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ABSTRACT
of empicyer branding and employee retention s atiracting great atenton of

The
managemont rosoarchers and praciiionors. Employor branding is one way (hal incroasos
valuo. randing and

nand retain required employess. In this regard, the prosent study aims at invesigating the
o Smanoon af svacivaness i eorer rondig o haman resourc oton

a sample
2 rospondents from six fve-star hotels of Nepal siationed i the capital Valley of
Kathmand. Using Kendalfs tau, corroation analysis and Jonckhoere-Terpsira test— the

of atraciveness in employer branding for HR rotontion signicantly vary according 1o
hierarchy of the employees in Nepaless hospitaly industy.
Keywords: attractiveness dimensions, employer branding, employse retenton, economic
value, intorost value.

1. INTRODUCTION AND STUDY OBJECTIVES

Employoe commitment, produciiviy and ratention issues are emarging a5 the most citcal

employess has become a major conce for organisations dus 1o incraasing levels of

G
G Trade and PR,

oomos Mt e oo e o bt st

3 Sprosia, a1 PN fom Trhoan Unvorsiy, has published i paprs  pee.rviws ourals of epue

Bashehesagicm ey



Nepalese Journal o Hospitality & Tourism Management, Vol I, No.1: March 2020

mporan for recognien f the wor@r (schig & Alan 2013, Hgh empoyes
turmover is one of the major problems Provenzano, 2013) and a

«
201, Ogbonn and Liy (2002)prcie empoye eenin s ndpensal fr b
sty socr, as 1 amploys o poolo han any ot mdusy ik the privals
socman, b domastiany nd ity
Consumer brand management has been used for decades in order 1o communicale a
2007).
Inecat e, crgeietons have retend e vake of usg hase mritg eflors i
personnel management and making the employment experience unidue by generating and
Comoncain o amloymentvaus popoohon (e San. & verdanan. 351 Pas

g 1 976 o ot ncrease v of ogamootos. whh paen s Sgfeam

oge
on the most profcient way 10 pull in and retain reasonable employees (Backaus & Tkoo,
200,

generaly on

niore atrocive o th amployer f o n e 1 e e st
v et v compan (ormon, Eving 5 Han. 2009, Companie kv b
managing their employer

Barrow, 1996; Moroko
& Uncles, 2008). Supporting the statemen, Riston (2002) emphasised on the importance of
mployer branding in reducing costs of recruitment, enhancing employee relations and
retenton and in the abilty to ofer lower salariss, compared {0 the companies wih weaker
brands. Likewise, Del and Anspan (2001) affimad that effective employer branding would
lead to compeive advantage, assist employees, nleralise company esteems, and aid in
‘empioyee retention.
However, it s extramsly challsnging to atract and retain a skiled workforce in this industry.
Hanc

e 05 ot Yot iy e ooyt mrandin n Nopaloss fue stor o e and
it s and lrventons areuee i oyl natended Moreoar, e nk
between ¢ et

e smploer branding pracices and empcys rlenion s ye 0 b chl

can use empicyer branding 3¢ a shads under whih they can channel derse emplo
Teiroimont and rlonion acvies o a panned human aseo mohodeoRy. Aceardngl.
employers can conrl b capacty (o engage il empioses npassina manvers o

et iy vom aflcoes e oy o ever 5 consites rae skporoncerramivg

thei carcers (Druce, 2007). 1t can bo an issue worth studying also n the hosptalty ndustry
pal,  country with the 7.8 per cent of the GDP coniributon (NTS, 2018) and atleast 5
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per ot f th it forsign ursncy caminga o e hospkally and ot secter

(MocTCA, 2010).

+ To identiy the cimansions of atiraciveness most preferrad in amployer branding for
omolores et i Nopalesa bty . n

o astss o iferences xstng at dimensions of tracthenes n aoyer g
amployes rlenion sross managoment rarohes
I LITERATURE REVIEW

With & view (0 gaining crical rasp of the topic of airaciivensss dimensions in employer

21 Conceptual review
The theorelical perspecive of employer branding has largely been guided by the human
capital theory and the rosource-basod view (RBV) of tho fim. According o the theorotical
Viewpaint, employerbranding concept s the sum of a company's efforts to communicate 1o
exising and prospecive siaff tha the organisation Is a desirabie place 0 work (Ewing,
Leyland, Nigel, & Piere, 2002). Potential workers seo employers, who have high employer
brand value as more aluing than those with ower employer brand esteem (Berihon, Ewing,
& Hah, 2005)

