
 

 
Abstract: Nowadays, because of the competitive 

labor market, employment and retention of talented 
and skilled workers has become a crucial 
challenge for most organizations. The exceptional 
value of the employer brand can create a 
competitive advantage for any organization. The 
present study aims to examine whether the 
employer brand affects the job satisfaction of IT 
department staff in Mellat bank, or not. This 
research is applied in terms of purpose and 
descriptive-correlational in terms of quantitative 
approach. The statistical society of this research 
includes all of the IT department staff of Mellat 
Bank; the population of this unit is 367 people.  
The sample size calculated by Cochran's formula 
was 188. For collecting data, we used a standard 
questionnaire. Experts confirmed the validity of 
this questionnaire, and Cronbach’s alpha 
confirmed its reliability. We used Smart PLS 3 
software for analysis of data. Finally, the results 
indicated that reputation, organizational culture, 
corporate social responsibility, training and 
development have a positive effect on job 
satisfaction of employees and that they have a 
negative effect on diversity and work-life balance.  
 

Index Terms: Employer brand, Social 
responsibility, Training and development, Job 
satisfaction, Mellat Bank  
 

1. INTRODUCTION 

APID environmental changes are among the 
most critical challenges for firms. Also, 

tremendous and ever-increasing competition has 
forced them to innovate constantly in order to 
succeed [1]. Nowadays, organizations need 
competitive advantages for success. It is 
considered that human capital is one of the 
essential resources for reaching sustainable 
competitive advantages [2]. Organizations must 
have an exact vision about how to make a 
difference between own productions and services 
and those of other competitors to their 
consumers [3]. As the consumer brand  tries to 
attract consumers to the company’s products, the 
employer brand tries to compete in labor market  
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to attract the potential applicants to the 
organization and to employ them, and later, to 
use strategies for retention of employees [4]. The 
employer acts as an official representative for the 
creation and rise of effectiveness and success of 
an organization and achieving its goals [5]. The 
employer brand differentiates the organization 
from its competitors and results in improved 
employee communication in the organization [6]. 

Moreover, branding is the best solution for 
organizations, which are facing lack of adroit and 
talented employees [7]. Nevertheless, there are 
some minor differences among companies 
regarding how they engage in branding activities 
in special situations such as high-risk situations, 
or when they lack enough facilities, or experience 
mismanagement [8]. A powerful employer brand 
has a diversity of intra-organization and extra-
organization advantages [9]. The job satisfaction 
is a construct, which is connected to 
organizational outcomes. The organizational 
outcomes include employee’s financial turnover, 
motivation, commitment, and benefits [10]. 
Tanwar & Prasad [11] present employer brand 
dimensions, including training and development, 
diversity, fame, social responsibility, work-life 
balance, organizational culture. It shows that 
upgrading of each criterion enables an 
organization to employ better human resources 
and creates a commitment for present employees 
[11]. Job satisfaction is considered as an 
emotional state which is obtained through 
evaluating the actions of a person in order to 
reach or simplify reaching goals at his/her job 
[10]. Also, entrepreneurship can be considered a 
process of increasing wealth through innovation 
and identifying opportunities [12].  

Backhaus & Tikoo [13] observed that an 
employer brand could raise job satisfaction 
through a strong organizational culture. Job 
performance could result in improved services 
and company’s production. Unfortunately, a few 
empirical pieces of research were done about 
effects of employer brand on job satisfaction [14, 
15, 16]. The Mellat Bank, as a well-known 
financial institute in Iran, needs specialized 
employees and their willing cooperation and 
participation for satisfying consumers and 
retaining its competitive position among other 
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banks. For achieving this goal, the bank must 
have a distinct value in order to make employees 
consider it the best place for work. Based on the 
mentioned points, it seems that there are no 
relevant enough researches in this regard. Thus, 
the main question is this: Does employer brand 
have a positive effect on employers’ job 
satisfaction in Mellat Bank?   

