Career
path is an arrangement of work experience of every person
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over time [101, 102]. The opportunity to be promoted in the
career path is the extent to which employees have a chance to
be promoted in their career or they have a clearly-defined
career path [102, 103]. Therefore, career path is considered as a
dimension of employer brand:

H4. There is a positive and significant relationship between
career and employees’ retention.

2.8 Brand and Reputation

Brand is a symbol that summarizes the associations of the
name and many things that can have trade mark, including
the company itself [102, 103]. Brand is one of the most im-
portant preferred organizational attributes for employees [99-
103]. Reputation is defined as external perceptions of how
much an organization is considered good. Reputation shows
the company’s prestige and situation [100-103]. Reputation is
a perception of company’s previous actions and future per-
spective which defines the whole company’s attractiveness for
all key elements in comparison to its other competitors [84-
94]. Reputation plays an important role in increasing employ-
ees’ morale and productivity and improving recruitment as
well as retention [95-103]. Therefore, we can assume that:

H5. There is a positive and significant relationship between
corporate reputation and brand and employees’ retention.

2.9 Culture

Organizational culture is defined as a set of values, beliefs,
assumptions and symbols that describes the way in which the
organization operates its business [96-103]. Culture evolves
continuously and performs as a guide for employees in order
to adapt their behaviors with those of other employees [94-
103]. Culture is one of the most substantial preferred organiza-
tional features for employees [91-101]. Thus:

He6. There is a positive and significant relationship between
corporate culture and employee’s retention.

2.10 Authority

Authorization is defined as power transmission from employ-
er to employees. This shows that manager should give author-
ity to his or her employees so that they can be motivated,
committed as well as satisfied and help the organization to
reach its goals [90-100]. Organizations that use authorization
as a strategy for involving employees have more employer
attractiveness [70-84]. Consequently, we can expect that:

H7. There is a positive and significant relationship between
authority and employees’ retention.

2.11 Work Environment

In relation to exploring the dimensions of employer brand,
work environment has been reported as an important dimen-
sion which leads to the strength of employment brand [23-47].
Organization’s work environment should be healthy. In fact,
lack of such an environment causes employees to look for oth-
er job opportunities. In fact, employees should feel comforta-
ble and relaxed in their work environment and enjoy their
work [64-73]. As a result, we suppose that:

HS. There is a positive and significant relationship between
work environment and employees’ retention.
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2.12 Corporate Social Responsibility

Corporate social responsibility is related to voluntary social
and environmental measurements of the organization in its
business operations and in interactions with stakeholders [75-
87]. It is defined as organizations” aids to the society instead of
just focusing on maximizing their profits [83-93]. In fact, it
helps the organization to attract, motivate and retain its talent-
ed employees. Therefore, organizations can improve their em-
ployer brand by implementing social responsibility [33-57].
Therefore, we can assume that:

H9. There is a positive and significant relationship between
corporate social responsibility and employees’ retention.

2.13 Conceptual Model

Based on the literature, the research model is presented in the
Figure (1). As a matter of fact, the model indicates that com-
pensation, flexible working conditions, job security, career,
corporate reputation and brand, corporate culture, authority,
work environment and corporate social responsibility have a
direct link with employees’ retention.

| Prenibte working | Compensation
| condtions |
| Job secunty
I Career ~ 4
Employer Employees
Brand and brand tetention
reputation 7
Authonty
Wotk Corporate socaal
environm ent respongbility

Fig. 1. Research conceptual model.

2.14 Method

The present research is an applied research in terms of goal
and has been conducted based on survey. Questionnaire was
used for collecting data and content and construct validity was
used for its validity confirmation. To be more precise, ques-
tionnaire was scrutinized with the help of professors for con-
tent validity and finally after required corrections, it was dis-
tributed among intended sample. In addition, convergent and
discriminant validity were used for measuring the construct
validity of the questionnaire. Furthermore, Cronbach’s Alpha
was calculated for reliability determination. With regard to the
fact that Cronbach’s Alpha more than 0.7 is acceptable, it can
be concluded that the questionnaire of this study for which
Cronbach’s Alpha was equivalent to 0.9 had good reliability.
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Table 1. Cronbach’s Alpha.

