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Abstract

This research was conducted to determine whether employer branding has a relationship with work engagement
in a private company in the field of non-bank financing. The population of this research is the workers of a
national private company engaged in the field of non-bank financing, especially the head office workers located
in Jakarta. The number of samples of this study were 117 people, consisting of 62 men and 55 women with an
age range of 20-67 years (Mean = 28.13; SD = 5.849). The method used is quantitative with stratified sampling
technique. The research instrument used was the Employee Attractiveness Scale (EmpAt) (a = .956; 20 items).
Whereas to measure the Work Engagement using Utrech Work Engagement Scale (UWES) (17 items; o =
.896). The analysis carried out is a simple linear regression, t-test and one-way ANOVA. The results of this
study found that Employer Branding had a significant positive effect on Work Engagement (F (1.115) = 50.333;
B=.552,r=.552; R2 =.304; P <.001). Employer branding can be a strategy for companies to identify the needs
of current and future workers, and build an image as a company of choice for work, so as to increase employee
engagement with the company and its work.
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Abstrak

Penelitian ini dilakukan untuk mengetahui apakah employer branding memiliki hubungan dengan work
engagement pada sebuah perusahan swasta bidang pembiayaan non bank. Populasi penelitian ini adalah pekerja
sebuah perusahaan swasta nasional yang bergerak pada bidang pembiayaan non bank, khususnya pekerja kantor
pusat yang berlokasi di Jakarta. Jumlah sampel penelitian ini sebanyak 117 orang, yang terdiri dari 62 orang
laki-laki dan 55 orang perempuan dengan rentang usia 20-67 tahun (Mean = 28,13; SD = 5,849). Metode yang
digunakan kuantitatif dengan teknik stratified sampling. Instrumen penelitian yang digunakan adalah Employee
Attractiveness Scale (EmpAt) (a=0,956; 20 item). Sedangkan untuk mengukur Work Engagement menggunakan
Utrech Work Engagement Scale (UWES) (17 item; o= 0,896). Analisa yang dilakukan adalah regresi linier
sederhana, t-test dan one way ANOVA. Hasil dari penelitian ini didapatkan bahwa Employer Branding
memberikan pengaruh positif yang signifikan terhadap Work Engagement (F (1,115) =50,334; p=0,552,
r=0,552; R?=0,304; P<0,001). Employer branding dapat menjadi strategi bagi perusahaan untuk melakukan
identifikasi kebutuhan pekerja saat ini dan akan datang, serta membangun citra sebagai perusahaan pilihan untuk
bekerja, sehingga dapat meningkatkan engagement pekerja terhadap perusahaan dan pekerjaannya.

Kata kunci : employer branding; work engagement; EmpAT; UWES, engagement

INTRODUCTION

that is natural, which arises from the conflict
Employee loyalty at work is arguable as an  between generativity and stagnation. At
engagement towards something or a specific ~ work, humans will bring all their inherent
condition both, in physical forms such as attributes, like education, skills, work
compensation, gifts, and in non-physical experience, personality types, emotions or
forms, such as mind and attention. Erikson  feelings, which can affect his attitudes
(Arnold, 2017) declares that engagement isa  towards work. Agarwal, Chaudhary, and
sort of commitment from someone's care, Dixit (Munish & Argawal, 2017) argues that
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work engagement is an essential issue for a
company, even more in this time, the world
needs to recover from the economic
recession. Companies begin to realize that
workers are the most substantial assets so
that strategic steps are needed to increase
work engagement.

Kahn (Bailey et al., 2015) is one of the
pioneers who proposed the engagement
theory related to the working world. He
explained that the employees' involvement
and connectedness in their work include
physical-energetic, cognitive and emotional.
Schaufeli and Bakker (2010), defines three
dimensions of engagement based on Khan's
engagement theory as follow (1) Cognitive,
that is shown by trust and support providing
for the goals achievements of the
organization's vision and mission and
corporate values; (2) emotional, which is
indicated by a sense of belonging, proud
feeling, and attached feeling to the company;
(3) physical-energetic, which is indicated by
the employee's willingness to work hard and
the desire to stay in their workplace. These
dimensions are consistent with Agarwal,
Chaudhary, and Dixit (2010) opinion, which
states that engagement is companies or
organizations' method in winning workers
with a willingness to give ‘everything' to
their work.

Work engagement refers to engagement and
involvement in the relationship between
workers and their work and also the
relationship between workers and
organizations or companies (Wardani,
Wulandari, Triasti, & Sombuling, 2020).
This is related to the state of mind that is
characterized by vigor, dedication, and
absorption (Schaufeli, 2013). Meanwhile,
according to Adryanto (2014), work
engagement is the level of commitment of a
company's workers towards something or
someone in the company that makes him or
herself work optimally and feels harsh in the
company. Schaufeli, Salanova, Gonzales-
Roma, and Bakker (2002), explain the
dimensions of work engagement, namely: (1).
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Vigor  (physical-energetic):  Vigor or
enthusiasm, is an emission of strong energy
and mentality at work, reflects readiness in
making the maximum effort and tends to
endure difficulties, and strives to complete
work until completion; (2). Dedication
(emotional): Refers to a strong identification
with work, the meaning of a job for someone,
which includes feelings of enthusiasm,
enthusiasm, inspiration, pride in the job tends
to want to always work and be able to work
for a long time; (3). Absorption (cognitive):
Characterized by seriousness and full
concentration in doing work, sometimes
even difficult to escape when it comes to
working time.