2. LITERATURE REVIEW 

2.1 The Employer Brand  

Companies are required to pay special 
attention to strategy development and 
management issues. This includes a company’s 
perspectives, values, image, character, and 
synergistic factors between different parts of a 
company, and all of these should be in line with 
goals and business strategies [17]. Branding 
creates an organizational identity that can 
connect stakeholders and the organization [18]. 

The employer brand is a collection of 
performance and economical and psychological 
advantages that affect employees’ mind. Some 
scholars believe that the improvement of 
employee’s commitment has the most crucial role 
in an organization’s success [19]. 

The employer brand seems like a long-term 
strategy for managing the awareness and 
perception of current and potential stakeholders. 
It includes direct and indirect experiences of 
interaction with an organization. Employer 
branding is an effective strategy, based on which 
one can compete in labor markets [20]. As a 
consumer brand, an employer brand creates an 
emotional relationship between an employer and 
employees [21]. 

The employer brand portraits organization as 
the best place for working, and it differentiates 
the organization from the other ones [22]. An 
organization improves its internal and external 
image by establishing an employer brand, and it 
uses the brand for encouraging and satisfying 
current and potential employees to cooperate 
with the organization [17]. 

It is an attractive image of the organization, 
and it is related to the attractivity of the employer 
[23]. An attractive employer is able to attract 
skilled workers [24]. Without good employees, 
the organization cannot get competitive 
advantages in the business arena [25]. 
Therefore, employer branding is one of the best 
ways to access human resources. It is used for 
increasing employer attractiveness and for 
improvement of the reputation of an organization 
[26]. The organization, as an employer, must 
attract applicants, and it must have the power to 
retain employees [27]. 

2.2 Dimensions of Employer Brand 

Improving employer brand claimed as a 
method for realizing employees’ high turnover 
rate, creating an attractive organizational image 
and managing qualified human resource [28]. 
Therefore, firms must employ potential world 
class employees and determine if it is better to 
use an organizational strategy or adjust their 
employer brands based on the cultural 
differences of different countries [29]. Recently, 
organizations use work-life balance in employer 
brand actions in respecting the employees. This 
strategy helps promoting the organization, and it 
can raise the employee’s desire to stay [4]. Work-
life balance is an essential element for creating a 
compelling employer brand [30]. This aspect 
includes work-life balancing projects such as job 
sharing, flexible working hours, parental leave, 
telecommute, and nursing home in the 
organization [31]. Rising balance between 
personal life and work brings higher job 
satisfaction to employees [32]. 

On the other hand, reputation is the most 
valuable asset of an organization in geting a 
competitive advantage over other competitors, 
and it helps an organization to become a better 
choice for potential employees [33]. A mixture of 
reputation and employer brand of an organization 
helps the stability of its reputation [34].  Although 
previous studies mostly focus on the effect of the 
reputation of an organization on consumer 
satisfaction and employment, there are a few 
studies about the effect of reputation on 
employee satisfaction [14, 35]. 

The value of a brand is created by meeting the 
absolute satisfaction of all stakeholders. 
Stakeholders expect an organization with a good 
reputation. A good reputation is an essential 
indicator for achieving sustainable competitive 
advantage. 

Schlager et al. [14], introduces the value of 
diversity as an essential indicator for the 
employer brand. Many researchers consider 
diversity as a vital factor for job satisfaction [36, 
37, 38]. Diversity is related to the existence of 
employers with different culture and social fields 
in an organization.  

Barrow & Mosley [4] argue that every 
organization has its unique culture, and it could 
be used to separate it from its competitors. 
Raising an innovative culture leads to the 
improvement of perspective and employee’s 
behavior [39]. 

