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Abstract

The ability of companies to convert their tangible and intangible assets into sustainable basic
skills in the face of increasing competition and to have a sustainable competitive edge on this
basis depends on having highly skilled employees.In highly competitive labor markets,
attracting and retaining superior talent, especially in difficult-to-fill positions, is gaining
increasing importance in creating sustainable competitive advantage (Uen, et al., 2015; Lores
et al., 2014). For this reason, attracting the talented potential workforce nowadays and
keeping existing talented employees has become the main strategic priority of the
companies.However, the lack of skilled workforce in labor markets (Chambers et al., 1998;
Cascio, 2014), as well as the loss of experienced and skilled workers, pose a significant threat
to the performance of firms. This leads to loss of intellectual capital and negatively affects the
competitive power of companies. In this context, research in recent years has focused on
establishing employer brand awareness to attract, recruit, and protect talented employees in
businesses (Tanwar and Prasad, 2016).While companies generally concentrate their efforts to
develop brand awareness in developing products and corporate brands, the use of brand
awareness building principles in the field of human resources management is called
"employer brand".The employer brand is defined as "a long-term strategy to manage the
awareness and perceptions of a company's current employees, potential employees and related
stakeholders".The employer brand is an image that shows the firm as "a good place to work"
(Sullivan, 2004). Firms use the employer brand in hiring and try to ensure that their existing
employees adhere to the company culture and strategy and identify with the companies.This
study aims to examine the effect of the employer brand on organizational identification. The
data for the study were obtained using Berholt et al.'s (2005) 25-item 5-dimensional employer
brand perception scale over five different industry employees identified by convenience
sampling method. The data were firstly analyzed for validity and reliability, and then multiple
regression analysis (step-wise method) was applied. In the findings, it was determined that the
employees perceive the dimensions of the employer brand as important and then the effect of
the employer brand on the organizational identification was evaluated and suggestions were
developed.
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Isveren Markasinin Orgiitsel Osdeslesme Uzerine Etkisi

Oz

Firmalarin giderek artan rekabet karsisinda maddi ve maddi olmayan varliklarim
stirdiiriilebilir temel yeteneklere doniistiirebilmeleri ve bu sayede siirdiirebilir rekabet
iistlinliigli elde etmeleri biiyiik dl¢lide yiiksek yetenekli ¢alisanlara sahip olmalarina baghdir.
Son derece rekabet¢i isgiicli pazarlarinda Ozellikle giic doldurulan pozisyonlara iistiin
yetenekleri ¢cekme ve koruma siirdiiriilebilir rekabet avantaji yaratmak bakimindan giderek
onem kazanmaktadir(Uen, et al.,2015 ; Lores et al.,2014).Bu nedenle, giinlimiizde yetenekli
potansiyel isgliciinii ¢cekmek ve mevcut yetenekli calisanlar1 elde tutmak, firmalarin temel
stratejik onceligi haline gelmistir. Ancak, isgiicli pazarlarinda yetenekli isgiicliniin kit olmas1
(Chambers et al.,1998; Cascio, 2014), ayn1 zamanda deneyimli ve yetenekli calisanlarin
kaybedilmesi firmalarin performansi iizerinde énemli bir tehdit olusturmaktadir. Bu durum,
hem entelektiiel sermaye kaybina yol agmakta hem de firmalarin rekabet giiciinii olumsuz
etkilemektedir. Bu baglamda, son yillardaki arastirmalar isletmelerin yetenekli ¢alisanlarin
ilgisini ¢cekmek, ise almak ve korumak igin igveren marka bilinci olusturma {izerine
yogunlasmistir (Tanwar ve Prasad, 2016). Firmalar genelde marka bilinci olusturma
cabalarini {iriin ve kurumsal markalar gelistirme yonilinde yogunlagtirsa da, marka bilinci
olusturma ilkelerinin insan kaynaklar1 yonetimi alaninda kullanimi "igveren markasi" olarak
adlandirilmaktadir. Isveren markasi "bir firmanin mevcut ¢alisanlari, potansiyel ¢alisanlar ve
ilgili paydaslarin farkindalik ve algilarini yonetmek amacli uzun vadeli bir strateji" olarak
tamimlanmaktadir. isveren markasi, firmay1 “calismak icin iyi bir yer” seklinde gdsteren bir
imaj ortaya koymaktadir(Sullivan, 2004). Firmalar ise almada igveren markasin1 kullanmakta
ve mevcut ¢aliganlarinin firma kiiltlirli ve stratejisine baghi kalmalarmi ve firmalariyla
0zdeslesmelerini saglamaya calismaktadirlar. Bu ¢aligma, igveren markasinin orgiitsel
Ozdeslesme iizerine etkisini incelemeyi amaclamaktadir. Kolayda ornekleme metodu ile
belirlenen bes farkli endiistri ¢aligsanlar1 {izerinden Berholt vd.’nin (2005) 25 maddelik 5
boyutlu igveren markasi algis1 6lgegi kullanilarak elde edilen verilere, once gegerlilik ve
giivenilirlik analizleri daha sonra ¢oklu regresyon analizi(step-wise yontemi) uygulanmstir.
Elde edilen bulgular 1s1¢1nda dncelikle ¢aligsanlarin isveren markasi boyutlarindan hangilerini
onemli olarak algiladiklar1 belirlenmis ve sonrasinda igveren markasiin boyutlar itibariyle
orgiitsel 6zdeslesme iizerine etkisi degerlendirilmis ve Oneriler gelistirilmistir.
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