Thaory (SET, The SET

\nvvlvmg gl s argel cout nd ey (e, 198 Bl (1984)sarid
gonrste
nioaton v ecrocate, anpenterin tsings of pesonl g, gt s

. 1676). The use of the SET

Gonnections (Cropanzano, Byrne, Babocel, & Rupp, 2001).
“The social the. notbe
tangible, the recipients value those benafis exchanged between the paries involved i this

the empioyer, - in roturn, values, by the
emooye. For e presert axminsion, e ol axchango thcr Gives th pais o
Gemonsirating the way that in situations whera an employer or and enterprisa

omplyess vslu.poposion i resultinsevald el of ey byl m\umhly
(Moim, Peterson, & Takahas, 1999). Rnoades and Elsenberger (2002) brought up 1
aneloyoos Srociurs rtt e and sonimarts about he concon e coe ot

by various agents of the organisailon. This is direcly related o the conservation of an
oyt outton s s and it e, 848 v 40 sl axchange

g employer and empioyess, demonsirating It o be & fwo-way thing (Cropanzano &
Micheh 2008,

is
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2.2 Review of related studies
As indicated by a hypothelical viewpoin, employer branding concept is depicied as the total
of an organisations endeavour 1o communicate 1o existing and forthcoming staff that the-

Wilh ho awarencss and percoplions of employeos, potential employeos, and related
. dea got o

o o oatanaily My, 207 Envloy brendg o @ madarisy now
rtaining the most
amieomon ‘nt oo rorvesa soresse and n non copures srresio

equipment or technological resaurces that are required 1o buld competitve advaniage
(Backaus & Tikoo, 2004).

Employer branding is the arangement of functional, sconomic and psychological ads
proidd by mioyment. nd acognaed i th amployig compary (Air & Baron
1996) . the
Ilrs e, sl e, sconomc vk, dovepment vl s app/malm il

o ot convers Emu\wer ot s npan he scaages of riomment chrm:\
employees. The eor ppeal of an empioyer who Is
Temponai o roving  wah shuston i ovaton and seivanses opporoms

environment with good and welcoming team spit and docent respeciabie reaiions among
co-workers. An

woin ramuneraon an prfts. Toe developmen value s aiute hat ssimaies ha
Gegre of atiractiveness of an empioyer providing carcer development and the appiication

and propare what s found out.

Boue o riomer oo oy racog i et o, W
e o on e oot ofpovaiv sl 1 st (Svasio &
onatmgan, 010, S, 101 e 012 Frharmor, Asedh A, ot o

expanding and it coud keep up the firms' reputaton in alracting and retsining smployees.

that would help employoes intoralise company values and assists n retaining employoo:
Golin (2008) dacoversd n a conlrence board repor hal orgaisatons havieg afecs
mployer radng ead o compllie acvartage, a5kt arloyes ermalse orpany
values and alds in employee re

Employer branding consits of threa crucial benafis for the organisation associated with
Tecesin, roaiing and patomance (Lovan, Gres, & Frodonk 2007) Orgaisatons wih
o ovond branc g can g workors at rololy o cos. v smpioyos remlions
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2002).
force and wil pull in potential employees. A i rand creesesopaissiesl
oot v s wrars onty A ol crgrbaiots valoo o, 200 Do
{200y srneed vl o . empier b nhonciv.srioyses poreowed

diferentiaton, afinily. satsfaction and loyalty. A good and sturdy employer brand urges the
but in oxtra offot, which bonels the organisation. Therefore. a maintained

a8 L. 2010 Sy s por Tawer (017, 1 devnsns of vl g

ludte OMernces b vl f eplopee” crgeristona conmimnt nd g
s can enmance s employes reanton levels. In addion, i organsaton & 8

Costals e e wih, Spess il ey wari here i wh ronss e ok

perormance (Taylor, 2010).

Dabirian, Kietzmann and Hoda (2017) added two more dimensions on employer branding:

namely, management value and work Ife baiance value. Managemen value s the good or

oy inor oo @ campary. o oppose o e o e ogamasin et Goo and bed
supervisors influence employoes remendously. An employee’s posiive and negalive
b

(2007) dofinod tho qualiy of work-Ife as satistying an omployes's noods via he rosourcas,

Although there has bean much research on work Ife balanca (WLB), sl it is an area of
o for any dusty. nd bl indusr I ot an xcepon siler. Sirkig  good

Ibous s and harbc i vcancies. Wih specic tenton (o h ipact o the worc
e bal

and famiy lfe s
flexible wor ilons s one of the important dimensions in terms of the factors
hvance ampeyer aiacivacess. Sty Fuano, Lovir and Ll 2007) ound ot baviog

ise, Glen

caroer development aspacs.