Variable Cronbach s Alpha |
Compensation 0.76
Flexible working conditions 0.90
Job secunty 0.72
Career 080
Corporate brand and reputation 0.70
corporate culture 0.85
Authority 095
Work environment 0.79
Corporate social responsibility 079
Emplovees’ Retention 069
Total 0.90

2.15 Statistical Population

The quantitative research was conducted in Iran Melli Bank,
which is the most important and the largest state bank in Iran.
In fact, in Iran Melli Bank, there is not a problem in the area of
attracting individuals without any experience with high edu-
cational degree from reputed universities but there is a prob-
lem in current employees’ retention. The main issue is that
even those who graduate from universities merely enter this
bank to gain experience and after obtaining work experience,
they leave the bank. To be more precise, the bank spends lots
of money to train them for gaining the required expertise but
when the work force should reach productivity and use their
expertise for the bank, they leave the bank and are attracted to
other organizations. There are evidences that prove this claim
including the number of employees of Iran Melli Bank was
38000 in 2013 which has been decreased to 36000 in 2017. Ac-
tually, work force reduction is related to the bank’s employer
brand problem since the employees incline to be attracted to
private banks with higher employer brand.

2.16 Sampling and Data Collection

Statistical population of this study was employees of Iran
Melli Bank branches in the City of Tehran that 380 employees
were selected among them as a sample based on the Morgan
Table. In addition, sampling method was clustering. In that
way, first, bank branches in Tehran were divided into five sec-
tions: center, north, south, east, and west. What's more, in
each section, some branches were selected randomly, 530
questionnaires were distributed among all of their employees
and 380 correct and flawless questionnaires were collected in
total.

2.17 Descriptive Statistics

In Table (2), statistical information about the studied sample is
given. As Table (2) shows, most respondents are men and in
age group of above 31. Moreover, most of them hold bache-
lor’s degree and their length of employment is 16 to 20 years.
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2.18 Inferential Statistics

In this paper, structural equations modeling based on partial
least squares and Smart-PLS software was used for data anal-
ysis and hypotheses testing. In order to accurate analysis of
data and hypotheses testing, the model was converted to two
separate parts that the main hypothesis was tested in the first
part and subordinate hypotheses were tested in the second
part.

2.19 Main Hypothesis Testing
By drawing and calculating the model in the Smart-PLS soft-
ware which is shown in Figure (2) and based on its results,
reflective and formative measurement models, structural
model and general model were tested and the result of main
hypothesis testing was indicated.

Table 2. Descriptive statistics (in percent).

Age rank Gender
2215 26-28 2931 231 Male Female
05 08 1 916 847 153
Education The length of employment
High Associate’s [Bachelor's | Master's
diploma 15 | 610 | 1115 | 1620 | 2125 | =15
school degres | degree | degree
16 26.1 121 466 137 21 Tl 3.1 316 224 12.1
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Fig. 2. PLS algorithm report.

According to Table (3), for testing the reliability of observable
variables, absolute value of outer loading of each variable of
employees’ retention: Ret2 (turnover due to the external pres-
sures), Ret3 (stress at work) and Ret8 (transferring to other
banks owing to the payment of more salary and benefits) cor-
responding to their latent variables are less than 0.4 and they
are not significant in the intended significance level. Thus,
these variables are removed from the model to increase the
reliability of the model. Therefore, it can be concluded that
turnover due to the external pressures, stress at work and
transferring to other banks owing to the payment of more sal-
ary and benefits are not suitable variables for measuring em-
ployees’ retention.

In addition, composite reliability for employees’ retention’s
variable is 0.89 that indicates internal consistency of the reflec-
tive measurement model.

For testing the convergent validity, based on the software re-
port, the amount of AVE index for employees’ retention’s var-
iable is 0.58 that represents the convergent validity of this var-
iable. This means that employees’ retention’s variable is ex-
plained by its items. Furthermore, results of Table (3) show
that based on cross loadings test, all variables have good dis-
criminant validity because the outer loading of each observa-
ble variable over its latent variable is at least 0.1 more than the
outer loading of the same observable variable over other latent
variables.

According to the Fornell-Larcker criterion, the amount of
square root of AVE was placed in the main diagonal of the
latent variable correlations table which resulted in the for-
mation of Table (4). The results of Table (4) show that the AVE
square root of employees’ retention construct is more than its
correlation coefficients with employer brand which represents
the discriminant validity of the constructs.

