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Abstract  
The COVID-19 pandemic has severely affected many organizations’ practices, including 
talent management. As a consequence, in the post-pandemic period, numerous businesses are 
struggling to attract and retain their employees, and are starting to realize the importance of 
employer branding as a strong marketing, human resources, and communications tool directed 
toward theexisting and potentialfuture employees. New, emerging technologies bring to light 
many opportunities, but also challenges in successfully managing talents while maintaining 
the employer brand positive in the minds of all stakeholders. By applying the method of 
analysis, synthesis, and comparison of the existing literature on employer branding, this paper 
presents a detailed assessmentof the impact oftechnology onexternal and internal employer 
branding practices. A systematic overview is provided of the changes occurring in today’s 
business environment, new trends are discussed and possible future developments are 
projected.This paper, thus, contributes to the existing literature on employer branding and 
talent management while giving valuable insights to key people in organizations regarding the 
possible paths of the direction of employer branding strategies.  
Keywords: employer brand, employer branding, information-communication technologies, 
knowledge workers, talent management 
 
1. INTRODUCTION 
Fast technological development, accompanied by the 2020 COVID-19 pandemic, brought 
unprecedented changes in the business environment causing companies to rapidly transform 
their work practices [1]. Many industries and organizations were severely affected by the 
pandemic and put in the hard position of either firing their employees or reducing their 
salaries [2]. Several predictions state that it will take more than 5 years for some industries to 
recover and return to their normal, pre-pandemic state [3]. Consequently, numerous 
companies are developing new business processes, new working models, and new marketing 
channels while at the same time implementing additional technologies – all requiring changed 
and expanded workforce skills [4], which is causing many employees to rethink their career 
paths and goals, and to change their working environments [5]. Moreover, many organizations 
do not have the knowledge or the capabilities to handle so many changes at once, or even 
worse, they expect their employees to adapt gradually, on their own [6]. So, another puzzling 
situation is happening in which the current workers are quitting their jobs and leaving their 
companies in search of better work conditions [6].  
It is true that the pandemic has sped up the digital transformation of many businesses, but this 
improvement didn’t happen by chance – humans worked together and created so many 
fascinating innovations that helped businesses survive through the hardest times [7]. 
Employees themselves were put in a difficult position having to adapt to a new environment, 
working and learning remotely, while at the same time dealing with other social changes of 
living in constant prohibitions and isolation periods [8]. These new conditions required self-
management and exceptional organizational skills. It is no wonder that employees have 
changed [9]. Their expectations, aspirations, goals, and life views have altered.  
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This changing workforce is in search of new meanings, new purposes, and new connections, 
which strongly involve bringing back the human aspect to their jobs. As a result – over 19 
million US employees have quit their jobs since mid-2021 [6]. The time has come to change 
the work practices and the attitudes toward the existing employees while at the same time, 
businesses have to transform themselves into post-pandemic organizations that understand the 
fears and aspirations of their employees and fulfill their new needs. And while many business 
leaders acknowledge the change in the workforce attitude, there is a gap in employee 
expectations and the reactions of the management [6]. In order to overcome this gap, human 
resource departments started to adopt new practices and solutions aiming to retain their best 
employees. One of those solutions is foundin employer branding (EB).  
In its simplest form employer branding unifies marketing activities and the HR processes of 
attracting, recruiting, and retaining employees [10]. From the very first definition coined in 
1996 [11] (p. 187) ʺasthe package of functional, economic, and psychological benefits 
provided by employment, and identified with the employing companyʺ, the term employer 
brand has developed into multiple meanings while encompassing several different dimensions 
[12]. It actually embraces all the possible ranges of positive or negative feelings that an 
employee can develop towards an organization. Taking that into consideration, it is worth 
noting that every employer in fact has already built its employer brand, whether they would or 
wouldn’t like to be associated with it [12]. Employer brand can also be observed as the 
organization’s image that past, current, and potential future employees create in terms of 
workplace attractiveness [13]. It is precisely the image that is one of the most important assets 
and indicators of an organization's success today [14]. Very often people perceive 
organizations through human characteristics attributing different personality traits to them 
[15]. Once the image is created, it is very hard to change its perception in the minds of 
different stakeholders. The collection of all perceptions is observed as the image of the 
organization. But creating a positive image in the minds of the stakeholders is very 
demanding when taking into consideration all the changes occurring in the 21st century [16]. 
With the influence of new rapidly developing technologies, building a positive image doesn’t 
depend only on the company’s efforts, but involves many other organizations, people, or 
events, participating directly or indirectly [14]. 
Taking into account all the stakeholders involved in the creation of the employer brand, the 
literature very often distinguishes between internal and external employer branding [17]. 
External employer branding focuses on potential employees, that is the applicants or the ones 
in search of new jobs. It is considered that job-seekers display behaviors similar to the 
consumers since their motivation to apply for a certain job position depends on the image they 
create about the attractiveness of a certain company as an employer [18]. While doing so they 
give thought to both instrumental benefits (e.g., compensation package) and psychological 
benefits (e.g., culture) that a company offers [17].  On the other hand, internal employer 
branding takes into account the existing employees’ perspectives and views of the 
organization [17]. The main goal of the activities directed toward the existing employees is to 
incorporate the organization’s brand into a company’s culture which is then transferred from 
the employees to the customers [19]. The current employees are the best ambassadors of the 
company’s image and reputation, and in that sense are an extremely important element to 