Moreover, a company can create a positive 
image for current and potential employees by 
fulfilling its social responsibility. Also, social 
responsibility is introduced as a new dimension of 
employer brand [30]. When employees are 
observing the organization’s commitment to 
ethical responsibility toward society, they feel 
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more satisfied [40].  
Training and creating developmental 

opportunities in order to improve the quality of the 
working environment for potential employees lets 
them have a better evaluation of the organization 
[41]. This dimension includes variables such as 
development as well as training plans and 
professional development opportunities. Most of 
the studies show that there is a direct relationship 
between job satisfaction and training and 
development opportunities, which are offered by 
an organization [42, 43, 44].  

Martin & Roodt, [45] believed that job 
satisfaction positively affects the evaluation of 
employees regarding all dimension of an 
organization as a working environment of 
employees [46]. Some other scholars also 
explained the effect of employer brand on 
employee’s job satisfaction as well as its effect 
on employees’ commitment [47]. Lelono & 
Martdianty [16] argued that employer brand 
affects employee’s job satisfaction. 

2.3 Employer Brand and Job Satisfaction  

The employer brand is essential to ensure the 
satisfaction of employees and consumers, 
especially in governmental organizations [48]. 
Rana et al. [49] showed that there is a robust and 
positive relationship between employer brand, 
occupation, interaction, and job commitment. 
Rana & Sharma [50] concluded that choosing 
good employer brand methods affects the 
employment rate. If employees conceive office as 
a place with a high social level and thorough 
ethical values, they will progress and develop; 
This, in turn, leads to employee’s self-confidence 
and satisfaction. Tanwar & Prasad [11] studied 
the impacts of employer brand by considering 
gender as a moderating variable, including 
indicators such as training and development, 
diversity, fame, organizational culture, social 
responsibility, work-life balance. Others studied 
the impact of emotions and feelings on the 
employer brand. More precisely, it was about the 
relationship between brand characteristics and 
attractiveness of the employer brand. The aim of 
this research was checking the existed gap in 
attractiveness of employer brand by inspiring the 
reliance on consumer brand. Longhi et al. [37], 
studied the effect of cultural diversity on income 
and job satisfaction. They concluded that cultural 
diversity has a positive effect on income, and it 
can increase employees’ job satisfaction.  

Thacker & Holl [42] concluded that there is a 
significant and positive relationship between job 
satisfaction and the quality of the company 
observed by its employers. Aryee et al. [32] 
showed that conflict management, facilitation 
processes, and gender have a moderating effect 
on the relationship between work-life balance 

with all conflicts and facilitates.   Backhaus & 
Tikoo [13], observed that employer brand 
increases job satisfaction through a robust 
organizational culture. Unfortunately, there are 
just a few empirical studies bout the effect of 
employer brand on job satisfaction [14, 15, 16, 
51, 52]. Review of the previous research showed 
that there are limited empirical research works 
about the specific value of employer brands; on 
the other hand, most of these researches used 
qualitative methods and in-depth interviews, and 
they rarely confirmed their hypotheses 
conducting a survey using a standard 
questionnaire. Figure1 presents the research 
framework. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. Framework model of research 

3. RESEARCH HYPOTHESES 

 
Research hypotheses are proposed as follows: 
H: The employer brand has a positive effect on 

employee’s job satisfaction.  
H1: Employer’s fame has a positive effect on 

employee’s job satisfaction.  
H2: Employer’s diversity has a positive effect 

on employee’s job satisfaction.  
H3: Employer’s ability to keep the balance 

between employees’ personal life and work have 
a positive effect on employee’s job satisfaction. 

H4: Employer’s corporate social responsibility 
has a positive effect on employee’s job 
satisfaction.  

H5: Employer’s training and development 
activities have a positive effect on employee’s job 
satisfaction. 