According to the results, CV Com index for reflective variable
of the model, i.e. employees’ retention, is 0.57. Therefore, the
quality of the measurement model is proved. In other words,
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reflective measurement model has the ability to forecast em-
ployees’ retention’s components by the amount of employees’

retention’s variable.

Table 3. Outer loadings, cross loadings, T-Value, VIF.

Taer
Crom Loading: T-Vake | VIF
Losding:
Tmplerer | Empleyees
brasd fetention
Retl (meesag expecatocs afer ecploymecs) L8 Q2i9e53 Q6w3iss
Retl (mroover doe 1 e extercal pressuces) 0.0¢
Rad (swems atwerk)
Tt (2% sasafacsoe) 051 27
RetS (satafactoe il salary 30d Degeim) -0.67 683
Raef (sarsfacnon welt corpocate culmuce 208 work eovwroameat) e (Bipaal] [ETrrs
Rat' (smveg = orpasance focever) 0.7 0.350002 Q730172
| Tewl (vacalerring © 0Ber DAG OVg © B PATIEct OF Mmoce Sy .
208 beseis) .
Ko (advamg w freads for woriceg = S mezance 0.5 0982 0801223
Ay 023 0270337 0076854 RS i
Corporate braed 108 repuanoe 036 0569744 016 ) 345
Cocporae socal cespoasddsy 048 0455201 (¥ELT3}) 208 2
Casreer Q.02 042218 Q01004 i 33
corporate calmxe Q022 0048345 0013748 113
Faxide wodkng coodaes 021 055059 | 0033472 i
8 secucey B3 LRLEE A0 108
Worz ecvarcamect 001 0023726 Q007313 i1 134
Compeszares 034 Q325004 Q09416 236 129

Table 4. Placement of square root of AVE in the main diagonal of the
latent variable correlations.

Employer brand Employees retention

Employer brand 0.762453

Employees retention 0.284338 0.762453

Based on Table (3), variables of corporate culture, flexible
working conditions and job security are not significant in the
90 percent confidence level whose minimum value is 1.64, so
they should be removed from the model. In other words, these
variables do not contribute to the employer brand creation.

In addition, according to Table (3), in order to multi-co-
linearity of observable variables test, the results of VIF calcula-
tions for all observable variables are less than 5 which indi-
cates the validity of the formative measurement models.
According to PLS report, coefficient of determination (R?) for
employees’ retention’s variable is 0.07 which shows the posi-
tive relationship with employer brand. This means that the
change in employer brand leads to a changes in employees’
retention. Furthermore, CV Red index for employer brand and
employees’ retention is 0.13 and 0.03 respectively. Hence, the
quality of the model is proved. Finally, path coefficient is 0.26
and significance is 6.19 which accordingly, the main hypothe-
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sis is supported i.e. there is a positive and significant relation-
ship between employer brand and employees’ retention.

Based on the PLS report, communality for employer brand
and employees’ retention is 0.136185 and 0.581536 respective-
ly. As a result, according to the GOF formula, the amount of
goodness of fit index is 0.16 that represents the average good-
ness of the model.

2.20 Subordinate Hypotheses Testing

By drawing and calculating the model in the Smart-PLS soft-
ware which is shown in Figure (3) and based on its results,
reflective measurement models, structural model and general
model were tested and the result of subordinate hypotheses
testing was indicated.