consider when developing an employer branding campaign [17]. Just as the former CMO of 
The Coca-Cola Company would conclude: ʺBefore you can even think of selling your brand 
to consumers and customers, you have to sell it to your employeesʺ [20] (p. 204).  
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It is often emphasized that every employer brand consists of three main components [21]: (1) 
reputation, as an extremely important part of the prospective or current employee’s decision 
to join or stay within a company (since they are aware that the company’s reputation can 
affect their own reputation); (2) employer value proposition (EVP) which is for some scholars 
([22], [18]) one of the most important parts of EB strategy since it contains and encompasses 
all the promises that one company offers to its employees, and (3) experience, which builds 
upon the EVP. If the company fulfills all the promises incorporated into EVP, the result will 
be a positive employee experience which will most likely translate into an organizational 
commitment [23], job satisfaction [24], or intentionto stay within the organization [25]. Since 
employees are the key factor in building the employer brand, their behavior can either 
enhance the brand's values or destabilize its credibility if the message communicated is not 
consistent with the EVP [26]. For that reason, it is very important to take into account the 
values and principles of employees when creating an employer brand, and that means: (1) 
constant communication with employees, (2) making sure they understand the intended 
values, while at the same time (3) aligning every job position with the ʺbrand essenceʺ [27]. 
The foundations of employer branding lay in the human relationships and emotions which are 
created around an organization and its employees [14]. 
Many organizations have begun to realize the numerous benefits that come out of effective 
employer branding. Using innovative and creative solutions to advertise their values and 
culture through multiple channels, both offline (newspapers and TV), and online (social 
media), and in various forms such as YouTube videos, social media ads, native articles, 
newsletter campaigns, etc., they are directing their efforts on creating high-quality employer 
brands that will reflect their employer attractiveness [28]. But even though many scholars 
emphasize the role of technology and its influence and importance in building the employer 
brand ([28], [29], [30]), there is still little research that systemizes and analyzes its effect. This 
paper aims to fill the identified research gap. By applying the method of analysis, synthesis, 
and comparison of the existing literature on the influence of technology on employer branding 
practices,the goal of this paper is to present adetailed review of the impact of technology on 
external and internal employer branding practices.  
Previous research has shown that employer branding strategies today have gone mostly digital 
with social media being a widely used channel of communication,especially in terms 
ofattracting millennials as target employees [22]. Moreover, it was shown that communication 
lies at the heart of the employer branding process, with more employees wanting to stay 
connected through digital channels, which allow bi-directional, easy-to-handle and fast-
response interaction [29]. Thus, in creating a digitally oriented, engaging, and continuously 
connected work environment, several questions arise, which are the basis of this research 
paper:  
RQ1. How can new, emerging technologies help in building successful employer brands?   
RQ2. What are the main challenges that organizations face in managing their employer brands 
in the post-pandemic digital era? 
RQ3. What are the possible future trends that will affect employer branding strategies? 
The paper is structured as follows: after the introduction, detailed technological influence is 
examined – both concerning external employer branding and internal employer branding. The 
third section examines the challenges that organizations face in building their employer 
brands. Section four deals with the possible future trends and the development of employer 
branding, and section five concludes the paper and outlines the recommendations for future 
research.   
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2. INFLUENCE OF TECHNOLOGY ON EMPLOYER BRANDING PRACTICES 
The development of technology has influenced the organization’s communication strategies 
and affected its nature [31]. Its direction has changed from one-way to complex multiple-
ways with the use of new media such as the internet, e-mail, social networks, and 
collaboration tools (Zoom, Teams, Meet, etc.). The 21st century faces the greatest digital 
transformation since the industrial revolution and is often characterized by digitalization, 
artificial intelligence, data analytics, and cloud computing that led to the creation of new 
markets and new ways of conducting business operations [29]. Technology has erased the 
concepts of space and time, meaning that more often even hotels, bars, trains, buses, and 
airport terminals are used as workplaces and offices for many workers [32]. As a 
consequence, larger organizational networks are starting to emerge that consist of multi-
generational and multi-cultural employees living in different parts of the globe [32], and their 
collaboration is mediated through information technologies [33].  
A lot has changed in employer branding practices since the term was first defined in 1996, 
especially when Web 2.0 emerged subsequently allowing two-way communication and 
interaction [34]. Social media influenced the way people think, behave, buy, watch, eat and 
read. But social media also became a channel for sharing work experiences and feelings 
towards employers, which resulted in the creation of electronic word-of-mouth that could 
seriously impact an organization’s employer brand and its image as a desirable employer [34]. 
Nevertheless, it is considered that the implementation of digital solutions and tools could aid 
in creatinga better image in the minds of current and potential employees, thus improving the 
competitive advantage of an organization and positioning the company as a valuable and 
desirable employer – which is the ultimate goal of any employer branding strategy [35].  
The effects of technology on the organization’s employer branding practices are numerous 
and are systematized in table 1. The methodology of the study consisted of a keyword search-
based approach to find and identify papers relevant to the field of study [53]. Keywords such 
as ''employer branding'', ''technological influence'', ''talent management'' and ''digital employer 
branding'' were used on Scopus and Google Scholar databases, which were then examined to 
make sure they are contributing to the literature in the context of technological influence on 
employer branding practices. The studies that were selected are of different types, including 
doctoral dissertations, journals, and conference proceedings. Since technology affects both 
internal and external branding processes, for precise presentation, the table is divided into two 
parts.  
 