4. RESEARCH METHOD 

An employer brand is a multidimensional 
domain; its origin is in marketing and human 
resource management [53]. This research is 
applicable; since human resource managers of 
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companies could use it for improving the 
efficiency of skilled employees. On the other 
hand, this research is descriptive-correlational. 
The researchers used structural equation 
modelling for the evaluation of effects of the 
variables. We used Smart-PLS software because 
it can analyze a complex model with a small 
sample size, and does not require the normal 
distribution of constructs [54]. The research was 
conducted in winter of 2018. The statistical 
population included the IT department staff of the 
Mellat Bank, which had 367 employees (age 30 
to 40). Cochran's formula estimated the sample 
size following a random sampling method 
(n=188). Data collecting tool was a standard 
questionnaire with 39 items drawn from Tanwar & 
Prasad [11]. The questionnaire included two 
parts: (i) general questions (demographic 
variables), and (ii) professional part (research 
variables). In this research, the employer brand 
variable is independent, and job satisfaction is 
the dependent variable (See table 1). 

 Table 1: constructs and items of the questionnaire 
Construct Item 

Training and develop (TD) 6 
Diversity (DI) 7 

Organizational culture (OC) 5 
Balanced personal life and 

work (BP) 
5 

Social responsibility (SR) 5 
Job satisfaction (JS) 5 

5. FINDINGS  
The results showed that the maximum of 

gender frequency belongs to males (61%), and 
39% belongs to female respondents. Most of the 
respondents had a B.A degree (83%). The team 
consisted of managers and assistant managers 
(23%), and the rest of it were employees (76%).  

For ensuring the validity of the questionnaire, 
we used two criteria: convergent validity (AVE 
indicator) and divergent validity (squared AVE). 
The variable AVE is a mean of extracted 
variance. The evaluation of AVE variable showed 
that all constructs are higher than 5%, and that is 
higher than acceptable limits [55]. Hence, the 
construct of this research has convergent validity. 
As one can see in Table 1, the Cronbach’s alpha 
and combined reliability of each seven constructs 
are higher than 7%, and that is higher than the 
acceptable limit. Therefore, we concluded that 
the constructs of this research have high 
reliability, 
 
Table 2: AVE, Constructs of research, Cronbach’s 
alpha and combined validity coefficient  
 AVE Cronbach’s 

alpha 
Combined 
validity  

Shared 
value  

TD 0.777 0.957 0.954 0.864 
DI 0.667 0.881 0.909 0.922 
BP 0.652 0.931 0.703 0.765 
JS 0.763 0.783 0.700 0.865 
FR 0.703 0.946 0.943 0.701 

OC 0.720 0.903 0.928 0.914 
SR 0.853 0.820 0.874 0.838 

 
In Table 3, bold numbers located in the main 

diameter of the table are the extracted mean 
equation. The comparison of the evaluation of 
each construct showed that the AVE for all 
constructs is higher than the correlation of the 
related structure. Therefore, all structures are of 
properly divergent validity. 

 
Table 3: matrix of convergent validity 

 TD FM BP SR OC DI JS 
TD 0.881       
FR 0.832 0.873      
BP 0.725 0.767 0.807     
SR 0.804 0.724 0.691 0.923    
OC 0.778 0.698 0.704 0.757 0.848   
DI 0.726 0.690 0.790 0.807 0.870 0.897  
JS 0.923 0.704 0.712 0.891 0.900 0.915 0.923 

 
For ensuring the goodness of fit, the GOF 

variable was used and it was introduced by 
Tenenhaus et, al. [56] which was equal to 0.637, 
that shows a strong fitting of the model.  

GOF=√((Communalities) ̅× (R^2) ̅) =0.637 
The hypotheses were tested by Smart PLS 

software. In this research, multiple criteria were 
used, the first and the most important criteria is 
T-values (See table 4). 

