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In an era where talent is hard to recruit, change is rampant, 
engagement is weak, and Millennials have their sights on the next 
job, companies must interact with their people differently. They must 
capture both hearts and minds. A rational case may make sense.  
An emotional plea may feel right. But only when they’re brought 
together does real engagement begin. 
That’s why Weber Shandwick, in partnership with 
our global management consultancy United Minds, 
sits at the nexus of rational thinking and creative 
passion – marrying the left-brain business savvy 
of a consulting firm with the right-brain creative 
talents of a communications and marketing firm – 
to build belief, align interests and inspire action. 
We are former management consultants, internal 
communicators, HR professionals, data analysts 
and award-winning creatives, with many years’ 
experience of being trusted advisors to a wide 
range of organisations and their leaders.
We know how to harness the power of your people 
to solve many of the most critical challenges that 
organisations face today, including how to:
>  Recruit and retain the talent your business 

needs to grow
>  Create values and a culture that protect and 

enhance your corporate reputation
>  Build the kind of employee experience that 

engages your people and makes them more 
innovative, collaborative and productive

>  Turn your employees into advocates who 
promote your brand, products and services

>   Keep your employees motivated, engaged and 
supportive during times of intense business 
change

>   Cope with the impacts of the digital 
transformation and the introduction of new 
technologies

>  Evolve to meet the needs of a multi-generational 
workforce.

We regularly publish ground-breaking thought 
leadership; reports to date include Employee 
Activism in the Age of Purpose: Employees (UP)
Rising and The Employer Brand Credibility Gap: 
Bridging The Divide which you can download from 
our website, 
webershandwick.co.uk/what-we-do/employee-
engagement-change-management/
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Engagement with strategy, brand 
and purpose 
Helping organisations connect employees 
with what is important for the business in 
ways that help them make sense of what 
they see around them. Equipping employees 
with the overall direction they need to deliver 
strong business results.

Culture and values 
Helping organisations shape a positive 
culture, with distinctive values that make 
them a great place to work and protect  
their reputation.

Leadership alignment 
Helping leaders to consistently and 
confidently tell their organisation’s  
story to employees, to generate support  
and advocacy for business priorities  
and strategies.

Employer brand and employee experience 
Helping organisations create a distinctive 
employee value proposition with a view to 
recruiting the talented people they need 
and ensuring that the actual employee 
experience lives up to this aspiration so  
that companies can better retain the  
people they need.

Employee advocacy 
Helping organisations tell their story from  
the inside out by turning engaged employees 
into a trusted communication channel to  
help them reach a very wide range of 
external stakeholders.

Communicating change 
Helping organisations keep employees 
motivated and engaged during turbulent 
times of change, such as business 
and brand transformations, leadership 
successions, mergers and relocations.
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Methodology: In partnership with KRC Research, Weber Shandwick conducted a 20-minute online survey 
from June 18 to August 1, 2017 among a total of 1,902 employed adults, ages 20 to 65, who work at least 30 
hours per week for a large organisation (500 or more employees in the U.S. and 250 or more employees in 
all other countries). Employees were distributed across industries, professions and job levels. Self-employed 
and freelance employees were not included.

THE EMPLOYER BRAND CONTINUUM
Only 19% of employees globally perceive a strong match between what their employer says about itself and their 
experience working there. 

THE BUSINESS CASE FOR 
BRIDGING THE DIVIDE
Organis ations reap the following benefits to their 
bottom-lines when there is alignment:

The employer brand is particularly critical in an age of extreme transparency where job candidates make 
reputational assessments with ease based on what an organisation’s employees say online. 

The Employer Brand Credibility Gap: Bridging the Divide explores the intersection between employer 
reputation and the employee experience. It confirms why employers should create best-in-class employer 
brands and informs how to build and activate them. We find that few employees globally perceive a strong 
match between what their employer says about itself and their experience working there. Closing the gap 
provides an opportunity for employers to more successfully drive recruitment, engagement, and retention. 
An authentic employer brand is particularly critical in an age of extreme transparency where job candidates 
make reputational assessments with ease based on what an organisation’s employees say online or through 
word of mouth.