Table 1. Influence of technology on employer branding processes and strategies 

EXTERNAL BRANDING INTERNAL BRANDING 
Enhances communication:  
 Communication is limitless, with 
possible powerful effects [14] 
 Enables the use of several online 
platforms, apps, and social media [36], as well 
as the company's website, online newspapers, e-
recruitment portals, and professional job 
networking sites [30]. Other channels include 
instant messaging, micro-blogging, e-learning, 
podcasts, web conferences, and gamification 
[29] - the access is instant and the content is 
visible the entire time 

Enhances communication:  
 Breaks down the communication barriers 
[31], which aids in maintaining good relationships 
and connections between employees at all levels of 
positions [40]  
 Contributes to the democratization of the 
workplace allowing two-way communication [31] 
 Enables cooperation and collaboration 
regardless of geographic location and time zone 
[34] 
 Facilitates the change acceptance and 
fastens the organization's transformation [43]  
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 Helps in communicating the company's 
vision, mission, values, and culture more 
effectively [31], in various formats (video, 
photo, presentations) which allows future 
employees to create a better perception of the 
workplace [26]. 
 Enables organizations to reach all their 
stakeholders simultaneously and manage more 
effectively their reputation as desirable 
employers [37]  
 Evokes truthful, critical reactions and 
opinions of the public due to the anonymity and 
lack of censorship in online communication [14] 
 Helps to measure and keep track of 
electronic word of mouth – of people's opinions 
and experiences with other employers [38]  
 Allows precise measuring of the 
effectiveness and results of the campaigns 
delivered through digital channels via different 
metrics [36] 
 
