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Abstract

This study aims to investigate the relationship between social engagement and return on investment (ROI) of
employer branding in Indian retail organizations. Grounded theory methodology is employed to explore the
experiences and perspectives of retail organizations in India regarding the role of social engagement in employer
branding and the impact this engagement has on ROI. The findings of the study reveal a positive correlation
between social engagement and ROl on employer branding, suggesting that organizations can gain a
competitive edge by implementing strategies that enhance their social engagement with employees, customers,
and stakeholders. The study highlights the significance of social engagement in fostering increased loyalty,
attracting and retaining top talent, and improving overall customer satisfaction. Furthermore, several key factors
that influence the success of social engagement initiatives are identified, including the importance of aligning
these initiatives with organizational values, utilizing appropriate communication channels, and maintaining
authentic and transparent interactions. This study contributes to the existing literature by providing valuable
insights into the importance of social engagement in employer branding, as well as the mechanisms through
which it drives ROI in Indian retail organizations.
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Introduction

In today's competitive business landscape, organizations across industries are recognizing the importance of
employer branding. Employer branding refers to the activities and strategies employed by organizations to
promote themselves as employers of choice and attract and retain high-quality talent (Smith, 2017). The retail
sector, being highly competitive and dynamic, is no exception to this trend.

Employer branding in the retail sector directly influences the perception of potential employees about the
organization and its work environment by shaping a positive image, highlighting attractive company culture,
benefits, and growth opportunities, thus making the organization more appealing and desirable to top talent. The
success of employer branding initiatives can significantly impact a retail organization's competitive advantage
by attracting top talent, improving employee engagement, and reducing employee turnover (Smith, 2017).

The primary objective of this study is to investigate the relationship between social engagement and the return
on investment (ROI) of employer branding initiatives in Indian retail organizations. Specifically, the study aims
to answer the following research questions:

How do Indian retail organizations measure the ROI of employer branding initiatives and its impact on
competitive advantage? (Smith, 2017)

How do Indian retail organizations leverage social engagement to attract and retain talent, and how does it
impact their competitive advantage? (Smith, 2017)

By exploring these research questions, this study aims to contribute to the existing body of knowledge on
employer branding and its impact on competitive advantage in the retail sector.

To address the research questions, a mixed-method research approach will be utilized. The study will begin with
a qualitative phase involving semi-structured interviews with 50 HR professionals working in collaboration with
the marketing, social media, and branding team from selected Indian retail organizations. These interviews will
help gain insights into the strategies and approaches used by retail organizations in measuring the ROI of
employer branding and leveraging social engagement for talent attraction and retention. Based on the findings
from the qualitative phase, a quantitative survey will be conducted to collect data from a larger sample of Indian
retail organizations. The survey questionnaire will be designed to measure the perceived impact of employer
branding initiatives on competitive advantage, as well as the role of social engagement in attracting and
retaining talent. This study aims to shed light on the relationship between social engagement and the ROI of
employer branding initiatives in Indian retail organizations. By understanding how retail organizations measure
the impact of employer branding and leverage social engagement, valuable insights can be obtained regarding
the competitive advantage derived from these activities. Understanding the relationship between social
engagement and the ROI of employer branding can assist retail organizations in developing effective strategies
to attract and retain talent. Ultimately, this research can contribute to enhancing the overall competitiveness of
the Indian retail sector.

Literature Review:

Employer branding has become an essential aspect of talent management in the Indian retail industry (Sharma &
Sharma, 2018). It refers to the process of creating and promoting an organization as an employer of choice, with
a distinct image and identity that differentiates it from its competitors. The concept of employer branding is
gaining increasing attention due to its potential to attract, retain and engage talent, resulting in a competitive
advantage for organizations. Social engagement has emerged as a critical driver in employer branding.
According to Gupta and Sharma (2019), social media platforms provide unique opportunities to improve
organizational reputation and employee satisfaction, thus creating positive publicity for the organization. The
use of social media has enabled organizations to reach out to a larger group of potential candidates, increase
employee engagement, and enhance the organization's social presence. ROI is a critical component in measuring
the effectiveness of employer branding initiatives. Singh and Kapoor (2017) proposed that ROI can be measured
using various objectives, including employee engagement, employee advocacy, recruitment cost, retention rates,
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and revenue growth. Organizations can determine the most effective measurement metrics for their initiatives
and track the impact over time.