 
Table 4: Results of hypothesis evaluation 

Hypothesis  Effect 
coefficient  

T-value Test result 

Fame and 
reputation-job 
satisfaction  

0.169 2.868 Hypothesis 
was 

confirmed 
Organizational 
culture- job 
satisfaction 

0.194 3.486 Hypothesis 
was 

confirmed 
Diversity- job 
satisfaction 

0.107 1.388 Hypothesis 
was rejected 

Personal life 
and work 
balancing- job 
satisfaction 

0.087 1.421 Hypothesis 
was rejected 

Social 
responsibility- 
job satisfaction 

0.219 4.221 Hypothesis 
was 

confirmed 
Training & 
develop- job 
satisfaction 

0.169 2.557 Hypothesis 
was 

confirmed 
  

Based on the results of Smart PLS software, 
corporate social responsibility has the highest 
effect on job satisfaction. The negative coefficient 
of training and development represents a reverse 
effect on job satisfaction. When employees are 
satisfied, they need less training pregames 
because employees obligate themselves to learn 
about new things and progress in their work. 
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Figure 2: T-statistic 

6. CONCLUSION 

The goal of this research was to evaluate the 
impact of employer brand on job satisfaction. We 
used six indicators which were proposed by 
Tanwar & Prasad [11].  

The first hypothesis showed that the fame has 
a positive effect on job satisfaction. Based on the 
outputs of Smart PLS software, the value of 
findings was 2.868 which is higher than 1.96. So, 
the hypothesis was confirmed. It is also in line 
with Tanwar & Prasad [11], which confirms the 
positive effect of employer brand on employees’ 
satisfaction. Thus, we advise employers to 
improve their brand, fame, and reputation. They 
can also announce their plans based on 
consumers, and employee’s rights, 
standardization, honesty, and commitment using 
new services, etc.  

According to the second hypothesis, 
organizational culture affects job satisfaction. 
Based on the findings, the value is 3.486 which is 
higher than 1.96; this hypothesis is also 
confirmed that is in line with Tanwar & Prasad 
[11]. The organization should provide a situation 
for more participation of employees and 
authorities must pay more attention to comments 
and suggestions of employees. If authorities do 
not ask for ideas and suggestions of employees, 
employees will not participate in such situations.  

Based on the third hypothesis, which was 
about the positive effect of diversity on job 
satisfaction, T-values is 1.388, which is lower 
than 1.96. Therefore, this hypothesis is rejected, 
which is in conflict with the findings of Tanwar & 
Prasad [11] and Longhi [37]. Regarding this 
hypothesis, we suggest that human resource 
managers employ people based on their 
capabilities and skills and do not consider their 
gender and cultures as a negative point in the 
employment process. This issue has crucial 
importance because, in our country, there is a 
vast diversity of tribes.  

The fourth hypothesis is about the effect of 
work-life balance on job satisfaction. The value 
was 1.421, which is higher than the significant 
level. It means that the findings of this research 
are the opposite of those of the Tanwar and 
Prasad's [11]. The main reason for this may be 
the employees’ expectation from welfare 
services. When employees become dissatisfied 
about essential issues, the welfare services may 
not be able to ensure job satisfaction. As Maslow 
mentioned in his hierarchy, if basic human needs 
are not satisfied, the upper-class needs’ 
satisfaction would not be possible.  

The fifth hypothesis tells about the effect of 
social responsibility of the organization on job 
satisfaction. The T-value was 4.221, which 
confirmed the hypothesis, and it is also in parallel 
with Tanwar & Prasad [11]. The managers must 
feel responsible about the environment. They 
must have charity plans and announce them in 
their marketing plans. They also have to monitor 
the consumer relation system vigorously.  

Finally, the sixth hypothesis is about the 
positive effect of training and development 
practices on job satisfaction. The T-value is 
2.557, and it is higher than 1.96, so this 
hypothesis is confirmed. This result is in line with 
Tanwar & Prasad [11] and Thacker & Holl [42]. 
For amplification of this indicator, we suggest 
training plans based on employees’ work-
demands, adapted to organizational culture, 
knowledge level, and employee’s skills. Then, the 
effect of employer brand on job satisfaction will 
be confirmed. Managers must amplify the 
indicators of the employer brand.  Employing 
skilled employees and lack of loyal employees 
are essential controversial issues in any 
organization. Future research might consider the 
employer brand in the philosophy of organization 
management; it should have a close relationship 
with the organization brand and organization 
guidelines as well as the excellent services 
provided by qualified employees. 
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