Enables precise potential employee targeting:  
 Enables targeting a specific pool of 
potential future employees, as well as 
identifying exactly the right potential employee 
for the exact vacant position [36]  
 Enables the continuous visibility of job 
postings, which can be examined from any 
location at any time of the day [39] 
 AI can track users’ behavior on websites 
and adapt the content based on the user's profile 
[41] 
 Chatbots can be used in real-time to 
answer all the potential candidates’ questions 
and concerns [41]  
 Enables easier collection and storage of 
received job applications [40] 
 With the use of big data and artificial 
intelligence, the screening of job applications 
and resumes is reduced, and locating the right 
candidate for the job position is enhanced, 
resulting in reduced time, cost, and manual 
effort [39] 
 
 
 
 
 

 Helps in more successful strategy 
implementation which enhances business agility 
and resilience [43] 
 Enables performing work from every 
location, making it possible to work from home 
which results in a lower rate of absenteeism [40]  
 Enables a wider recognition of an employee 
as a stakeholder who is important for an 
organization's success, which can increase 
motivation, loyalty, satisfaction, and the rise of 
innovative ideas [31] 
 
Facilitates time management: 
 Reduces time-consuming work = greater 
employee satisfaction and experience [29]  
 Enables faster collaboration via virtual 
teams which improves the skills of adaptability, 
innovative thinking, flexibility, intercultural 
communication, and intercultural intelligence [29] 
 It can be used as an assistance tool for new 
employees - augmented and virtual reality can 
create an exact work environment through which 
training and education are performed which saves 
time for HR management [39] 
 
Improves employee evaluation: 
 The use of different data analytic tools 
provides a better understanding of the work 
performance of newly employed personnel [36] 
 With the assistance of artificial intelligence, 
talent management can be simplified and 
enhanced; such as monitoring and keeping track of 
employee progress, managing employee 
performance feedback, and setting the benchmarks 
for the compensation package [39] 
 Enables systematizing key performance 
indicators of current employees which makes 
promotion policies transparent and fair [39] 
 Aids in maintaining an organization's 
transparent and visible pay structure [39] 
 
Affects employee retention: 
 Makes it possible to create an ethical 
organizational climate and contribute to socially 
responsible behavior [31], which can result in 
reducing the retention rate of employees [40] 
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Aids in reliable candidate selection:  
 The development of high-speed 4G and 
5G networks and collaboration tools allow real-
time conversation with potential employees all 
around the world thus simplifying the 
interviewing process [39] 
 The use of AI chatbots can help in 
screening, clarifying, and simplifying the 
interpretation of answers provided during the 
interview [39]  
 Gamification allows incorporating 
gaming elements into the selection process thus 
creating a virtual and fun, challenging, and 
interactive environment for the candidates [42] 
 
  

 Could also help in maintaining well-being 
and wellness by monitoring health indicators via 
various smart devices and apps [39] 
 Indirectly contributes to the development of 
the digital skills and competencies of HR and 
Marketing departments [36], requiring re-training 
and education of existing employees which affects 
their motivation for continuous progress and 
growth [39] 
  

 
As is visible from the table, the implementation of digital solutions, accompanied by the rise 
of 4G and 5G technologies, the internet-of-things, chatbots, artificial intelligence, and even 
the elements of gamification, brought and will continue to bring lots of changes in the work 
environment, influencing employer branding practices and the creation of employer brands. 
On the other hand, such a dependence on technology can lead to decreased security, virus 
threats, and hacker attacks that can result in the loss of confidential data [44]. All of these new 
challenges will require a different set of skills and knowledge from the workforce to 
effectively put all the new practices into organizational processes [39].  
 
