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Stream Rationale
Over the past three decades, employer branding has evolved from a marketing-inspired recruitment tool into a strategic organizational capability shaping talent attraction, retention, and employee engagement. Initially conceptualized as the application of branding principles to human resource management (Ambler & Barrow, 1996), employer branding has traditionally relied on top-down identity construction, where organizations define and communicate a controlled Employer Value Proposition (EVP) to external audiences.
However, the contemporary digital ecosystem challenges this unilateral logic. The proliferation of social media platforms, employee advocacy networks, review websites (e.g., Glassdoor), and employee-generated content has fundamentally transformed how employer brands are shaped, interpreted, and contested. Employer branding is no longer solely an organizational output; it has become a negotiated, participatory, and socially constructed phenomenon.
This stream proposes a paradigmatic shift: from employer branding as a managerial communication strategy to employer branding as an inclusive co-construction process.
· From Controlled Identity to Participatory Meaning-Making
Traditional employer branding frameworks have largely focused on employer attractiveness, EVP articulation, and recruitment performance metrics (Backhaus & Tikoo, 2004). While these perspectives remain valuable, they insufficiently account for the multiplicity of actors now involved in brand meaning creation.
Drawing from stakeholder theory (Freeman, 1984), social identity theory (Tajfel & Turner, 1979), and co-creation theory (Prahalad & Ramaswamy, 2004), employer branding must be reconceptualized as an interactive process in which employees, candidates, alumni, and even external communities actively shape brand narratives. In this sense, employer brand meaning emerges from dynamic interactions rather than corporate prescription.
· Inclusion as a Structural Dimension of Employer Brand Capital
In parallel, organizations operate in increasingly diverse and socially conscious environments where inclusion, equity, and representation are central legitimacy criteria. Employer branding cannot be detached from these societal expectations. An inclusive employer brand is not merely a communication positioning - it reflects structural practices related to diversity management, psychological safety, fairness, and participatory governance.
The inclusive co-construction paradigm acknowledges that:
· Brand authenticity depends on internal alignment between communicated values and lived employee experiences.
· Marginalized or underrepresented voices significantly influence brand credibility.
· Inclusion enhances employer brand capital by strengthening trust, identification, and relational commitment.
Thus, inclusion becomes not an adjunct to branding, but a foundational condition of sustainable employer brand development.
· Digital Dynamics and Distributed Voice
Organizational communication digitalization has redistributed voice and authority. Employees now act as brand narrators through LinkedIn posts, internal communities, and digital storytelling platforms. This diffusion of voice reinforces the necessity to understand employer branding as an ecosystemic phenomenon, shaped by formal and informal communicative flows.
Research on electronic word-of-mouth (eWOM) and user-generated content suggests that peer-generated narratives are often perceived as more credible than corporate messaging. Consequently, employer brand equity is increasingly contingent upon dialogical transparency rather than symbolic control.
· Toward a New Research Agenda
Rethinking employer branding through an inclusive co-construction paradigm invites several theoretical and empirical advancements:
· How do diverse stakeholders negotiate employer brand meaning?
· What governance mechanisms balance openness and strategic coherence?
· How does inclusive participation influence employer brand capital and organizational resilience?
· What are the power dynamics underlying participatory employer branding processes?
Employer branding stands at a theoretical crossroads. Persisting in a purely managerial, top-down framework risks analytical obsolescence. Embracing an inclusive co-construction paradigm, by contrast, reflects contemporary organizational realities marked by digital interconnectivity, stakeholder empowerment, and societal accountability.
Rethinking employer branding is therefore not a cosmetic refinement - it is a necessary conceptual transformation that recognizes employer brand capital as a collective, negotiated, and inclusive organizational asset.
Thematic Axes of the Stream
This stream welcomes interdisciplinary contributions from human resource management, organizational behavior, communication studies, digital marketing, sociology, and strategic management. Both qualitative and quantitative methodologies are encouraged, including critical, interpretivist, and mixed-method approaches.
· Employer brand capital and organizational legitimacy
· Inclusive employer branding strategies
· Co-construction processes in employer brand development
· Stakeholder participation and employer brand governance
· Employee-generated content and employer brand narratives
· Electronic word-of-mouth (eWOM) and employer reputation
· Diversity, equity, and inclusion in employer branding
· Psychological safety and brand authenticity
· Social identity and employer brand identification
· Digital ecosystems and distributed voice in employer branding
· AI and emerging technologies in employer branding
· Measurement and evaluation of employer brand capital
· Employer branding and talent attraction/retention
· Ethical challenges in participatory employer branding
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