Gonversely,

of some tourism Jobs, especially n the hospialty area hampere the work-Ife balance and

nerlore e ospaltyseto ol neihr easly arct new af rr roanoxsing st
Likewise Hil, il

ol ani e ompiore t dassiticson s ou commieTo 5 he s th

”
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organisation. values
of two groups of workers: and reported that those in Generation-X sought groater balance in

Sthapit & Shrestha (2018) affimed that reward and compensation helped rtain entry-evel

omployass, whilo recognising employer branding as a srong retention measure for those on
cowso. alanced

branding would help retain oldor omployoos, whil evincing caroer grouth as the strongost

n Nepal.

ey e s vt smyen e, e roonion sctls o an crgaised

human resourco strategy. In like manner, hotel employers brang capacty to

ootk orloraes e wer s sccamelin ange.ramatast Sucomos o
s, therefore,

o 9
Il RESEARCH METHODS.
sty o

Gescring the atibutes of the larger chosen population— bost fis in asceriaining and

Tavie 1
‘Sample hotols
s Address
1 Soaltee Crowne Plaza Tahachal
2 Radsson Hotel impat
3 The Malia Hotel Lokhnath Marg
4 Shangrila Holol & Rosort Lazimpat
ety Taragaon, Boudha
5 1ol Annapuma Durbar Mar
Note Samied vom FN. 3078

for at least 10 years. Th offial data of the Hotel Association of Nepal have put the total
number of 5-star hotels in Nepal at eight (HAN, 2013) of which three aro the inernational
chains o

rendom smpig mlh to oo i e-slr il st i e caiel Veley of
Kathmand they reprosent 75 per cont of the defined population. Out of the si

oo s et 0 msione e of e o e . T 1 s
the st of sampi hotels.

fon of the respondents consists of the font

Furthermors, the popul ino omployoes working

the sample size
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of the ol n asch o the samped tode wes obianed fom the fuman resnace
Sepmmens of b pacve b e sy s o convrience g ot o
population of 976 front-ine
emplyoes o o sampi el i obowe e il ot rtn s 1 .35 e

cont comdonce el i 25 par cot magin of aor (Enyopaia of Survey e
Methods, 2008). T the
o o manacers re e deparemanl neace midiovl anagers o skt

wal i
doprimol hoade and ecionl b wti h daparimant. whi
than top managers,

mansgor)of e sampied ol
The study used a siructured questionnair o collct required data using a non-cisguised
approach and valdated with contont validty by scrutinising it trough HRM oxprts. Finally,

wilhin a period of 40 days from 5" November to 15 December, 2079, The study used a sel-
‘administered process in two holels and with the help of asistants n rest four sample hotels

response bias hvough Increased response rate. There was a folow-up 1o collect e
uestionnaires on fime and offered assistance (o the respondents having dificuty in
1 fled

5 s

13 per cess.
a non-rasponsa bias test. The study has usad various nor-paramelri tosts as the variabies
Kendal's

o varoun oo of irvaivonts b srots i scron managemert
hirarchies.

IV. DATA ANALYSIS AND DISCUSSIONS|
T Table 2 it sl chrsctasis undor e st of espondents, T st
stralum is the level of respondents enshrined in top, middle and enty-ievel jobs of
espondonts consuing 155, 253 and 535 por oo respecively. Slar. 06 second
slmum i he g0 groups: hose aged above 40 years (127 per cont. 3040 (380 per cont
yors (493 pr con) Honce, h respordni rolrgly youn and il

e s of o respondorn o by scooumd o 637 por cork e o
of the fairer sex

inst 36.3 por cont,

The Table 3 shows he frequency and percentage of rank for the given dimensions of
atvacivonoss i amployet b o faenton i Nepaless nols. The tabe s of e
70

per )
ot oo aance (17,80 per can) win th ranke of 1, second. s and fouth
rospecively.