3. CHALLENGES OF MANAGING AN EMPLOYER BRANDIN THE 
DIGITALWORLD 
The influence of technology on employer branding practices and its impact on HR and 
marketing departments have been discussed in the previous sections. What is crucial for 
organizations is to realize the importance that the employer branding strategy has for the 
success of the organization [39], which is in fact the first challenge that many organizations 
have failed to acknowledge. The constant shortage of knowledge workers has created a sense 
of urgency among organizations generating a need to build their employer brand effectively 
by developing a unique employer value proposition in a way that differentiates them in the 
labor market [45]. That means that the traditional approach of just posting a job ad on relevant 
channels is simply not enough anymore and many organizations will have to rethink and 
change their practices. In that sense, communication and advertising may become key tools 
that will help the company reach, employ and retain skilled talent for their organizations [45]. 
There is a need to integrate and align marketing communications to deliver a unique image to 
the internal and external stakeholders, which is not easy. At the moment, many organizations 
are just getting acquainted with the branding concept, and are still struggling with 
differentiating the concepts of brand equity, brand loyalty, corporate image, and reputation 
[45].  
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The second challenge lies in creating an employer brand while aligning and organizing the 
communication towards different generations of employees [39]. The usage of different 
digital (e.g., Dropbox) and collaboration technological tools (e.g., Teams, Meet, Zoom), 
erased the geographical distances and time zones between the employees and the organization 
[13]. This change was followed by other changes in work perception, such as the importance 
of work-life balance,flexible working hours, the possibility to work from home, etc. The 
indicated job values are perceived differently by employees of diverse generations [39], which 
is very challenging to handle taking into consideration that currently, four generations are 
present in the labor market: the Baby boomers,Generation X, Generation Y, and Generation 
Z, all manifesting various working styles, expectations and preferences [46]. Moreover, they 
display different attitudes toward technology. For example, Baby boomers manifest 
traditional values and prefer in-person communication, while on the other hand Generation Z 
(or the Digital Natives) lacks interpersonal skills and prefers communicating through digital 
channels [46]. What is even more challenging is that this evolving workforce comprises full-
time and part-time employees, as well as freelancers and contractors that do not develop 
formal ties with the organization [16]. To retain new talent and ensure stable collaboration, 
organizations will have to develop new practices and frameworks [16]. New bonds and 
relationships will be created between the employer and the employee, such as ʺpartnership 
talentʺ (joint venture employees), ʺborrowed talentʺ (outsourcing companies), ʺfreelance 
talentʺ (independent individuals on contract), and ʺopen source talentʺ (value chain partners). 
It is more than obvious that managing talent becomes very challenging for today’s 
organizations, which is why the current condition is often named as ʺan open talent economyʺ 
and is characterized by a cooperative, technology-orientated, and rapidly changing way of 
doing business [16]. Another challenge stems from communicating the brand to employees of 
other cultures in different countries, for those companies that operate in international markets. 
All these challenges result in increased demand for different types of management skills often 
named e-leadership skills that will be common for jobs in all industry types and sectors [47]. 
The third challenge arises from dealing with all the new technologies that are emerging [36]. 
That calls for urgent training and education of the existing employees so they could cope 
easily with many simultaneous changes happening at once. The above-mentioned adjustments 
in the work environment affect the adoption and utilization of digital solutions that speed up 
the organizational processes which results not only in the improvement of the activities but 
also in reducing the repetitious, tedious and time-consuming work-load, allowing the 
employees to concentrate on other, creative tasks [35]. Moreover, to cope with all the changes 
happening in the dynamic markets in which organizations operate, companies need to become 
resilient and agile. In that sense, departmental cooperation is a must. Even though digital 
advertising and communication were considered to be only in a domain of a marketing 
department, HR managers need to realize that through digital platforms companies can target 
precisely their ideal candidates and assign them to specific jobs positions; they can hire new 
employees more easily with less cost and monitor their progress, which allows for more 
accurate career planning and development [36]. All of the above-mentioned challenges can be 
effectively managed only through coordinated internal and external communication processes 
and efforts [39]. These actions should promote a brand message, culture, and values, which 
will lead to a synchronous collaboration that meets the unique goal of providing current and 
future employees with a desirable place to work [48].  
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4. FUTURE TRENDS IN THE DEVELOPMENT OF EMPLOYER BRANDING 
PRACTICES 
The speed of change makes it very hard to predict future employer branding trends with 
confidence [49]. One of the major problems that will continue to arise in the time ahead 
definitely lies in finding talented employees for filling vacant job positions, especially the 
ones that have the capabilities to handle all the newcoming trends. Questions of automated job 
positions, outdated roles, new emerging jobs positions, new skills, and evolving technologies 
arise, upon which another concern stems – where will the companies find the qualified and 
skilled people they need [49]? 
Other than global scarcity of knowledge workforce, additional trends are expected, such as (1) 
an elderly workforce, out of which many are close to retirement, (2) a rise of generational 
differences at work, (3) new work practices and expectations (flexible work hours, remote 
work, supportive leaders), (4) rise of the virtual team collaboration, and (5) new types of 
relationships (simultaneous work for several different organizations) [50]. These trends will 
have a large impact on employer branding practices causing companies to shift their focus 
from a local perspective to a global one; since organizations will come to realize that 
employees may not be physically part of the organization, but their knowledge definitely is.  
New technologies already brought flexibility into the workplace [29]. But despite the 
tremendous impact and importance of new technologies, the attention still must remain on 
employees in creating a human-oriented workplace and excellent experience [29]. Just then, 
the efforts in creating a positive employer brand can result in increased productivity and 
innovative orientation, flexibility, higher cooperation, and the resilience and agility of the 
organization. In that sense, technology can aid in reducing communication obstacles and 
barriers while aligning the work tasks and duties all around the organization [29]. Companies 
that can accept these changes will be more effective and efficient in their knowledge 
management and will be able to optimize the performance of their employees [32]. In 
providing such a workplace to their employees, companies can follow four key principles: (1) 
support the mobility of employees (flexible workplace and adoption of technological solutions 
to reinforce mobility), (2) encourage cooperation and exchange of ideas with constant, 
consistent and open communication between all departments, (3) motivate the smart use of 
technologies to gain maximum results and to diminish time and space barriers between 
employees,  while at the same time (4) adapting company’s culture and incorporating it into 
HR policies that can be communicated through unified and well though-out employer brand 
[51]. Accepting different personalities, while allowing them to work in the surroundings they 
prefer at the time of the day when they are the most productive will result in less stress, more 
creativity, and better performance [32]. The reason why the focus should be moving from the 
importance of technology to the importance of talent in gaining a competitive advantage is 
that it is easier for the competition to imitate and copy new technology and technological 
processes, but they cannot imitate talent [52]. Organizations operating in a knowledge-based 
economy owe their success to the talents of their employees, which is why technology ought 
to be observed as an assisting tool that helps and improves the work of the organization if 
used effectively by skilled employees.  
Another trend that will emerge and become important for organizations is reputation 
management, as a very important part of employer brand, since it affects the image of the 
organization and helps the company in competing and succeeding in the market [37]. That 
means gaining new customers, new employees, additional financing, new business partners, 
and other important resources.   
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All the new emerging trends, combined with the influence of so many stakeholders will 
require coherent, strategic, and unified work within the organizations. In that sense, employer 
branding creates a much-needed bond between human resources, reputation management, 
marketing, public relations, and information and communications technologies [37]. 
 