According to  Merry (2013) work
engagement will produce three elements,
specifically, say (talk positively about the
company), Stay (stay in the company), and
Strive (motivated to work more seriously).
Francis-Smythe and Robertson (Sharma &
Kaur, 2014; AguSaj, Bazdan, & Krivié,
2018) believes that employees having work
engagement will show enthusiasm; in other
words, a form of desire and a real desire
related to work and the company. Moreover
Bakker and Leiter (2010), also suggests that
when employees are engaged, they are
motivated and strive to move forward
towards success.

Work engagement conceptualization is a
positive concept (Bakker, Schaufeli, Leiter,
& Tarris, 2008). The positive direction of
work engagement does not come only from a
normative decision, but also from the
number of conducted studies. The increasing
number of studies and findings of work
engagement indicate that work engagement
is related to various aspects in individual
functions  development both in the
organizations and communities (Moliner,
Martinez-Tur, Ramos, Peir6, & Cropanzano,
2008; Rich, Lepine, & Crawford, 2010;
Salanova, Agut, &  Peir6, 2005;
Xanthopoulou, Bakker, Demerouti, &
Schaufeli, 2009). Halbesleben, Harvey, and
Bolino (2009) shows that someone with a
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high work engagement will produce positive
things in the working environment. This
argument shows that work engagement is
something positive because people with
work engagement will be enthusiastic and
give their best to get the work done
(Sonnentag, 2011). Wardani and Anwar
(2019) stated that work engagement is a
critical issue in achieving organizational
effectiveness. Work engagement is one of
the keys to improving employees'
performance. Improvements can occur
through work engagement because workers
with high work engagement will work with
more enthusiasm, endeavour, and provide
positive things to improve performance
(Wardani & Firmansyah, 2019; Wardani,
Wulandari, Triasti, & Sombuling, 2020).

Based on a preliminary survey, a set of data
about employees' distribution by the length
of work and dynamic employees' turn over
in the company for five months, from
January to May 2018 was obtained. The
working period is divided into three: 0 — 5, 5
- 10, and > 10 years of work experience. The
data shows that the number of employees'
work expereince periods are varying. The
highest number of workers' experience
period is from null to five years, while the
smallest number of workers' experience
period is more than ten years. The results of
the interview means that the number of new
workers with the experience period below or
equal to five years is more than the number
of workers with an experience period above
five years or more than ten years. The
smallest number is the workers with a
experience period above ten years. In that
five months survey period, the number of
workers leaving was higher than the number
of workers entering the company.

The data mentioned above describes the
employees’ engagement level in the
company. Kurniawati (2014) states that an
employee with a more extended experience
period in a company has more information
about the company than the new one and he/
she has more experience and dedication to
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the company. The length experience period
can increase employees’ work engagement
(Mewengkang & Panggabean, 2016). The
employees adapt himself to work in
particular long enough time so that
employees feel comfortable and find the
appropriate work. It can be concluded that a
more extended work period will make
workers feel more comfortable and have
more work engagement with the workplace
(Kreitner & Kinicki, 2012).

Researchers obtain additional data by
interviewing the human resource department.
According to the interview, it was mentioned
that company branding is also an issue for
recruitment and engagement process in the
company. Kusuma and Prasetya (2017)
argues that employee's engagement toward a
company is influenced by employer
branding, and it is also one of the factors that
impact the dynamics of employee turnover.
The role of Human Resources Management
is needed in order to create an excellent
working atmosphere and increase the existing
employees' engagement  towards the
company.

Employee turnover is an employee dynamic
that is always experienced by all companies.
The number of employees leaving the
company should be balanced with the
number of workers entering the company.
The recruitment process also must meet the
standard of requirement. In this global era,
the labour market is very competitive. The
companies keep maintaining the best
employee and strive to improve employer
branding.  Improvement of employer
branding needs to be done in order to attract
talented and competent employees (Morya &
Yadav, 2017). Employer branding has
recently become very important in the labour
market because it influences the recruitment
process (Obala & Novita, 2017). Currently,
the concept of employer branding is
examined by the business leader, they need
to get information about the benefit of
employer  branding  besides  toward
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recruitment  process and
(Hasyim & Nor, 2018).

engagement

Employer branding is also essential for
talent management and human resource
strategies. Arises where business leaders
explore the needs and benefits of employer
branding in human resources that are not
only limited to recruitment and engagement
but also in terms of talent management and
human resource strategies. The employees'
engagement does not discuss only achieving
the company's goal but also about the efforts
to ensure that the company reaches its vision

and mission (Karsan & Kruse, 2011).
Employer branding menjadi salah satu
faktor  yang mempengaruhi proses

rekrutmen and juga engagement terhadap
perusahaan. Ambler and Barrow (Dabirian,
Paschen, & Kietzmann, 2019) defines the
employer branding as a set of functional,
economic, and psychological benefits
provided by the employer and is identified
with the company. In general, Minchington
suggests that employer branding is an
essential part of human resource strategy,
competitive market strategy, and successful
leadership (Firgurska & Matsuka, 2016).

