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Abstract- In today’s competitive talent market, employer 

branding has emerged as a strategic tool for 

organizations to attract and retain skilled candidates. 

This research paper explores the role of employer 

branding, specifically from a student perspective, 

focusing on how it influences their decision-making while 

applying for internships and jobs. The primary 

objectives of this study are to understand the role of 

employer branding in attracting student talent, assess 

which branding tools (such as social media and word-of-

mouth) most strongly influence students, and analyze the 

level of awareness among MBA and BBA students 

regarding employer branding strategies. 

To achieve these objectives, primary data was collected 

through a structured Google Form survey distributed 

among 54 MBA and BBA students. The findings indicate 

that a significant majority of students consider employer 

branding an important factor when applying to 

companies, with aspects like career growth 

opportunities, work culture, and salary and benefits 

being the top priorities. The results also highlight 

LinkedIn, friends/peers, company career pages, and 

social media platforms as key channels through which 

students access information about potential employers. 

The study concludes that a well-crafted employer brand 

not only enhances an organization’s attractiveness but 

also plays a crucial role in shaping students’ perceptions 

and decisions at an early stage of their careers. This 

paper emphasizes the need for organizations to 

strategically communicate their values, culture, and 

growth prospects across multiple platforms to effectively 

engage and attract student talent. 
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INTRODUCTION 

 

In the current era of intense competition and dynamic 

labour markets, the concept of employer branding has 

emerged as a strategic priority for organizations 

striving to attract, engage, and retain the best talent. 

With globalization, digital transformation, and 

evolving employee expectations reshaping the 

employment landscape, the way organizations present 

themselves to potential employees has never been 

more critical. The notion of employer branding, 

though not entirely new, has gained substantial traction 

in recent years as companies realize that their 

reputation as employers directly impacts their ability 

to attract and retain qualified candidates. 

Employer branding can be broadly defined as an 

organization’s reputation as an employer and its value 

proposition to its employees, as opposed to its more 

general corporate brand reputation. The term was first 

popularized in the 1990s and has since become an 

essential component of strategic human resource 

management. It encompasses a company’s efforts to 

communicate its culture, work environment, career 

development opportunities, and overall employment 

experience to both existing employees and potential 

recruits. Strong employer branding allows companies 

to differentiate themselves in a saturated job market, 

build loyalty among current employees, and create a 

pipeline of talented individuals eager to join the 

organization. 

In the context of student talent, employer branding 

plays an especially pivotal role. Students, particularly 

those pursuing professional degrees such as MBA and 

BBA, represent a vital pool of fresh, dynamic, and 

skilled candidates who can drive organizational 

growth and innovation. For these students, the process 

of choosing an employer is influenced by various 

factors, including perceived reputation, work culture, 

growth opportunities, salary packages, and work-life 

balance. Organizations that invest in building and 

communicating a compelling employer brand are more 

likely to capture the attention of this emerging 

workforce. 

With the rise of digital technologies and social media, 

the tools and channels through which employer 
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branding is communicated have expanded 

significantly. Today’s students are highly active on 

platforms such as LinkedIn, Instagram, Facebook, and 

various job portals, using them not only to search for 

job openings but also to assess company cultures, 

employee testimonials, and workplace experiences. 

Word-of-mouth recommendations, online reviews, 

campus placement drives, and alumni networks also 

play influential roles in shaping student perceptions 

about prospective employers. Therefore, organizations 

must adopt a multi-faceted branding strategy that 

leverages both digital and traditional channels to build 

trust and credibility among student communities. 

Despite its significance, there remains a gap in 

understanding how students perceive employer 

branding efforts and what factors most strongly impact 

their employment decisions. While large multinational 

corporations may have the resources to invest heavily 

in employer branding campaigns, small and medium 

enterprises (SMEs) and startups often rely on 

innovative, cost-effective branding tactics to appeal to 

young talent. Moreover, the level of awareness among 

students regarding employer branding varies based on 

exposure, academic curriculum, and interaction with 

industry professionals. 

This research paper aims to delve deeper into the 

student perspective on employer branding, with a 

particular focus on MBA and BBA students. By 

exploring their understanding, awareness, and 

evaluation criteria, this study seeks to shed light on 

how effectively organizations are communicating their 

employer brand and which branding tools resonate 

most with students during their job search process. It 

will also analyze the extent to which students actively 

consider employer branding when making career 

choices, and what attributes they prioritize in a 

potential employer. 