A competitive advantage is gained through ROI metrics, which highlight the significance of employer branding
in the Indian retail industry, as it attracts and retains talent through a distinct image, complemented by social
media engagement. The importance of employer branding in creating a competitive advantage is well-
documented. Venkatraman and Ganesh (2016) found in their study that a strong employer brand could lead to
increased employee attraction and retention, increased customer loyalty, and reduced recruitment expenses.
Organizations with a strong employer brand have the advantage of attracting the best talent, resulting in higher
productivity levels, reduced turnover rates, and better financial performance. While there is a substantial body of
literature on employer branding, there is limited research on the relationship between social engagement and the
ROI of employer branding in the Indian retail industry.

Research Methodology

The research methodology employed in this study will involve the use of Grounded Theory as the research
design and approach. It will also incorporate data collection methods such as interviews and surveys, along with
sample selection and data analysis methods. Ethical considerations will also be taken into account throughout
the research process.

Research Design and Approach:

This study will utilize the Grounded Theory approach to explore and develop theories regarding the relationship
between social engagement, ROl on employer branding, and competitive advantage in Indian retail
organizations. Grounded Theory is a qualitative research method that allows for the emergence of theories
directly from the data itself (Charmaz, 2006). By using this approach, the study will investigate the complex
dynamics of social engagement and its impact on employer branding and competitive advantage in the context
of Indian retail organizations.

Data Collection Methods:

In order to gather data for this study, both interviews and surveys will be conducted. Interviews will be carried
out with 50 HR professionals working in collaboration with the marketing, social media, and branding team
from selected Indian retail organizations.. These interviews will provide insights into how Indian retail
organizations measure the ROI of employer branding initiatives and its impact on competitive advantage.
Surveys will be distributed to a larger sample of employees to gather their perspectives on how social
engagement is leveraged by their organizations to attract and retain talent, and how it impacts their competitive
advantage.

Sample Selection and Data Analysis Methods:

The sample for this study will comprise of a diverse range of Indian retail organizations, including both large
and small companies. A purposive sampling technique will be employed to ensure that a variety of perspectives
and experiences are captured (Taherdoost, 2016). Data analysis will be conducted using the Grounded Theory
approach, which involves constant comparison, coding, and categorization of the data (Glaser & Strauss, 1967).
Through this iterative process, patterns and themes will emerge, leading to the development of theoretical
insights.

Ethical Considerations:

Throughout the study, ethical considerations will be given high priority. Informed consent will be obtained from
all participants prior to their involvement in the research. Participants' confidentiality and anonymity will be
ensured during data collection, analysis, and reporting of the findings. Any potential conflicts of interest will be
disclosed and managed appropriately. Additionally, ethical guidelines set forth by academic institutions and
relevant research associations will be followed (Ferguson, 2018).
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Data Analysis:
Research Frequency
Question Theme Code Narration Percentage
Indian retail organizations
use "Cost per Hire" as a
metric to assess the efficiency
ROI Measurement of their employer branding
Metrics Cost per Hire initiatives. 35.24%
"Employee Turnover Rates"
are tracked to evaluate the
effectiveness of employer
Employee branding efforts in talent
Turnover Rates retention. 28.57%
The "Time to Fill Vacancies"
is measured to understand the
Time to  Fill | speed and effectiveness of the
Vacancies hiring process. 17.14%
Organizations use "Employee
Referral Rate™ as an indicator
of employee satisfaction and
Employee willingness to recommend the
Referral Rate company. 20.00%
ATS data is analyzed to
Applicant monitor and optimize the
Tracking System | recruitment  process  for
(ATS) Data employer branding impact. 20.95%
Employee surveys are
conducted to gather feedback
and assess the impact of
Employer  Perception | Employee employer branding on
and Feedback Surveys employee perception. 40.00%
Exit  interviews  provide
insights into the alignment
between  the employee
experience and employer
How do Indian EXxit Interviews branding efforts. 15.24%
retail Employee engagement scores
organizations are used as an indicator of
measure the ROI Employee how well the employer
of employer Engagement branding resonates with the
branding Scores workforce. 19.05%
!nltlatIVES and its Organizations conduct brand
impact on Employer Brand .
competitive Perception percepnon_ assessments  to
gauge the impact of employer
advantage? Assessments 18.10%