Rosethorn (2009) defines employer branding
as a two-way agreement between the
employees and the organizations as a reason
to associate and remain in the company.
Mosley (Mihalcea, 2017) explains employer
branding as a critical quality for employees
and prospective employees in identifying the
organization as an employer. Through the
employer branding, the employees recognize
the company economically (compensation
and benefits), functionally (new skills), and
psychologically  (status and identity).
Chartered Institute  of  Professional
Development (Christiansen & Chandan,
2017) describes employer branding as a set
of attributes that makes an organization
appear different from others. The unique
attributes attracted prospective employees to
join and contribute optimally to the
organization. The Society for Human
Resources Management (Rana & Sharma,
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2018) further states that employer branding
is the image of the organization as a good
workplace for its employees and active and
passive prospective employees and also
customers.

Berthon, Ewing, and Hah (2005), constructed
a scale for measuring the interest of
prospective workers by integrating the
dimensions of employer branding from
Ambler and Barrow (1996). The scale
consists of five primary dimensions (1).
Interest Value is a work environment that
challenges and stimulates innovation and
creativity; (2) Social Value is a positive and
pleasant social and interpersonal
environment; (3) Economic Value is a work
environment with high average wages,
compensation, job security and promotion
opportunities; (4) Development Value is a
work environment that provides recognition,
self-esteem & confidence, skills
development, and career-enhancing
experience; (5) Application Value is a work
environment that provides opportunities to
apply expertise and share knowledge with
others, customer-oriented and humanitarian.

There is a ratio imbalance between the
number of workers in each experience period
and the high level of employee turnover in
the company. This study focuses on the
existing problems related to the influence of
employer branding on work engagement in
the company. The research questions are: Is
there any influence of employer branding on
work engagement in the company? Which
employer branding dimensions give the most
influential contribution to work engagement?

METHOD

This study uses a quantitative approach.
Employer branding is the independent
variable, and work engagement is the
dependent variable. The population of the
study is the employee of a national private
company and engage in the field of non-bank
financing company in Jakarta. The number of
participants is 117 employees. From 120
distributed questionnaires, 117
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questionnaires meet the criteria to be used as
data. The data consist of 62 male and 55

157

female employees, with age, ranges from 20
— 67 years (Mean = 28.13 ; SD = 5.849).

Table 1.
Male’s Respondents Profile
Age Education Work Experience f %
Senior High School <5 Years 2 1.71
Early Adulthood Vocational Education <5 Years 2 1.71
(19-30) Diploma <5 Years 6 5.13
Bachelor <5 Years 32 27.35
Senior High School 5-10 Years 1 .85
> 10 Years 2 1.71
Late Adulthood Vocational Education <5 Years 1 .85
(30-60) _ > 10 Years 1 .85
Diploma <5 Years 1 .85
5-10 Years 2 1.71
Bachelor <5 Years 6 5.13
5-10 Years 5 4.27
Elderly (> 60) Bachelor > 10 Years 1 .85

Tables 1 and 2 show the characteristics of
respondents by gender, age, educational
background, and years of experience. The
majority of the male respondents are
between 19 — 30 years; most of them have
undergraduate education and less than five

years of experience. The highest percentage
of female respondents aged between 19 — 30
years, most of them also have undergraduate
education and have been less than five years
working.

Table 2.

Female’s Respondens Profile

Age Education Work Experience f %
Senior High School <5 Tahun 1 .85
Earl Vocational Education <5 Tahun 2 1.71
arty Diploma < 5 Tahun 8 6.84
Adulthood 'P .
Bachelor < 5 Tahun 34 29.06
5-10 Tahun 2 1.71
. SMA 5-10 Tahun 1 .85
ate -
Dipl -10 Tah 1 )
Adulthood B'p;Ta i - TO ha un . :2
(30-60) achelor ahun .
> 10 Tahun 3 2.56

The sampling technique used in this study is a
stratified random sampling technique. The
sample is selected based on the position and
the number of employees in each department.
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The sample selection considered the
comparative approach so that the sample
represents the entire population. This research
used two measuring instruments: the Utrecht
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Work Engagement Scale (UWES) and

Employer Attractiveness Scale (EmpAt).

a. The Utrecht Work Engagement Scale
(UWES) was developed by Schaufeli &
Bakker(2002) to  measure  work

Wardani & Oktafianyah

engagement. The questionnaire consists
of 17 favourable items. A four-point
Likert scale was used, and the alternative
answer ranged from never to always.

Tabel 3.
Blueprint Utrecht Work Engagement Scale (UWES)
. . i Reliability
Dimensions Indicators Sample of Item Coefficient
Have high energy and endurance. The At my work | always .705
Vigor desire to try, not easily tired, and be persevere, even when
persistent in facing difficulties things do not go well
Feel enthusiastic and proud of the work | find the work that | 771
Dedication done, and feel inspired and challenged in ~ do full of meaning
the work and purpose
Feeling happy to be involved in work, When | am working, 837
Absorption find it difficult to break away from work | forget everything

so that time feels fleeting

else around me

b. Employer Attractiveness Scale (EmpAt)
was developed by Berthon, dkk (2005). to
measure  employer  branding. The
instrument was constructed by integrating
the dimensions of employer branding, as
stated by Ambler & Barrow (1996). It

Table 4.

consists of 20 favourable items. A four-
point Likert Scale was used in this
instrument. The four alternative answers
are Very Not Important, Not Important,
Important, and Very Important

Blueprint Employer Attractiveness Scale (EmpAt)