The first objective of this research is to gain a 

comprehensive understanding of the role of employer 

branding in attracting student talent. This involves 

examining the strategic significance of employer 

branding in the recruitment process, how it influences 

the attractiveness of an organization, and the specific 

aspects of branding that appeal to students. It also 

considers how employer branding aligns with broader 

human resource management practices, such as talent 

acquisition, employee engagement, and retention 

strategies. 

The second objective is to assess which branding tools 

and channels are most effective in influencing student 

decisions. This includes evaluating the impact of 

digital platforms like social media, employer review 

websites, and official company career pages, as well 

as traditional methods such as campus placements, job 

fairs, and word-of-mouth recommendations. 

Understanding the relative importance of these tools 

can help organizations tailor their branding strategies 

to maximize reach and impact among student 

audiences. 

The third objective focuses on analysing the level of 

awareness among MBA and BBA students regarding 

employer branding strategies. This involves 

investigating how familiar students are with the 

concept of employer branding, their sources of 

information, and whether their academic curriculum 

addresses this topic. It also aims to identify any gaps 

in knowledge or misconceptions that may exist among 

students, which can inform educational institutions 

and employers alike. 

By addressing these objectives, this study will 

contribute valuable insights into the intersection of 

employer branding and student talent attraction. It will 

provide practical recommendations for organizations 

seeking to strengthen their employer brand to appeal 

to the next generation of employees. Furthermore, it 

will offer suggestions for academic institutions to 

integrate employer branding concepts into their 

curricula, thereby equipping students with the 

knowledge and tools needed to make informed career 

decisions. 

In conclusion, as the competition for top student talent 

intensifies, the importance of a strong and authentic 

employer brand cannot be overstated. Organizations 

must recognize that today’s students are discerning, 

informed, and value-driven, seeking employers whose 

values align with their own aspirations and 

expectations. A well-crafted employer branding 

strategy, supported by effective communication and 

genuine employee experiences, can serve as a 

powerful magnet for attracting, engaging, and 

retaining the brightest minds entering the workforce. 

 

RESEARCH METHODOLOGY 

 

Research Design 

This research adopts a descriptive research design to 

explore and analyze the role of employer branding in 
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attracting student talent. The study aims to gather first-

hand information from students to understand their 

awareness, perceptions, and preferences related to 

employer branding. 

Objectives of the Study 

The primary objectives guiding this research are: 

• To understand the role of employer branding in 

attracting student talent. 

• To assess which branding tools (such as social 

media, word-of-mouth, career pages, etc.) 

influence students’ decisions. 

• To analyze the level of awareness among MBA 

and BBA students regarding employer branding 

strategies. 

 

Sampling Method 

A convenience sampling method was used to collect 

data. The sample consisted of MBA and BBA students 

who were readily accessible and willing to participate 

in the survey. 

 

Sample Size 

The study surveyed a total of 54 respondents, 

including both MBA and BBA students from various 

colleges. 

 

Data Collection Method 

Primary data was collected through a structured 

questionnaire designed using Google Forms. The 

questionnaire included both closed-ended and 

multiple-choice questions, covering demographic 

details, awareness of employer branding, its perceived 

importance, and preferred branding channels. The 

survey link was distributed online through email, 

messaging apps, and student networks to reach a 

diverse set of respondents. 

 

Research Instrument 

The questionnaire consisted of the following sections: 

• Demographic questions (course, year of study, 

gender) 

• Questions about job/internship application status 

• Awareness of employer branding 

• Importance of employer branding on a Likert 

scale 

• Factors influencing employer branding preference 

• Preferred sources of information about companies 

 

Data Analysis Techniques 

The collected data was organized and presented in the 

form of pie charts and bar graphs for clear 

visualization. The data was then interpreted using 

simple percentage analysis to understand trends and 

draw meaningful conclusions related to the objectives 

of the study. 

 

Limitations of the Study 

• The sample size is limited to 54 students, which 

may not represent all MBA/BBA students in 

general. 

• The study is based on self-reported responses, 

which may be subject to personal bias. 

• The use of convenience sampling may limit the 

generalizability of the findings. 

 

Scope for Further Research 

Future studies could expand the sample size, include 

students from different academic streams and regions, 

and use advanced statistical tools to provide deeper 

insights into employer branding’s impact on student 

career choices. 

 

DATA INTERPRETATION 

 

 
 

Chart Interpretation: 

The chart displays the gender distribution of the 

respondents. Out of the total 54 students who 

participated in the survey, 53.7% identify as male and 

46.3% identify as female. There were no respondents 

who chose the option Prefer not to say. 