Table 2
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‘Sample characterisics

Pt . Woreurnt s s e gt
Lover auency

Toplevel 0] T s
Midde lovel 7 2530% 4110
Enirylovel i 5850% 10
Toil 100%

Pl s sl sy msponﬂanls

Toow s yem 5 1270

145 years il a800% o

Beow 30 years 144 830% 100
Toil 2 100%

Gender Frequency Per conl Cumiaiive per cont

@ i &70% &1

Female 108 B30% 10
Toal 2% 100%

Table 3
Descriptive statistis for smployer branding dimensions

Enoyerbngrg Rkl Rakz  Rkd Rkt Medn g
S e % We % W % e %
Dwwopmenivaloe 76 2530% 8 W010h 64 210% 66 2606 2 2
Economc vave. O wI0N 6 260 6 2% 4 A 2 1
Wor it basnce S WA W 10w 68 2% 14 % 3 4
st vl S 1920% 10 0% %0 0% 46 tsE% 2 3

ete: Gactions fram o auhrs survey, 2019

The Tal 4 axiss th Kanda ta comlaton o four dinndns of siracivnsss

emoyer branding by maragerrt rarchies, The mansgamet erarchy of e
ot s st ogave and sgncnt rlatonst wih e sconomic vaue

mension of mployer b (0192, and aposkve o sran et i b

9 (0234)
lower hierarchy have ruowm!ud e sccocmic vaue a8 Iornt dnin of
‘and an impor s 0p-

Tove amployees ave tamed  oss mporant

Simiarly,

atractvenoss n empl ng. and is, herelore, a sign retenton,

whil tis of Tower

perceived imporiance lovels of the components of dimension of atraciveness in employer
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Tavie 4
Kenda's tau comlation analysis
Development_Economic  Work e Waragerert
Varatles valie Velue _balance vava " Thiorae
Development vae 1
B . -z A
conomcvave (S0
WorkUfobaance  -380" 271" |
value o000y (001
erest ol B |
erestvalue omy ooy omy
Manegement o0se - 23
rarchy o) oy oz o0

= Corsaions Sl s re O o (]
Note: Calulations rom th authors'survey, 2019

attraciveness in employer branding and retenton ai Nepalese hotels across. the three
Tat

for sconomic value o

T respec
Forber,h bl o gk vt pore .1 ek afrnce o cevprent e

and work e balance value as dimensions of atiractvenass for smployer ang
s e i v

Tavies
Jonckneere-Terpstra tost

Satscsaraios Beeorad — Eononk: Wkl —Tagad
Ghoared 17 Smislc 5 e
o 1 St w2
S Dovitonof 47 Sttt M een s
St 27 St E s
So. sieq oo om  om

ymp. S
Grouping arible:
Note: Calulations rom th authors'survey, 2019
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Tavie s
Post hoc analysis

omesn sampersanpez 0% S8 ST gy g,
Coowmerae  Enyido R oo S AT 0000 010
o Nbwiniowl U o i oo oo
"l “Entry level 5060 364045 3033 0001 0.004
Tt a9
FN——— Tk ¢ doics ot 0
v

raing o e ifaen el o Hrarction, The masn rn s Npor for aniyovel
mployeas followed by middie lovel and top-level employees with the maan rank valuos of
12565, 15050 and 133,15, The meon rank vlses icote. oy vl amployess i o
Further,

Fgure 1.

Fgure s

Simiarty, the post hoc analysis for interest value as the dimensions of atiactiveness in

p
middie - entry lovel
Figuro 3 deplcts the mean rank valuos for Inerest value as dimension of atiraciveness in
‘employer branding and retention or three diferent leval of hierarchies. The mean rank is

2
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Fok Yoo f 17407, 1235 o 16531, rspactoy Tho e rark ek ksl ok
iy lovel employees in the hotsl indusiry considers interast value 35 the least imporla
acs s aers. Furbr e 4 shows i o i e ot . i o for
hree diferant hirarchiss.

B

3 '

Figuro 3.

Fgure.
V. CONCLUSION
The study concludes that distnct components of atractiveness in employer branding .. at

across diferent evel of management hisrarchies in Nepalese hotes. The study speciically

of employor attraction fo rotentio for eniry-level employoos. Wereas for middle and top-

aracivanoss fo rlonilon. whie they idontly sconomic valus 25 tho leas infuentl HR
rsenton ac. The resl i consistent it th s o a preious Nepaleso stuy by

oo vilo s aro v 4B~ Molen ot on o management ermr,

25 a factor that motvates them (o stay wih the current employer. The finding has matched
wih that of Moncraz,
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and noted that interest valu and economic value would reduce HR turnover and increasa

Future scope of the study
Extonsion for fuuro resoarch could Incorporate quantativo research tosting the devisod
conceptual framowerk, nomihetanding neesigaing dooper o the seven Koy subects

most by employees. Additonaly, other service organisational sol-ups could Iikewise bo

invesiigated siong hese line 1o chack whather resuls are comparative belwoen services.

organisations, and the outcomes would then be able 1o be summed up over the service
ctor
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