. . . Reliability
Dimensions Indicators Sample of Item Coefficient
Interest value A challenging work environment and Iihi?rgglr}lza“r(;)rliEgﬁsd:r?gs 590
stimulates innovation & creativity gh-quality p
services
Social Value A positive and_ pleasant social and Hgvmg a good relationship 853
interpersonal environment with your colleagues :
A work environment that provides .
Application  opportunities to apply expertise and Opurtunity to teach others 811
Value convey knowledge to others, customer what you have learned
oriented and humanitarian
. A work environment with above-
Economic . .
average wages, compensation An attractive overall .843
Value . . . .
packages, job security, and promotion compensation package
opportunities
A work environment that provides
Development recognition, self-esteem & confidence,  Gaining career-enhancing .785

Value skills development, and career-
enhancing experience

experience
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These both instruments were adapted to
reduce the cultural and linguistic bias, that is
considered could have an impact on the
measured variables (ITC, 2016). The
International Test Commission guidelines for
translating and adapting tests suggest that in
the process of adaptation and translation of a
psychological instrument, the cultural,
language, and psychological differences
should be evaluated by the competent experts
(ITC, 2016). The adaptation process
involved back-forward translation by two
psychologists. These two psychologists
master fluent and active English and
Indonesian in their daily lives. The back-
translation process was considered to be
conducted because it facilitates the
identification of problems in translation. The
forward translation process is administrated
to get the right results. This study expects
that the translation can produce the same
value as the original one so that the
instrument can measure the variable
correctly (ITC, 2016).

The validation process was conducted by
measuring the content validity. In measuring
the content validity, a panel of experts was
involved. The experts evaluate and give the

justification about appropriateness between
the definition of the dimension and the
questionnaire content (AERA, APA, &
NCME, 2014). Three expertise from social
psychology and industrial-organizational
psychology were included in the panel.
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that all items can represent the content of the
psychological instruments, and there was no
significant difference between the adapted
and the original questionnaire.

A tryout was conducted to measure the
instrument reliability. Cronbach Alphas of
.896 for UWES and .956 for EmpAt was
obtained from the tryout. Both Alpha values
indicate high reliabilities value for the
psychological instruments. The data in this
study were analyzed using inferential
descriptive statistics. From the descriptive
statistics analysis, an overview of the
respondents and sample categorization was
obtained. A simple regression analysis, as
the inferential statistic, was used to analyze
the contribution of employer branding on the
work engagement.

RESULTS AND DISCUSSION

Descriptive Analysis

In order to categorize the respondent’s
scores, this study measured the hypothetical
and empirical mean. The hypothetical
categorization is analyzed based on the
norms of measuring instruments and used as
the basis of category points. For finding the
empirical categories, the mean and standard
deviation (SD) of the empirical data were
calculated  (Widhiarso, 2010).  The
respondent categorizations based on the
hypothetical and empirical value of each

Panellists give the justification for the two variable are as follow:
measuring instruments. The results show
Table 5.
Descriptive Analysis
Variable SD Xmax Xmin Mean
H E H E H E H E
WE 8.5 8.7 68 68 17 27 475 45.87
EB 13.3 15.9 100 100 20 46 60 67.5

Notes: H= Hipotetic; E= Empiric; SD= Standard Deviation

Table 5 shows the possible standard
deviation (SD) is 8.5, and the empirical
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standard deviation (SD) is 8.7 both for work
engagement.

The hypothetical standard
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deviation is smaller than the empirical. The
Xmax for hypothetical and empirical are both
the same, 68. Hypothetical Xmin (17) is
smaller than the empirical Xmin (27). The
value of hypothetical mean (47.5) is higher
than the empirical mean (45.87).

The categorization for employer branding
can be analyzed as follow. The hypothetical
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SD (13.3) is smaller than the empirical SD
(15.97). The hypothetical and empirical
Xmax value for both is the same (100).
Hypothetical Xmin (20) is smaller than
empirical Xmin (46). The hypothetical mean
value (60) is smaller than the empirical mean
(67.5).

Table 6.
Hypothetical and Empirical Categorization Work Engagement
Category Range f %
H E H E H E
Low 27-44 27-42 53 41 45.3 35
Average 45-52 43-51 38 45 32.5 38.5
High 53-68 52-68 26 31 22.2 26.5

Notess: H= Hipotetic; E= Empiric; f= frequency

Table 6 shows a descriptive analysis of the
work engagement categorization. The
hypothetical value for the low category
ranges from 27 — 44, medium 45 — 52, and
the high category 53 — 68. The empirical
value for the low category ranges from 27 —
42, medium 43 — 51, and the high category
52 — 68. Based on hypothetical values, the

peoples) has low work engagement, 32% (38
respondents) has moderate, and 22.2% (26
peoples) has the high work engagement.
Based on the empirical data, the majority of
the respondent, 38.5% (45 peoples) has a
moderate work engagement, and 35% (41
peoples) has low engagement, and 26.5% (31
peoples) has high engagement.

majority of the respondent 45.3% (38
Table 7.
Hypothetical and Empirical Categorization Employer Branding
Category Range F %
H E H E H E
Low 20-54 46-60 31 63 26.5 53.8
Average 55-67 67-76 41 17 35 145
High 68-100 77-100 45 37 38.5 31.6

Notes: H= Hipotetic; E= Empiric; f= frequency

Table 7 describes the categorization of the
employer branding variable. The
hypothetical values of low category range
from 20 — 54, medium 55 — 57, and high 68
—100. The empirical values for low category
range from 46 — 60, medium 67 — 76, and
high 77 — 100. Based on hypothetical value,
the majority of respondents, 38.5% (45
peoples) perceive a high employer branding,
35% (41 peoples) perceive a moderate
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employer branding, and 26.5% (31 peoples)
perceive a low employer branding.
However, the empirical value describes it
differently. The majority of respondents
(53.8%) perceive low employer branding,
31.6% (37 peoples) perceive high employer
branding, and 14.5% (17 peoples) moderate
employer branding. Empirical  values
describe it; differently, the majority of
respondents have a low employer branding,
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which is 63 people (53.8%), followed by a
high of 37 people (31.6%), and moderate as
many as 17 people (14.5%).