 

Analysis: 

This shows that the sample has a relatively balanced 

gender distribution, with a slight male majority. Such 

balance is beneficial for this research because it 

ensures that the findings reflect perspectives across 

genders. Employer branding may resonate differently 

with male and female students due to varying 

preferences and priorities when choosing potential 
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employers — for example, some students may value 

diversity and inclusion policies, equal opportunities, or 

work-life balance differently. This gender mix 

strengthens the validity of the study’s insights. 

 
Chart Interpretation: 

This chart illustrates whether the respondents were 

familiar with the term Employer Branding before 

participating in the survey. Out of 54 respondents, 

59.3% answered Yes, indicating they have heard of the 

term, while 40.7% responded No, showing they were 

not previously aware of it. 

 

Analysis: 

This finding highlights that a majority of students are 

at least somewhat familiar with the concept of 

employer branding. However, a notable 40.7% of 

respondents are still unaware of the term, suggesting 

that while the concept has gained visibility, there is 

still scope for greater awareness and education, 

especially at the undergraduate and postgraduate 

levels. 

This result aligns well with the study’s objective of 

analyzing students’ awareness regarding employer 

branding strategies. It shows that many students form 

opinions about companies without necessarily 

knowing the formal terminology, which underlines the 

need for organizations and educational institutions to 

bridge this knowledge gap through workshops, guest 

lectures, or placement training. 

 
Chart Interpretation: 

This chart presents how respondents rated the 

importance of employer branding when choosing 

where to apply for a job. Out of 54 respondents: 

• 1 (Not important) was chosen by 1 respondent 

(approx. 1.8%) 

• 2 was selected by 14.8% 

• 3 by 24.1% 

• 4 by 31.5% 

• 5 (Very important) by 25.9% 

Analysis: 

The data clearly shows that a majority of students 

perceive employer branding as an important factor 

when applying to a company. A combined 57.4% of 

respondents rated employer branding at 4 or 5, 

demonstrating that over half the students see it as a 

highly significant element in their decision-making 

process. 

Only a very small proportion of students (around 

1.8%) consider it unimportant. This implies that 

students pay considerable attention to how a company 

presents itself as an employer — including its 

reputation, work culture, and values — before 

deciding to apply. This insight strongly supports the 

idea that employer branding plays a vital role in 

attracting student talent, aligning directly with the first 

objective of the study. 

 

 
Chart Interpretation: 

This chart shows which aspects of employer branding 

students consider most important when deciding 

whether to apply to a company. Since respondents 

could select multiple options, the percentages reflect 

the proportion of students who chose each factor out 

of the total 54 respondents. 

The most influential aspects identified were: 

• Career growth opportunities — selected by 30 

respondents (55.6%) 

• Work culture — selected by 28 respondents 

(51.9%) 

• Salary and benefits — selected by 26 respondents 

(48.1%) 

• Company values and mission — selected by 17 

respondents (31.5%) 
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• Employee reviews — selected by 13 respondents 

(24.1%) 

• Social media presence — selected by 12 

respondents (22.2%) 

Analysis: 

The data reveals that career growth opportunities are 

the most critical factor influencing students’ interest in 

a company, with over half of the respondents selecting 

this option. This suggests that students are highly 

motivated by long-term prospects for professional 

development when evaluating potential employers. 

Work culture and salary & benefits also play a 

significant role, showing that students seek a balanced 

combination of supportive work environments and 

competitive compensation. 

Meanwhile, factors like company values and mission, 

employee reviews, and social media presence were less 

frequently chosen but still relevant. This indicates that 

while intangible elements like values and external 

perception do matter, practical considerations about 

career path and workplace environment weigh more 

heavily in students’ decision-making process. 

This insight highlights for employers which aspects of 

their brand they should communicate clearly and 

authentically to attract student talent. 

 
Chart Interpretation: 

This chart shows students’ opinions on whether strong 

employer branding helps companies attract more 

student applications. Out of 54 respondents: 

• 70.4% answered Yes 

• 9.3% answered No 

• 20.4% said Not sure 

 

Analysis: 

The results clearly indicate that a significant majority 

of students — over 70% — believe that strong 

employer branding directly increases the number of 

student applications a company receives. This strongly 

reinforces the idea that how a company presents itself, 

communicates its values, and engages with students 

can have a tangible impact on its ability to attract 

young talent. 

Only a small fraction (9.3%) disagrees with this idea, 

while around one-fifth of the students remain unsure. 

This uncertainty could stem from a lack of direct 

experience with employer branding strategies or a 

limited understanding of how branding influences 

broader recruitment trends. 

These findings align with the study’s first objective, 

proving that students acknowledge the direct link 

between branding and their decision to apply for jobs 

— which highlights why companies must continue to 

invest in authentic and clear employer branding 

strategies. 