The new research, conducted by Weber Shandwick with KRC Research, is based on 1,902 full-time 
employees across 19 markets worldwide.

THE EMPLOYER BRAND 
CREDIBILITY GAP: 
BRIDGING THE DIVIDE

WHAT MY EMPLOYER PORTRAYS ABOUT ITSELF PUBLICLY MATCHES 
WHAT IT’S LIKE TO WORK THERE

 
 

 
 

“Aligned” 
employees

“Unaligned” 
employees

“Marginally Aligned” 
employees

19%
Strongly agree

34%
Agree

30%
Neutral/Not sure

10%
Disagree

7%
Strongly 
disagree

1
BETTER 

RECRUITMENT

2
STRONGER 
ADVOCACY 

3
GREATER 
RETENTION

4
INCREASED 

PRODUCTIVITY 

Global Employees Aligned Employees

Put a great deal of effort into job, doing more 
than required (strongly agree)

Have recommended employer as a 
place to work 

Would recommend my employer as a 
place to work (strongly agree) 

Posted/shared praise or positive comments 
online about employer 

Encouraged others to buy company’s 
products/services 

 

Very likely to continue to work for employer 
for the next year 

76%
54%

55%
25%

59%
49%

41%
23%

77%
64%

54%
40%

THE STATE OF THE EMPLOYER BRAND ACROSS THE GLOBE
None of these markets have perfectly aligned employer brands according to 
employees, but some markets perform better than others. 

WHAT MY EMPLOYER PORTRAYS ABOUT ITSELF PUBLICLY 
MATCHES WHAT IT’S LIKE TO WORK THERE
(% strongly agree)
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21%

12% 14%
19%

13%
19%

29%

6%

33%

6%
3%

12%

26% 28%
24%24%

20%
25%

Global Average = 19%

FOR MORE INFORMATION ABOUT “THE EMPLOYER BRAND CREDIBILITY GAP: 
BRIDGING THE DIVIDE,” PLEASE CONTACT:
Kate Bullinger
Executive Vice President and Global Lead, Employee Engagement & Change Management, Weber Shandwick
kbullinger@webershandwick.com

Sarah Clayton
Executive Vice President, Employee Engagement & Change Management, Weber Shandwick
sclayton@webershandwick.com

Leslie Gaines-Ross
Chief Reputation Strategist, Weber Shandwick
lgaines-ross@webershandwick.com

Mark Richards
Senior Vice President/Management Supervisor, KRC Research
mrichards@krcresearch.com

Global Employees Aligned Employees

BUILDING TOP EMPLOYER BRANDS 

Employees in aligned organisations are much more likely than those in the average 
global organisation to strongly agree that their employer:

LEAD WITH PURPOSE BOTH INTERNALLY AND EXTERNALLY.

Provides them with the training and resources needed 
to do their job well 54%

23%

Treats all employees fairly regardless of race, gender, age, 
sexual orientation or cultural differences 58%

28%

Has a social purpose, striving to make a positive contribution 
to the world or market it operates in 54%

24%

 

Employees in aligned organisations are much more likely than those in the average global organisation to 
strongly agree that their leadership team:

ESTABLISH STRONG LEADERSHIP BASED ON CREDIBILITY AND TRUST.

Behaves in accordance with the organisation’s vision 
and values

Instills trust

Acknowledges the good work of its employees 

48%
20%

Creates a good culture and makes the organisation a good 
place to work 45%

18%

Is responsive when a crisis or problem arises in 
the organisation 46%

21%

41%
16%

41%
17%

42%

ENSURE EMPLOYEES KNOW THE ORGANISATION'S VALUES AND GOALS.
Employees in aligned organisations are much more likely than those in the average global organisation to 
strongly agree that their employer: 

Does a good job of keeping employees informed

Has a clear code of conduct

Effectively communicates their employer’s vision and goals for 
the future

65%
31%

57%
29%

16%

18%

BRIDGING THE DIVIDE

THE EMPLOYER 
BRAND 
CREDIBILITY GAP: 
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