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Abstract
This study aims to develop and articulate a localized employer branding model to enhance

human resource retention within the Zarrin Industrial Group. The study adopts an applied
orientation and employs a systematic literature review with a meta-synthesis approach
covering publications from 2015 to 2025. Forty-one eligible studies were selected from
reputable international and national databases and analyzed using MaxQDA 2024 through
open, axial, and selective coding. Analytical rigor was ensured via intercoder review and
theoretical triangulation. The results indicate that employer branding is a multidimensional
construct comprising six core dimensions: cultural, motivational, communicative, value-based,
economic, and organizational justice and job security factors. From 981 initial open codes, 878
non-duplicative codes were retained and organized into 130 first-order subcategories, 30
second-order subcategories, and six core categories. Alignment between organizational
values, justice, transparent communication, and employee experience is inferentially
associated with higher loyalty and retention. The proposed localized model demonstrates that
an integrated focus on culture, justice, motivation, and effective communication provides a
sustainable strategic pathway for reducing turnover and strengthening employee commitment
in the food industry.
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Extended Abstract
Introduction
In contemporary organizational contexts, intensifying competition for talent, rapid technological
change, and evolving employee expectations have transformed human resource management from
an administrative function into a strategic capability. One of the most prominent concepts emerging
from this shift is employer branding, which reflects how organizations are perceived as employers
by current and potential employees. Employer branding encompasses the set of functional,
economic, and psychological benefits associated with employment in an organization and plays a
critical role in attracting, engaging, and retaining human capital (Ver¢i¢ & Cori¢, 2018). Prior research
consistently indicates that a strong employer brand contributes to higher employee satisfaction,
organizational commitment, and long-term retention, thereby supporting sustainable organizational
performance (Davies et al., 2018; Gilani & Cunningham, 2017).
In developing and emerging economies, the strategic importance of employer branding is further
amplified by labor market volatility, skill shortages, and structural challenges in human resource
systems. Studies emphasize that organizations operating in such contexts require context-sensitive
and internally aligned employer branding strategies rather than imported or purely symbolic models
(Elegbe, 2018; Wijaya & Senen, 2024). Recent scholarship has highlighted the multidimensional nature
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of employer branding, identifying cultural, motivational, communicative, value-based, economic, and
justice-related elements as central to shaping employees’ experiences and decisions to remain with
an organization (Azhar et al., 2024; Sypniewska et al., 2023).

Another critical strand of the literature underscores the role of internal communication, organizational
values, and perceived fairness in translating employer branding promises into lived employee
experiences. When employees perceive consistency between communicated employer values and
actual organizational practices, trust and loyalty are reinforced, strengthening retention outcomes
(Druteikiené et al., 2023; Fernandes et al., 2023). Conversely, misalignment between branding
messages and workplace realities can undermine credibility and accelerate turnover (Gilani &
Cunningham, 2017). Despite the growing body of international research, there remains a notable gap
in integrated, empirically grounded employer branding models tailored to production-based
industries and non-Western contexts, particularly within the food industry and Iranian organizational
settings (Bojnourdi et al.,, 2024; Falah Noushabadi et al., 2022). Addressing this gap requires
systematic synthesis of existing knowledge to identify core dimensions and relationships relevant to
employee retention.

Methods and Materials

This study adopted an applied qualitative research design based on a systematic literature review
combined with a meta-synthesis approach. The objective was to integrate and reinterpret existing
empirical and conceptual studies on employer branding and human resource retention to develop a
coherent and contextually adaptable conceptual model. Academic publications published between
2015 and 2025 were identified through comprehensive searches of international databases,
including Scopus, ScienceDirect, Emerald, Springer, and Google Scholar, as well as national
scholarly databases. Clear inclusion and exclusion criteria were applied to ensure methodological
rigor, relevance to employer branding and retention, and accessibility of full-text articles.