branding on external
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stakeholders.

Focus group discussions help

understand employee
perceptions and areas of
Focus Group | improvement for employer
Discussions branding initiatives. 22.86%
Effective employer branding
attracts high-quality
Competitive Attraction of | candidates, providing a
Advantage through | High-Quality competitive  advantage in
Employer Branding Candidates talent acquisition. 32.38%
Successful employer
branding reduces recruitment
Reduced costs by attracting more
Recruitment candidates through organic
Costs channels. 24.76%
Employer branding efforts
contribute  to increased
employee retention  rates,
Increased enhancing the competitive
Employee advantage of the
Retention organization. 30.48%
Engaging employer branding
leads to improved employee
Improved productivity, positively
Employee impacting the organization's
Productivity competitive advantage. 20.00%
A positive employer brand
enhances the organization's
Enhanced reputation, giving it a
Employer competitive edge in the job
Reputation market. 19.52%
Organizations use  social
media to showcase their
company culture,
Social Media | Company Culture | emphasizing values and work
How do Indian Showcasing Highlights environment. 35.24%
retail Employee testimonials on
organizations social media provide
leverage  social authentic insights into the
engagement  to Employee employee experience and
attract and retain Testimonials attract potential candidates. 30.48%
talent, and how Highlighting _community
does it impact . . .
. L. ) involvement on social media
their competitive Community
fosters a sense of purpose and
advantage? Involvement 22.86%

attracts  socially-conscious
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talent.

Sharing  behind-the-scenes
content humanizes the brand
and attracts candidates who

engagement  levels and

Behind-the- seek transparency and
Scenes Content authenticity. 25.71%
Social media  platforms
emphasize  brand  values,
attracting candidates who
Brand Values | align with the organization's
Emphasis core principles. 20.95%
Organizations use  social
media for two-way
communication, engaging
with candidates and
Interactive Candidate | Two-Way addressing their queries and
Experience Communication concerns. 38.10%
Live Q&A sessions on social
media allow candidates to
interact directly with
Live Q&A | recruiters and gain
Sessions personalized insights. 24.76%
Virtual tours of the workplace
provide a glimpse into the
work environment, enhancing
Virtual Tours candidate engagement. 17.62%
Personalized messages and
responses on social media
create a tailored experience
Personalized for candidates, increasing
Messaging engagement. 23.81%
Building a talent community
on social media nurtures
Talent candidate relationships,
Community leading to higher retention
Building rates. 18.10%
Social engagement expands
the  organization's  reach,
Competitive giving access to a broader
Advantage through | Expanded Talent | talent pool, contributing to a
Social Engagement Pool Access competitive advantage. 32.38%
Social engagement increases
Increased . .
. candidate interest and
Candidate . . . .
interaction, leading to higher
Engagement 37.14%
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competitive advantage.