 
Chart Interpretation: 

This chart highlights the sources through which 

students typically gather information about 

companies. Since multiple responses were allowed, 

the percentages represent the proportion of students 

who selected each option out of the total 54 

respondents. 

 

Key findings are: 

• LinkedIn is the most popular source, with 72.2% 

of students using it. 

• Friends/Peers (Word-of-mouth) was chosen by 

42.6%. 

• Instagram, Company’s career page, and Job 

Portals (like Naukri, Internshala, etc.) each were 

selected by 38.9%. 

• Campus placements/training cell was noted by 

29.6%. 

 

Analysis: 

The results clearly show that LinkedIn is the dominant 

platform where students gather information about 

potential employers. This highlights the crucial role 

that professional networking sites play in employer 



© September 2025| IJIRT | Volume 12 Issue 4 | ISSN: 2349-6002 
 

IJIRT 184495          INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 4649 

branding. Companies targeting student talent must 

maintain an active, engaging, and credible LinkedIn 

presence. 

Word-of-mouth through friends and peers is the second 

most common source, emphasizing that informal 

networks and personal recommendations continue to 

play an important role in shaping perceptions about 

companies. 

Social media platforms like Instagram, along with 

formal channels like company career pages and job 

portals, are equally influential. Campus placements 

and training cells, though selected less often, remain 

an important traditional source, especially in colleges 

with dedicated placement support. 

This insight directly addresses the second objective of 

your study: identifying which branding tools and 

channels most influence student decisions. It suggests 

that organizations must maintain a consistent presence 

across multiple platforms to reach and engage student 

talent effectively. 

 
 

Chart Interpretation 

Figure Title: Influence of Various Tools on Students’ 

Decision to Apply (Rated 1 to 5) 

This chart captures how different tools influence 

students’ decisions to apply for a job. Each tool was 

rated on a 5-point scale, where 1 represents "No 

Influence" and 5 represents "Strong Influence." The 

chart reflects responses from 54 participants. 

 

Key Findings: 

• Word of Mouth had the highest number of strong 

influence ratings (5), showing its persuasive role. 

• Company Website/Career Page was most 

frequently rated 3, suggesting a neutral or 

moderate influence. 

• Employee Reviews (Glassdoor, etc.) received a 

high number of responses at ratings 4 and 5, 

showing relatively strong influence. 

• Campus Placements also saw a concentration at 

rating 3 and 4, suggesting moderate to strong 

influence. 

• Social Media had a diverse spread of ratings, with 

a peak at 3, indicating mixed perceptions of 

influence. 

 

Analysis 

The data indicates that peer-based and experiential 

tools like Word of Mouth and Employee Reviews play 

a significant role in influencing students’ application 

decisions. These tools had higher concentrations at 

influence levels 4 and 5, showing that students value 

authentic, first-hand insights about companies. 

In contrast, formal or institutional sources such as 

Social Media and Company Career Pages were more 

frequently rated in the middle of the scale (level 3), 

indicating moderate impact. This suggests that while 

these tools are commonly accessed, they may not be as 

persuasive or trustworthy in shaping actual application 

decisions. 

Campus Placements emerged as a moderately 

influential tool, likely due to its relevance in academic 

settings but perhaps limited in breadth compared to 

other more personalized sources. 

 
Chart Interpretation: 

This chart reflects student awareness regarding 

companies that use strong employer branding to attract 

talent. Out of 52 responses: 

• 59.6% answered Yes 

• 40.4% answered No 

 

Analysis: 

The majority of respondents are aware of companies 

leveraging employer branding, suggesting that such 

efforts are visible to students. However, the 40.4% 

who are unaware indicates a gap, highlighting the need 

for companies to improve brand visibility and outreach 

strategies among student audiences. 
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Chart Interpretation: 

This chart shows whether students have decided not to 

apply to a company due to poor branding or bad 

reviews. Out of 54 responses: 

• 66.7% answered Yes 

• 33.3% answered No 

 

Analysis: 

Two-thirds of students reported avoiding job 

applications because of poor branding or negative 

reviews. This highlights the significant impact of 

employer reputation on application decisions and 

emphasizes the importance of maintaining a strong, 

positive employer brand in both digital and word-of-

mouth channels. 

 
Chart Interpretation: 

This chart reflects students’ self-rated awareness of 

employer branding strategies on a scale of 1 (Not 

aware at all) to 5 (Very aware), based on 54 responses: 

• 40.7% rated themselves a 3 (moderately aware) 

• 27.8% selected 4 

• 14.8% chose 2 

• 11.1% reported 5 (very aware) 

• Only 5.6% rated 1 (not aware at all) 

 

Analysis: 

Most students rate their awareness at moderate to high 

levels (ratings 3–5), with 79.6% falling into this range. 