According to PLS Algorithm Report, outer loadings of reflec-
tive model variables are as follows: making decision about
how to plan work 0.59, making decision about the order of
doing the work in job 0.62, using initiative or personal judg-
ment in doing the work 0.90, independence in making deci-
sion 0.81, making decision about using methods for complet-
ing the work 0.75, independence and freedom in how to do the
job 0.82, familiarity with the brand 0.89, familiarity with the
services 0.89, high reputation in the society 0.83, attractive ad-
vertising for services 0.74, being the first choice for high quali-
ty services 0.67, benefiting the society 0.47, charity activities
0.92, helping non-profit organizations 0.89, offering perspec-
tives for future 0.70, opportunity for reaching the permanent
position -0.03, reaching the leadership role -0.41, growing to
the operations with more independence -0.06, growing to the
operations with more responsibility ~ -0.09, informal culture
0.22, friendly atmosphere 0.59, encouraging the manager to
develop the talents 0.72, encouraging the manager to think
independently 0.64, assignment of challenging responsibilities
0.17, encouraging the manager to propose initiative schemes
0.61, diversity at work -0.15, not necessarily being all the times
at work 0.73, work at home 0.64, making decision about time
of working at home 0.70, determining the beginning and end-
ing time of the work day 0.78, freedom at changing the work
days 0.85, making decision about rest time between works
0.76, meeting expectations after employment 0.68, turnover
due to the external pressures 0.07, stress at work 0.27, job satis-
faction 0.79, satisfaction with salary and benefits 0.68, satisfac-
tion with corporate culture and work environment 0.78, stay-
ing in organization forever 0.75, transferring to other banks
owing to the payment of more salary and benefits 0.12, and
advising to friends for working in the organization 0.77,
providing job security 0.06, long term contract -0.79, exciting
work environment 0.79, feeling to be at home 0.01, reliance of
group members on each other 0.26, group members’ interest to
each other 0.63, group members collaboration with each other
0.44, team working 0.41, basic salary level 0.85, flexible salary
level like bonus scheme 0.92, and benefits such as welfare fa-
cilities and training 0.76. For testing the reliability of observa-
ble variables, absolute value of outer loading of each variables
Career2 (opportunity for reaching the permanent position),
Career3 (reaching the leadership role), Career4 (growing to the
operations with more independence), Career5 (growing to the
operations with more responsibility), Culturel (informal cul-
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ture), Cultureb (assignment of challenging responsibilities),
Culture?7 (diversity at work), Ret2 (turnover due to the exter-
nal pressures), Ret3 (stress at work), Ret8 (transferring to other
banks owing to the payment of more salary and benefits), Secl
(providing job security), WE2 (feeling to be at home), WE3
(reliance of group members on each other) and WE6 (team
working) corresponding to their latent variables is less than
0.4 and they are not significant in the intended significance
level. Thus, these variables are removed from the model to
increase the reliability of the model.

In addition, composite reliability for variables of authority,
corporate brand and reputation, corporate social responsibil-
ity, career, corporate culture, flexible working conditions, em-
ployees’ retention, job security, work environment and com-
pensation is 0.9, 0.9, 0.83, 1, 0.84, 0.88, 0.89, 1, 0.77 and 0.88
respectively that are more than 0.7 and indicates internal con-
sistency of the reflective measurement models.

For testing the convergent validity, based on the software out-
put, the amount of AVE index for variables of authority, cor-
porate brand and reputation, corporate social responsibility,
career, corporate culture, flexible working conditions, employ-
ees’ retention, job security, work environment and compensa-
tion is 0.6, 0.66, 0.63, 1, 0.58, 0.56, 0.58, 1, 0.55 and 0.71 respec-
tively. Since the amount of this index is more than 0.5, this
represents the convergent validity of these variables.

cueet | | Cone || Coed || Conet

3

NV
9
=
9
.

Fig. 3. PLS algorithm report.