Engaging social engagement
creates a positive employer

Positive brand image, attracting top
Employer Brand | talent and enhancing
Image competitive advantage. 30.48%

Social engagement efforts
contribute to strong talent

attraction, giving the
Strong Talent | organization a competitive
Attraction edge in talent acquisition. 27.62%

Engaged employees are more
likely to refer potential
candidates, increasing the
Higher Employee | employee referral rate and
Referral Rate competitive advantage. 24.76%

Findings and Discussion

This study aimed to investigate how Indian retail organizations measure the return on investment (ROI) of their
employer branding initiatives and how it impacts their competitive advantage. Additionally, it explored how
these organizations leverage social engagement to attract and retain talent, and how it influences their
competitive advantage. Thematic analysis of the interview transcripts from 210 respondents yielded three main
themes and five codes for each research question. This section presents the findings and discussion of the study.

Discussion:

The thematic analysis revealed valuable insights into how Indian retail organizations approach employer
branding and social engagement. By measuring ROI through various metrics, such as cost per hire and
employee turnover rates, organizations can identify the most impactful strategies. Employee perception and
feedback provide valuable information for optimizing employer branding initiatives. Effective employer
branding provides a competitive advantage by attracting high-quality candidates, reducing recruitment costs,
enhancing employee retention, and improving productivity. Furthermore, leveraging social media for
showcasing company culture, engaging with candidates, and building personalized experiences enhances talent
attraction and retention. Social media’s interactive nature fosters meaningful connections with candidates and
cultivates a positive employer brand image. Organizations gain a competitive edge by accessing a wider talent
pool, engaging candidates effectively, and enjoying a higher employee referral rate.

Effective employer branding and social engagement strategies play a pivotal role in attracting and retaining top
talent, ultimately contributing to an organization's competitive advantage in the Indian retail sector.

Theoretical Framework that can be tested using the thematic analysis conducted for the study

The theoretical framework that can be tested on the thematic analysis conducted above is the Social Exchange
Theory (SET). Social Exchange Theory is a widely recognized sociological and psychological framework that
explains the dynamics of social interactions and relationships. It posits that individuals engage in social
interactions with the expectation of receiving rewards and benefits while minimizing costs and negative
outcomes (Blau, 1964).

Social Exchange Theory suggests that individuals tend to reciprocate positive actions with positive actions.
Future research can investigate how social engagement efforts by organizations, such as showcasing company
culture, employee testimonials, and community involvement, lead to reciprocation from potential candidates in
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the form of higher engagement, interest in job opportunities, and positive word-of-mouth (Cropanzano and
Mitchell, 2005). Social Exchange Theory emphasizes the importance of a balanced exchange where individuals
seek to maximize rewards while minimizing costs. Future research can explore how organizations strategically
design employer branding initiatives to offer attractive rewards (e.g., good compensation, career growth
opportunities) while minimizing perceived costs (e.g., lengthy application processes, lack of transparency)
(Eisenberger et al., 2014).

Implications

The thematic analysis of the relationship between social engagement, ROI of employer branding initiatives, and
competitive advantage in Indian retail organizations has several significant implications across organizational,
social, and economic dimensions.

Organizational Implications:

The identification of ROl measurement metrics, such as "Cost per Hire" and "Employee Turnover Rates,"
provides valuable insights for organizational leaders to make data-driven decisions on resource allocation and
optimizing employer branding strategies (Zhang et al., 2020). The emphasis on employee perception and
feedback through methods like "Employee Surveys" and "EXxit Interviews" empowers organizations to adopt
employee-centric approaches, aligning employer branding initiatives with employee expectations and
experiences (Kumar et al., 2021).

By leveraging social media showcasing and interactive candidate experiences, organizations can enhance talent
attraction and retention, creating a competitive advantage in attracting top candidates and retaining valuable
employees (Yang et al., 2019) A positive employer brand image, highlighted through "Brand Values Emphasis"
and "Enhanced Employer Reputation," helps organizations in reputation management, enhancing their appeal to
potential candidates and stakeholders (Dewett and Rauschenberger, 2017).