Hypothesis Testing

The hypothesis testing was analyzed with
simple linear regression. The test results
showed R = .552; R2 =.304 and F (1,115) =
50.344; p =.001, The results indicate that
employer branding provides a contribution
of 30.4% in producing work engagement.
The regressionequation was obtained as
follows:
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Work Engagement = 25.739 + .300
Employer Branding

The coefficient for the employer branding
variable is .300, and it is positive. The
positive regression coefficient demonstrates
a positive relationship between employer
branding and work engagement. An increase
in work engagement will follow an
increasing level of employer branding and
vice versa. An increasing point in employer
branding by one, for example, will increase
the amount of work engagement by .300 and
vice versa, a decrease in employer branding
by one point will reduce the amount of work
engagement .300.

Table 8.
Dimensions Correlations Matrix

Vigor Dedication Absorbtion
Interest 509" 5177 190"
Social 541" 541™ 215"
Application 566" 668" 318"
Economic 4797 513" 222"
Development 483" 557" 227"

**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

In this study, a correlation matrix was made
to determine the strongest relationship
between the dimension of employer branding
and work engagement. The results show that
the dimensions of application and dedication
value have the strongest relationship with a
correlation value of .668 (p = .000). This
result means that an increasing level of
dedication value will follow the increasing
level of application value. Reciprocally, if
the application value decreases, the
dedication value will also decrease. From the
correlation matrix was also found the
weakest relationship among the dimensions.
The weakest relationship is the correlation
between the interest value and absorption,
with R =.190 (p = .040).

The independent t-test was conducted to

determine the gender differences in two
variables. The t-test result shows a value of t
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= 1.408 (p = .162) on variable employer
branding. These results indicate that there is
no significant difference between male and
female employees in perceiving employer
branding. In the work engagement variable, a
t value of 2.277 (p = .025) was found. The
result demonstrates that there is a significant
difference between male and female
employees in work engagement.

The majority of the respondent (72%) has a
bachelor educational background, whereas
the remaining respondent (28%) have a non-
bachelor (graduate) educational background.
The respondents with a bachelor's
educational background have been working
in the company for less than five years. They
consist of 27% male and 29% female. 35%
of them have a low level of employer
branding and work engagement.



162

One-way Anova show significant differences
with the value of mean square is 959.334 (F
(3.113) = 4.061; p = .009) in perceiving
employer branding among three groups
based on educational background. Based on
the Post-Hoc test results, indicates there are
differences between respondents with high
school and diploma education background
(mean difference = 18.929; p = .006), and
between respondents with high school and
bachelor educational backgrounds (mean
difference = 20.214; p = .001).

Similar with work engagement, One-way
Anova was used to examine the work
engagement differences in three groups of
educational background. The results show
differences in work engagement in three
groups of educational backgrounds (mean
square = 242.890; F (3.113) = 3.419; p =
.020). The Post — Hoc test show a significant
difference in work engagement between
respondents with high school and diploma
educational background (mean difference =
10.329; p = .006), and between respondents
with high school and bachelor educational
backgrounds (mean difference = 5.269; p =
.013). However, the result shows that the
work engagement of diploma graduate
respondents is different from high school and
bachelor graduates.

Moreover, the respondent’s profile shows
that 82.1% of respondents have fewer than
five years of experience, 14.5% have a
working experience of 5-10 years, and 3.4%
have work experience of more than ten years.
Furthermore, to find out whether there are
differences in the three working experience
groups, this study used a One-way Anova
test to analyze. Based on the One-way Anova
test, it was found a significant different in
work engagement between the respondents
based on work experience between < 5 years,
5 — 10 years, and > 10 years experiences
(mean square = 507.198; F (2.114) = 5.106;
p = .001). Furthermore, the results of post-
hoc test showed that work engagement
among workers with <5 vyears work
experience is different from workers who
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have 5-10 years experiences (mean
difference = 6.389; p = .004) and <10 years
of experience (mean difference = 11.448; p =
.008).

In employer branding also One-way Anova
shows there is different employer branding
based on work experience (mean square =
3102.651; F (2.114) = 10.949; p = .000).
Moreover, the results of the post-hoc test
showed that employer branding among
workers with <5 years work experience is
different from workers who have 5-10 years
experience (mean difference = 17.430; p =
.000) and <10 years of experience (mean
difference = 24.313; p = .001).

Also, this study conducted a descriptive
categorization  test, based on  the
categorization, and it was found that the
mean was relatively the samebetween
empirical categorization and hypothetical
categorization. From the categorization
mentioned above, the employees in this
company have a low work engagement
(45.3%). Commonly, low engagement with
the company could lead to a high level of
employee turnover. On the other hand, the
perception of employer branding is at a high
level. The high level of employer branding
means that the company has the right image
of the employees. Unfortunately, the high
level of employer branding does not succeed
to lead the employees to get more engaged
with their work.