For testing the discriminant validity, results of PLS report rep-
resent that all variables have good discriminant validity based
on cross loadings test. Furthermore, According to the Fornell-
Larcker criterion, the amount of square root of AVE was
placed in the main diagonal of the latent variable correlations
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table which resulted in the formation of Table (5). The results Table 6. Subordinate hypotheses testing.
of Table (5) show that the AVE square root of each construct is
more than its correlation coefficients with other construct
. . . . . Resultof
which represents the discriminant validity of the constructs. i e | .
ypothesis significance | hypothesis
coefficies i
testing
Table 5. Placement of square root of AVE in the main diagonal of the T TS TR ST TR e
latent variable correlations. S —— 0104 s supported
There is 2 posstive and s:gnificant connection barween flexible - = R
Binad | Corpone [ | working conditions and employees retantion B = -
Taplyen | 0 LI
whely| = wad G | wiun | Seding cantie | omte | andnsmms “pauie) TRhere is 2 posan2and s SN EICAN COMMACTION Derween jOb secunty 0.086 st
pehtee | inpiasbiny coaditem and exployees retention
bty ¢ There 15 3 pOsR 23D SIESICART CORNACTION DElw een caseer and 0038 52 P
Braad and D . exployees retention
e | oty These 15 2 POSRNEADA 5121 SCATT CORTACTION DATWERN COTPOLATE 0230 22 supported
Carporan reputation and brand and exployess retention
el )'oH o " There 15 2 posunveand significant connaction betwesn corpoate aoe doce s
| mpraidan culture and 2oployess retention
carmer e | oM 1% ‘Thers 15 3 posEnveand S IENSICAIE COMMACTION DeTween Jumarty and
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L] ) XS] 1l M employees ratention
Neni There i 2 POsitive 2nd $1ERiNCANT CORDACTION DATwvaen Work
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According to the PLS report, CV Com index for authority,
corporate brand and reputation, corporate social responsibil-
ity, career, corporate culture, flexible working conditions, em-
ployees’ retention, job security, work environment and com-
pensation is 0.44, 0.5, 0.34, 0.08, 0.36, 0.41, 0, 0.11 and 0.43 re-
spectively that the amount of all variables is positive. There-
fore, the quality of the measurement model is proved. Moreo-
ver, according to the PLS report, coefficient of determination
for employees’ retention’s variable is 0.12 that shows the posi-
tive relationship with employer brand. This means that change
in employer brand leads to a change in employees’ retention.
Furthermore, CV Red index for authority, corporate brand and
reputation, corporate social responsibility, career, corporate
culture, flexible working conditions, employees’ retention, job
security, work environment and compensation is 0.6, 0.66,
0.63, 1, 0.54, 0.55, 0.06, 1, 054 and 0.71 respectively which the
amount of all variables is positive, hence, the quality of the
model is proved. Finally, according to Table (6), the subordi-
nate hypotheses were tested.

corporate culture, flexible working conditions, employees’
retention, job security, work environment and compensation is
0.6, 0.66, 0.63, 1, 0.58, 0.56, 0.58, 1, 0.55 and 0.71 respectively.
As a result, according to the GOF formula, the amount of
goodness of fit index is 0.28 that represents the average good-
ness of the model.

3 CONCLUSION, PERSPECTIVE AND FUTURE STUDIES

Few of the available literature on employer brand have explored
the relationship between employer brand and employees’ reten-
tion. This paper explores the relationship between employer
brand and employees’ retention and the dimension of employer
brand that affect employees’ retention. The reason is that identi-
fying the dimensions of employer brand helps employers to gain
competitive advantage through retaining the talented employees.
With regard to the results of the main hypothesis testing that its
significance is 6.19, it can be concluded that there is a positive
relationship between employer brand and employees’ retention.
This result is compatible with Tanwar and Prasad’s (2016) find-
ing that the organization can retain the talented employees with
strong employer brand.

Additionally, confirmation of the first subordinate hypothesis
with significance of 1.87 represents that there is a positive rela-
tionship between compensation and employees’ retention. The
main reason could be that the high salary and benefits cause em-
ployees to feel useful in the organization. Therefore, employees
do not intend to leave the organization. Singh and Rokade (2014)
also suggested that compensation leads to employees’ retention.
Refutation of the second subordinate hypothesis with significance
of 1.02, shows that there is not a positive relationship between
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flexible working conditions and employees’ retention. This result
is in contrast with some previous studies. For instance, Singh and
Rokade (2014) proposed that flexible working conditions are
important for single parents or members of dual—career families
and eventuate in employees’ retention. Likewise, Tumasjan et al.
(2011), who studied flexible working condition in start-ups and
among entrepreneurs, considered it as an important factor and
stated that lack of flexibility is the main contributing factor in
employees’ intention to leave their job. In fact, it is clear that
these researches studied flexible working conditions in special
groups of employees. Therefore, role of flexibility in employees’
retention cannot be generalized to all other employees.

The results of the third subordinate hypothesis testing, which its
significance is 1.33, indicate that there is not a positive relation-
ship between job security and employees’ retention. By the same
token, Saini, Gopal and Kumari (2016) suggested that job securi-
ty does not affect intention to select a job.