This indicates a generally positive awareness of 

employer branding strategies among students. 

However, the relatively small percentage rating 

themselves as "very aware" suggests that while the 

concept is familiar, deeper understanding may still be 

limited, signaling room for educational initiatives or 

exposure. 

 

 
Chart Interpretation: 

This chart shows students’ interest in attending more 

sessions related to employer branding and job 

readiness. Out of 54 responses: 

• 90.7% answered Yes 

• 9.3% answered No 

 

Analysis: 

An overwhelming majority of students expressed 

interest in more institutional initiatives to improve 

their awareness of employer branding and job 

preparedness. This reflects a clear demand for 

structured support from colleges to help students 

understand recruitment dynamics and align 

themselves with employer expectations. 

 

FINDINGS 

 

1. Majority are MBA Students: 

Out of the total respondents, most students were 

from MBA programs (74.1%), with the remaining 

from BBA (25.9%). 

2. Mostly Second-Year Students: 

92.6% of the respondents were in their second 

year, showing that senior students are more 

interested in employer branding and placements. 

3. Balanced Gender Representation: 

The sample included a balanced mix of male 

(53.7%) and female (46.3%) students, making the 

data more inclusive. 

4. Students Actively Seeking Opportunities: 

64.8% of students have applied for internships or 

jobs recently, showing active engagement in job 

markets. 

5. Basic Awareness Exists: 
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59.3% of respondents have heard of the term 

“Employer Branding”, indicating moderate 

awareness among students. 

6. Employer Branding is Important: 

A majority rated employer branding as important 

— with most selecting 4 or 5 on a scale of 1 to 5. 

7. Key Factors: 

The top three factors students care about are 

career growth opportunities (55.6%), work 

culture (51.9%), and salary & benefits (48.1%). 

8. Branding Attracts Applications: 

70.4% of students believe that strong employer 

branding attracts more student applications. 

9. Top Information Channels: 

LinkedIn (72.2%) is the most used source for 

company information, followed by friends/peers, 

Instagram, job portals, and company career pages. 

 

CONCLUSION 

 

The present study set out to understand the role of 

employer branding in attracting student talent, with a 

focus on MBA and BBA students. The findings clearly 

demonstrate that employer branding is not just a 

corporate buzzword but a strategic necessity for 

organizations looking to attract fresh, qualified, and 

motivated talent from the student community. 

The majority of students surveyed recognize the 

importance of a company’s brand image when making 

decisions about where to apply. Factors like career 

growth opportunities, positive work culture, and 

competitive salary and benefits were identified as the 

top priorities for students when evaluating employers. 

This reveals that students are not merely attracted to a 

company’s name or financial standing alone, but to 

what the company offers in terms of professional 

development, work environment, and employee well-

being. 

The research also shows that today’s students are 

active information seekers. They use a variety of 

platforms — with LinkedIn being the most popular — 

to learn about companies. Traditional channels like 

word-of-mouth through peers and campus placement 

cells continue to be relevant, but social media 

platforms, career pages, and job portals also play a 

major role. This multi-channel approach highlights the 

importance for employers to maintain a strong, 

positive presence across digital and personal networks. 

Furthermore, the study found that although a good 

number of students were aware of the term “Employer 

Branding”, a significant portion were still unfamiliar 

with the concept. This points to an opportunity for 

educational institutions and companies to create more 

awareness through seminars, workshops, and 

placement training sessions. By educating students 

about how to assess employer brands, institutions can 

help students make better career choices. 

From an organizational perspective, the results 

underline the fact that companies with well-defined 

and well-communicated employer brands are more 

likely to attract a higher number of quality applications 

from students. Strong employer branding helps 

companies stand out in a crowded job market and 

builds trust with potential hires long before they even 

submit an application. 

In conclusion, this study emphasizes that employer 

branding is a vital bridge connecting students’ career 

aspirations with organizational goals. It is not only 

about attractive advertisements or catchy slogans but 

about the authentic representation of a company’s 

culture, values, and growth prospects. Companies that 

invest time and resources into building a genuine, 

transparent, and positive employer brand will 

ultimately have a significant competitive advantage in 

attracting the best student talent. 

Therefore, it is recommended that organizations 

actively engage with students through campus 

initiatives, maintain an appealing and informative 

online presence, and continuously gather feedback to 

strengthen their employer brand. By doing so, they can 

build long-term relationships with future employees 

and ensure a steady pipeline of capable, motivated 

talent ready to drive the company forward. 