The results of this study are following the
development theory of Havighurst (Manning,
2002),, He explained about the
developmental characteristic of early adult
(young adulthood, early adulthood), with an
age range of 18 — 30 years. At that age,
young adults start to enter the working
world, and commonly, they try to find fit
social groups. In this range of age, young
adults also actively perform physical,
cognitive, and  emotional  activities,
especially in finding, opening, and exploiting
the existing opportunities. These
developmental characteristics lead them to



Employer branding and work engagement
in non-bank financing company

find more information about life, and help
them to make choices, determine the right
direction in life. Work choices and places
belong to their decision in life. According to
Schumann and  Sartain  (2009), the
underlying company challenges relate to the
company strategies in finding the correct
employees based on the criteria and needs.
For example, a change in this millennial
generation may also change generation
habits. The technology explosion might alter
the interaction habits of humans in the
generation. They find a new way of
accessing information, marketing talent, also
they can find the first job market easily so
that the availabilities of job choices are to
find for them.

In the last two years, there has been a change
of leadership along with its structure. These

changes bring to several significant
alterations, including leadership style,
organizational  culture, direction and

objectives of the company, organizational
structure. Through these changes, the
organization dynamics are moving and
changing. An example is the difficulties in
equating the perceptions between the
employees working for more than five years
and employees working less than five years
in one company. The new employees try to
follow the new management rules, but they
still bring the habits or methods from their
former workplace, while in the new company
the old worker still maintains the pre-
existing rules, and it could be a problem. The
next problem is the high level of employee
turnover. The old employees sometimes
cannot adjust to the new condition or new
management rules. Commonly, they will
leave, resign from the company, or they were
laid off.

This resulting study suggests that factors
outside the employer branding influence
69.6% of work engagement. Bakker (2011)
suggests that job resources and personal
resources are the main predictors of
engagement. However, the results of this
study are following previous studies
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conducted by several researchers. The study
results state that employer branding has a
role in work engagement. The increase in
employer branding points will be followed
by increasing work engagement (Morya &
Yadav, 2017; Park & Zhou, 2013;
Pathardikar, Sahu & Maurya, 2013; Hanin,
Stinglhamber & Delobbe, 2013,
Syihabudhin, 2007; Lee, Kim & Kim, 2014).
This research also provides information for
employees. Nowadays, research about
employer branding in the field of economic
and management was conducted more often.
Employer branding is considered to be an
essential factor in raising work engagement,
which is also essential for increasing
company profits (Hadi & Ahmed, 2018;
Urbancovd & Hudacova, 2017; Tikson,
Hamid, & Mardiana, 2018; Aldousari,
Robertson, Yajid, & Ahmed, 2017; Theurer,
Tumasjan, Welpe, & Lievens, 2018).
Piyachat, Chanongkorn and Panisa (2014)
found that employee engagement is a partial
mediator of the relationship between
perceived employer branding and
discretionary effort on workers.

Similarly, research conducted by Sagita
Arinatiar, Al-Musadieq, and Sulistyo (2018)
also found that work engagement is a partial
moderator of employer branding in
impacting the turnover intention. Besides
being a mediator for the relationship between
employer branding with turnover intention
and discretionary effort, work engagement
also mediates the relationship between
internal branding and brand experience
(Ahmad, Igbal, Kanwal, Javed, & Javed,
2014).. A research  conducted by
Syihabudhin  (2007) demonstrates that
employer branding and company culture
affect employee commitment to the
organization or company. All these
researchers suggest that employer branding
also affects the behaviour and attitude of the
workers (Wahba & Elmanadily, 2015)

The employer branding develops from the
company’s  goals,  uniqueness, and
benchmarks in setting the goals, and target
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determination. The concept of employer
branding is expected to be able to integrate
the existing dimensions in creating work
engagement. This study and other previous
studies outside psychology are succeeded in
proving the essential roles of employer
branding.

Employer branding is the development of
organizational culture communication in
overcoming the market share (Ambler &
Barrow, 1996). According to Sullivan
(Rajesh, 2018), employer branding is a
target of a long-term strategy in managing
the employees’ awareness and perception,
potential employees, and stakeholders. This
process is called a process of building a
unique identity of a company (Backhaus &
Tikoo, 2004). Besides, according to Jenner
and Taylor (Firguska & Matuska, 2013),
employer branding is a form of company
effort in expressing the expectation of
internal and external stakeholders and
communicate the feature of the company.
Martin  (Wilska, 2014) defines employer
branding as a company method to attract
talented people to enter the company and
ensure that existing employees and
prospective employees can identify the
company (brand, mission), and eventually,
they can provide the company’s
expectations.  Through  the  parallel
objectives, values, and initiatives between
the two parties, employer and employees,
the employee trust is built, and reciprocally,
the employees deliver their  work
engagement (Martin, dalam Wilska, 2014).
If the agreement can be achieved, the
employee develops work engagement, and it
will appear in employees' positive attitude
(Priyadarshi, 2011). If the employer
branding is achieved, the employees will
actively and fully involve in the work and
organization (Lee et al., 2014). Employer
branding can also be used as a management
strategy in obtaining financial benefits by
involving sociopsychological work
engagement; thereby, the employees build
trust in the company and pride in being part
of the company (Figurska & Matuska,
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2013). Thus, employee turnover can be
suppressed.