Following the screening process, 41 peer-reviewed studies were selected for in-depth qualitative
analysis. The full texts of these studies were imported into MaxQDA (version 2024) for data
management and analysis. Data analysis followed a three-stage thematic coding process consisting
of open coding, axial coding, and selective coding. This iterative and inductive process enabled the
identification, refinement, and integration of key concepts and relationships. To enhance analytical
credibility, coding decisions were reviewed and refined through repeated comparisons across
sources, and conceptual consistency was ensured throughout the synthesis process. The final
outcome of the analysis was a structured conceptual framework that links employer branding
dimensions to human resource retention outcomes.

Findings

The findings of the study reveal that employer branding is a multidimensional construct composed
of six interrelated core dimensions that collectively influence employee retention. The systematic
analysis initially yielded 981 open codes representing discrete concepts related to employer branding
and employee retention. After eliminating overlaps and redundancies, 878 unique codes were
retained for further analysis. These codes were subsequently clustered into 130 first-order
subcategories, which were further integrated into 30 second-order subcategories. Ultimately, these
subcategories converged into six core dimensions forming the final conceptual model.

The first dimension, cultural factors, encompasses elements such as a learning-oriented culture,
innovation, teamwork, and interpersonal respect. These elements shape employees’ sense of
belonging and organizational identity, reinforcing emotional attachment to the organization. The
second dimension, motivational factors, includes career development opportunities, empowerment,
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recognition, and both financial and non-financial rewards. This dimension highlights the importance
of aligning intrinsic and extrinsic motivation to sustain long-term employee engagement and
retention.

The third dimension, communicative factors, reflects the role of transparent, two-way, and
participatory internal communication. Effective communication facilitates trust, clarifies expectations,
and ensures alignment between organizational values and employee experiences. The fourth
dimension, value-based factors, relates to ethical conduct, value congruence, and respect for human
dignity. These factors contribute to meaning at work and foster affective loyalty beyond transactional
employment relationships.

The fifth dimension, economic factors, includes fair compensation, benefits, and organizational
financial stability. While not sufficient on their own, these factors were found to be necessary
conditions for positive employer brand perceptions, particularly in production-intensive industries.
The sixth and integrative dimension, organizational justice and job security, emerged as a critical
binding force across all other dimensions. Perceptions of distributive and procedural justice, along
with employment stability, were strongly associated with trust, satisfaction, and employees’
willingness to remain with the organization.

Discussion and Conclusion

The results of this meta-synthesis demonstrate that employer branding should be understood as an
integrated and systemic framework rather than a collection of isolated practices. Employee retention
is not driven by a single dominant factor; rather, it emerges from the dynamic interaction among
cultural, motivational, communicative, value-based, economic, and justice-related elements. This
finding reinforces contemporary theoretical perspectives that conceptualize employer branding as a
holistic human resource strategy embedded in everyday organizational practices rather than as an
external marketing tool.

The prominence of cultural and value-based dimensions underscores the growing importance of
meaning, identity, and ethical alignment in employment relationships. At the same time, the
continued relevance of economic and security-related factors highlights the necessity of balancing
symbolic and material aspects of the employment experience. Notably, organizational justice and
job security function as foundational mechanisms that enable other employer branding dimensions
to exert their positive effects on retention. Without perceived fairness and stability, investments in
culture, communication, or motivation are unlikely to yield sustainable outcomes.

From a contextual perspective, the findings suggest that employer branding models must be adapted
to industry-specific and cultural conditions. In production-oriented sectors such as the food industry,
where work intensity and operational pressures are high, integrated attention to fairness,
communication, and development opportunities is particularly critical. The conceptual model
developed in this study offers a structured and adaptable framework that organizations can use to
assess, design, and refine employer branding strategies aligned with retention objectives.

In conclusion, this study contributes to the employer branding literature by synthesizing diverse
strands of research into a coherent, multidimensional model focused explicitly on human resource
retention. By clarifying key dimensions and their interrelationships, the study provides both
theoretical insight and practical guidance for organizations seeking to strengthen their employer
brand and retain valuable human capital in competitive and dynamic environments.
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