The fourth subordinate hypothesis testing results with signifi-
cance of 1.42 demonstrates that there is not a positive relation-
ship between career and employees’ retention. One of the reasons
for this could be that this research was done in a public bank and
employees of public organizations automatically reach the least
job promotion along with increase in their length of employment,
while job promotion in private organizations is based on more
accuracy in employees’ evaluation. Hence, it can be concluded
that ongoing effort for improving work quantity and quality is
more important for employees in private organizations and it is
better to explore the relationship between career and employees’
retention in private sectors and see if the results are different.
However, this result is in contrast with Singh and Rokade’s
(2014) study that suggested that career growth results in employ-
ees’ retention.

The results of fifth subordinate hypothesis testing with signifi-
cance of 3.78 illustrate that there is a positive relationship be-
tween corporate reputation and brand and employees’ retention.
The reason could be that employees feel very proud of working
with their organizations because of the reputation of their organi-
zations in the eyes of the public. This result is compatible with
Sokro’s (2012) finding that employees prefer reputed organiza-
tions for working.

Based on the sixth subordinate hypothesis testing with signifi-
cance of 0.9, there is not a positive relationship between corpo-
rate culture and employees’ retention. One of the reasons for this
could be that this research was done in the bank and the cultural
atmosphere besides bilateral or multilateral relations of employ-
ees during the office hours have no effect on employees’ motives
for staying in the organization since the nature of the bank work
has been basically designed and implemented in a way that none
of the employees have a chance to communicate with each other
out of the bank’s custom.

The seventh subordinate hypothesis testing results with signifi-
cance of 2.12 indicate that there is a positive relationship between
authority and employees’ retention because if an employee has
authority and independence in work planning, order of doing
works and methods for doing work, he or she feels self—
actualization and this results in more provocation and staying in
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the organization. Previous studies confirm this result. For exam-
ple, Tumasjan et al. (2011) proposed that authority is the most
important dimension of employer brand that affects employees’
retention.

The results of eighth subordinate hypothesis testing with signifi-
cance of 1.84 represent that there is a positive relationship be-
tween work environment and employees’ retention because a
healthy work environment has a direct impact on employee’s
morale during the work and leads to increase in productivity.
Likewise, Singh and Rokade (2014) stated that healthy work en-
vironment contributes to employees’ retention.

Finally, the results of ninth subordinate hypothesis testing with
significance of 1.8 show that there is a positive relationship be-
tween corporate social responsibility and employees’ retention
because employees are not apart from the society members and
they have all human temperaments. Likewise, App et al. (2012)
concluded that corporate social responsibility increases employer
attractiveness which in turn improves attraction and retention of
talented employees.

Actually, the sample of this study was related to employees of the
bank which limited the research to the banking industry. There-
fore, other researchers can test the conceptual model of this study
in other industries including public and private sectors and see if
the results differ. Furthermore, others can add other dimensions
such as geographic location, profitability of the organization and
job characteristics to employer brand and test this model again.
Lastly, authors can explore the relationship between employer
brand and productivity, job satisfaction, commitment and em-
ployees’ loyalty.

Employers can affect employees’ retention by offering good
compensation such as base salary in level of the industry or high-
er, incentive pay, bonus, sharing profits with employees, retire-
ment programmes, insurance, medical benefits, maternity leave
and leave with pay.

In order to manage the brand and reputation, advice is offered to
employers such as organization’s positioning as pioneer and
leader of the market, offering diverse services, designing the at-
tractive advertising for people’s awareness and familiarity with
new products and services, participating in social networks, and
tracing online matters that are said about the organization and its
services.

It can be recommended to employers to increase authority by
training employees for knowledge and skill development, flatten-
ing the organizational structure, designing the organizational
structure in order to increase the independence of units, substitut-
ing work teams for hierarchy, responsibility delegation, involving
employees with offering ideas and suggestions, providing the
opportunity for employees to decide about how to plan their
work, using initiative and independence in how to do the work.
There is some recommendation about goodness of the work envi-
ronment such as providing the workplace with enough lightning,
creating clean place with beautiful decoration, ergonomic design
of workplace, using flowers and plants, applying gentle fragrance
in workplace, allocating a place for rest, and encouraging collab-
oration.

The organization should invest in activities that result not only in
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profitability but also in improving the general conditions of the
society. That is, it should do activities for its corporate social
responsibility such as protection of the environment and observa-
tion of moral principles, taking part in affairs such as charity,
supporting the public works, supporting athletes and artists, spon-
soring the academic and professional conferences and conven-
tions, helping needy population and hurt people from natural dis-
aster.
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