Work engagement in a company is often
used as a benchmark of happiness and job
satisfaction in the workplace (Torp,
Grimsmo, Hagen, Duran, & Gudbergsson,
2012). Therefore, work engagement cannot
be created by itself. Work engagement can
occur if the company could provide support.
Support brings up the employees’ worth
feeling, and they are provided many
opportunities by the company (Bakker &
Demerouti, 2008; Baek-Kyoo & Insuk, 2017;
Teo, Bentley, & Nguyen, 2019). Supports is
received through employer branding,
because employer branding describes the
advantages, culture, and benefits that will be
provided by the company for the employees
(Wilden, Gudergan, & Lings, 2010). A right
image will make the employees feel
comfortable, valued, and it gives the worker
a permanent reward (Raj, 2018; Sharif &
Islam, 2017; Backhaus, 2016).. Workers feel
that they are contributing and are worthy of
respect. The good feeling will encourage
workers to be more involved in various jobs
in the company, especially jobs related to
career and personal development (Tikson,
Hamid, & Mardiana, 2018). Workers will
feel more confident in presenting their work
and indirectly become an ambassador for
their company, providing useful feedback for
the company. Employees with excellent
work engagement will feel happier and
satisfied with their workplace (Bakker &
Demerouti, 2008; Garg, Dar, & Mishra,
2018; Rayton, Yalabik, & Rapti, 2019;
Sartono & Ardhani, 2015; Baek-Kyoo &
Insuk, 2017). If workers are happy and
satisfied with their work and place of work,
it motivates the employees to be more
productive and committed to their workplace
(Harrington, 2014; Rayton et al., 2019;
Wardani & Noviyani, 2020).

Previous research conducted by Van der
Ende (2016) using the qualitative action
research methodology produced points
summarized in the dimensions of employer
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branding theory (Ambler & Barrow, 1996):
creative, admirable, reliable/safe, a sound /
pleasant place to work and a place, where
individuals can pursue their own goals. In
another study, it was mentioned that
employer branding could be one of the
strategies in increasing work engagement.
Kunerth and Mosley (2011) research’s at the
Coca-Cola Hellenic company states that
employer branding is not only an initiation
and use by the HR department, but it has
become a necessity in  leadership
management. Even though employer
branding is not a novel concept for the
company, it is so, that in implementing
employer branding, a significant
commitment from top management to
subordinate is needed, and the management
has to always be dynamic and adaptive in
every circumstance.

In this study, a correlation matrix between
dimensions was conducted to determine the
most magnificent dimensions relationship of
work engagement. The result shows that the
dimensions of application and dedication
value have a strong relationship. This result
means that workers will give high dedication
to their work if the work environment
provides an opportunity for workers to apply
their ability, and also allow transferring their
knowledge to others. The open opportunity
to implement their knowledge produces an
enthusiastic and proud feeling from the
employees.  These  opportunities  also
motivate, inspire, and challenge the
employee to be more engaged with his work.
This explanation is in line with one of the
work engagement factors proposed by
Schaufeli (Bakker & Demerouti, 2008),
namely the personal resource factor. Personal
resource factor refers to the employees’
characteristics, which are related to the self-
efficacy that reflects confidence in the ability
to manipulate, control, her/ himself, and give
a positive impact on the environment. As
there is a personal resource, the employees
can perceive that they have the ability and
potential to perform optimally, feel more
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engage, and have an essential part in their
work (Bakker & Demerouti, 2008).

In the analysis results, it can also be seen that
the weakest relationship in the two variables
is the interest value dimension and
absorption. A challenging work environment
stimulates innovation and creativity. The
results show that challenges, innovation and
creativity produce the work engagement
among the employees. Baker et al.
(Mustosmaki, Antilla, & Oinas, 2013)
suggest that job resources could trigger work
engagement in dealing with high job
demands. However, the job demands
produce an ambiguous engagement and
directly and indirectly lead to a decrease in
employee's well-being (Mustosmaki et al.,
2013).

The result of the Anova Oneway Test and
Post-hoc tests on employer branding and
work engagement show that there are
differences based on year of experience
among the employees with more than 10,
less than five years, and 5 — 10 years of
experience. The difference for the employer
branding variable based on the working
period of 5 -10 years and above ten years, is
caused by differences in perceiving the
dimension of the employer branding in the
company. The employees with more
extended working period tend to give more
value to their work and less value to the
extrinsic rewards (Reis & Braga, 2016). In
the work world, one's years of work
experience or experience have a good
influence on one's level of knowledge and
behavior (World Health  Organization,
1984). The longer a person works, the better
knowledge and experience he gets from
work.

The results of the respondent’s data analysis
showed that 82% of the respondents have a
working period of under five years. 54% of
them have low employer branding and low
work engagement. Conversely, the minority
respondents (3.4%) with years of experience
above ten years, 32% has a high level of
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employer branding, and 27% has a high
work engagement. So, it can be concluded
that the majority of workers are 19-30 years
old and the minority of workers (22%) are
30-60 years old, and 60 years and above.
They have a different level of work
engagement and employer branding.