5. CONCLUSION 
Is employer branding just another fashionable buzzword that will soon be replaced by another 
trend? This literature review has shown that employer branding will likely become an 
important part of every company’s future strategy to compete and survive in today’s turbulent 
and ever-changing business environment. Organizations cannot survive without their 
employees. For that reason, the competition between companies to attract employees is 
getting more intense. They compete not only based on the job title, exciting opportunities, and 
additional benefits, but they are also competing as brands [5]. It was emphasized that every 
organization already has its employer brand, even though some of them may not know what 
image they project or what elements constitute their brand. Maybe certain organizations were 
able to operate like that in the past, but today, with all the emerging technologies, it could be 
very dangerous not to take care of the company’s brand, image, and reputation – because new 
arising media will shape them by itself.  And that is not the recommended road to take.  
This paper presented a detailed analysis of the post-pandemic business environment in which 
the role of employer branding was emphasized. It also showed the tremendous influence that 
technology has had on employer branding practices, and projected some possible future trends 
of development. In that sense, more research in the future is needed, especially in the terms of 
studying the influence of technology on employer branding. It would be interesting to see the 
empirical analysis and the results of the influence of technology adoption and usage on 
different dimensions of employer branding, as well as the effect it has on the productivity of 
employees, their innovativeness, or their intention to stay within the organization. It would 
also be useful to present different case studies that show the direct effects of technology 
implementation on employer branding practices. Another recommendation goes in the 
direction of exploring long-term organizational plans in terms of employer branding practices, 
investments, and communication and marketing activities.  
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