Handling negative social media engagement

Handling negative social media engagement is a critical aspect for retail organizations to maintain their
reputation and brand image. Here are three action steps that retail organizations can take to effectively manage
negative social media engagement which came as an outcome of semi-structured interviews with HR managers:

Prompt and Transparent Response: When faced with negative comments or complaints on social media
platforms, retail organizations should respond promptly and transparently. Acknowledging the concern and
offering a sincere apology can show customers that their feedback is valued (Bhattacharya & Lu, 2019). By
addressing issues publicly, organizations demonstrate their commitment to resolving problems and building
trust with their audience.

Take Conversations Offline: It is essential for retail organizations to handle negative social media engagement
professionally and avoid engaging in heated exchanges publicly. Instead, they should encourage the dissatisfied
customer to reach out through direct messages or offline channels to resolve the matter privately (Majid &
Salleh, 2020). Taking conversations offline demonstrates a willingness to address issues in a more personalized
and constructive manner.

Implement Social Listening and Monitoring: To proactively manage negative social media engagement, retail
organizations should invest in social listening and monitoring tools (Bakry et al., 2020). These tools allow
organizations to track and analyze brand mentions, sentiment, and emerging issues. By staying informed about
customer feedback and perceptions, organizations can identify potential problems early and respond effectively.
By promptly and transparently responding to negative feedback, taking conversations offline, and implementing
social listening and monitoring, retail organizations can effectively manage negative social media engagement
and safeguard their brand reputation. These proactive measures demonstrate a commitment to customer
satisfaction and help build a positive perception of the brand among their audience.
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Social Implications:

The use of "Behind-the-Scenes Content" and "Employee Testimonials™ on social media fosters transparency and
authenticity, which resonates with socially-conscious talent seeking genuine organizational values and practices
(Bailey and Stephen, 2020). Highlighting "Community Involvement" and social initiatives on social media
showcases an organization's commitment to social causes, contributing to a positive social impact and attracting
candidates who share similar values (Raghunathan et al., 2021). Interactive candidate experiences and
personalized messaging create a candidate-centric environment, promoting inclusivity and attracting diverse
talent to the organization (Davis and Leonard, 2018).

Future Scope of the Research:

The present study on the relationship between social engagement, ROI of employer branding, and competitive
advantage in Indian retail organizations opens up several avenues for future research:

Longitudinal Studies: Conducting longitudinal studies would provide insights into the long-term impact of
social engagement and employer branding initiatives on competitive advantage. Examining the changes in
metrics over time can help identify trends and patterns in the effectiveness of different strategies (Bal et al.,
2022).

Cross-Industry Comparison: Extending the research to other industries would allow for a cross-industry
comparison of employer branding practices and their impact on competitive advantage. Understanding how
social engagement differs across diverse sectors can lead to context-specific strategies (Nishii et al., 2018).

Qualitative Exploration: Complementing the current quantitative approach with qualitative exploration, such as
in-depth interviews or focus group discussions, can delve deeper into the underlying reasons and experiences of
individuals in the employer branding process (Choudhury and Banerjee, 2018).

Limitations:

The present study is not without limitations, which should be acknowledged to interpret the findings with
caution:

Sample Size and Generalizability: The sample size of 50 respondents, a limited section of Indian retail
organizations. Generalizing the findings to the entire industry should be done cautiously (Cole and Maxwell,
2018).

Contextual Factors: The study does not account for contextual factors such as organizational size, location, or
specific employer branding strategies adopted by individual organizations (Collings and Mellahi, 2019).

Conclusion:

The present research embarked on an investigation into the relationship between social engagement, ROI of
employer branding, and competitive advantage in Indian retail organizations. Through thematic analysis,
valuable insights were obtained into how Indian retail organizations measure the success of their employer
branding initiatives and how social engagement contributes to talent attraction and retention. The study
highlighted the significance of ROl measurement metrics, employee perception, and social media showcasing in
shaping a positive employer brand image and gaining a competitive edge. The findings underscored the
importance of interactive candidate experiences and leveraging social media platforms to foster engagement and
attract top talent.
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