In the working world context, humans will
bring all the attributes attaching in him, from
education,  skills,  work  experience,
personality types, emotions, or feelings,
which can affect his attitudes towards work.
This attitude will later determine work
performance, dedication, engagement, and
commitment to work that is charged to
workers. According to Erikson (Gilleard &
Higgs, 2016), engagement is a form of
commitment to one's natural caring, which
arises from the conflict between generativity
and stagnation.

Based on the educational background and
work  experience, the majority of
respondents (72%) has a bachelor degree,
and the remain respondents (28%) have a
non-graduates (non-bachelor) degree. The
respondent with a bachelor degree has a
working period of fewer than five years.
27% of them are male and 29% female. 35%
of the respondent with bachelor degree have
low employer branding, and low work
engagement as well. Difference employer
branding and work engagement in groups
with different educational background were
proved in this study. The respondent
perceived the employer branding differently.
The majority of the respondent with high
school or vocational high school background
perceive more in social and development
value of employer branding dimensions.
This study's results indicate that differences
in educational backgrounds are determinants
of a worker's attitude.

One dimension of employer branding
theory, namely interest value, states that a
challenging work environment can stimulate
innovation and creativity. The statement
indicates that positive and pleasant social
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and interpersonal environments are needed
by young adults. The results of this study are
in line with Reis and Braga (2016) research
which states that generations, aged 19-30
years will consider more on the work
environments that provide opportunities in
applying the skills and knowledge. Reis and
Braga (2016) also states that the older the
age of a person is, the more respectful is the
person toward the work they have. The
employee will give less value to extrinsic
rewards. By appreciating the work, they
already have, it can be predicted that the
engagement of the workers at that age will
also increase.

Differences in work engagement between
Bachelor and non-Bachelor's educational
backgrounds can occur. The educational
background of an individual can determine
the number of available jobs offers to them.
Respondents with a Bachelor's educational
background will have fewer workplace
choices. Educational background has a
significant influence on work competence,
especially intellectual competencies.
Intellectual competence also impacts one's
work engagement (Wardani & Fatimah,
2020). The Bachelor's degree is nowadays
the standard for work admission. Workers
with non-bachelor backgrounds tend to work
and stay in the company where they work
now because they do not have many
workplace choices.

Age is also a determining factor for work
engagement and employer  branding
differences among the respondent. Older
employees tend to be more engaged in their
work, feel they have high energy, are more
dedicated to work, are fully immersed at
work, have better resilience (Ramos, Jenny,
& Bauer, 2016), and better emotional
regulation than younger workers (Sousa,
Ramos, & Carnvalho, 2019; Haley,
Mostert, & Els, 2013; Kim & Kang, 2016;
Johnson, Machowski, Holdworth, Kern, &
Zapf, 2017). Kim and Kang (2016) stated
that work engagement occurs because older
workers are more skilful and have more
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experience in managing their volume of
work. In addition, work engagement is
carried out as a form of compensation to the
workplace because the company still
employs them and makes them as a long-
term investment (Sousa et al., 2019).

This study shows that there is no difference
in employer branding between male and
female workers. This finding is contradictory
to previous research which states that there
are differences in employer branding based
on gender. The results of the study show that
women integrate the importance of social
value, market value, application value, and
cooperation value in the workplace
compared to male workers (Almagik &
Alniagik, 2012). In the work engagement
variable, there are differences between men
and women. According to Rothbard (Gulzar
& Teli, 2018), the difference occurred
because of the differences approach between
men and women in engaging roles at work.
Men are considered easier in showing work
engagement compared to women (Banihani,
Lewis, & Syed, 2013). Reissova, Simsova,
and Hasova (2017) research shows that
women are more loyal to the workplace than
men because men tend to be more confident
and more independent.

This research has significant implications in
the field of industrial and organizational
psychology. Research with the theme of
work engagement and employer branding are
still rarely conducted in Indonesia. Research
on employer branding is needed because,
through the research results, employers get
information on developing the quality of
work at the company from the employees'
perspective and organizational effectiveness.
Employer branding is conducted by
communicating the company culture to build
good employees' perception of the company.
If a good employer branding is achieved, the
worker will fully involve in the company.
According to Halbesleben, et. al. (2009)
empirical evidence shows that individuals
with high work engagement will produce
positive things in the workplace. Workers
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will be more enthusiastic and try optimally to
complete the work so that better results can
be achieved (Sonnentag, 2011). Furthermore,
Bakker (2011) revealed that if workers are
engaged, the workers will be more open to
new information, more productive, willing to
work extra, and more proactive towards
changes in the work environment. In this
study, it was found that if the work
environment provides the opportunity to the
employees to apply their skills and are
allowed to transfer their knowledge to others,
the employees will feel enthusiastic and
proud in completing their work. The
opportunity presented by the company
inspires and becomes a challenge for these
employees. All the open opportunities can
build work engagement on employees for
their work. The results of this study can be
integrated with previous studies to form a
new model that can be used to develop work
engagement for workers. Work engagement
is critical to improving the performance of
companies or organizations.

CONCLUSION

This study aims to examine the relationship
between work engagement and employer
branding in company workers. The results of
the hypothesis test stated that the proposed
hypothesis in this study was accepted.
Employer branding has an important role
and a positive relationship with work
engagement. The higher the level of
employer branding is, the higher is the level
of work engagement among workers, and
vice versa. Research on employer branding
has become an organizational requirement
nowadays and in the future. The research
results provide information about method in
building an excellent organizational image,
which is worthy of being a workplace
choice. With good employer branding, the
work engagement of company workers will
increase.
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