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Abstract- The purpose of this study was to establish the most effective factors affecting staff retention and 
retention among Mongolian businesses in 10 different industries. A survey was conducted with 550 working 
employees. In order to understand how employer branding influences employee’s work behaviors and enhances 
employee’s ability to contribute to organizational productivity and competitiveness, a business needs to examine 
its employees’ commitment and performance. This research aims to answer the following questions:  
1. What are the factors present in the content of employer brand and how might they influence employee 
performance and employee retention? 
2. What influence does employees’ perceived level of employer brand by their organization have on their level 
of organizational citizenship performance, task performances and intention to stay in a current organization?  
Given the increased competition for human resources, the development of an employer brand is now being 
recognized as important and to keep current and potential employees constantly and actively. Quantitative 
results suggest that as a whole, statistically significant, positive, moderate influence exists between employees’ 
perceived level of employer brand and their organizational citizenship performance. The findings also indicated 
that there is stronger indication that employees’ perceived employer brand positively influences their perception 
of 1) their employment experience as being desirable and distinctive, 2) their organization as being a great place 
to work, 3) their happiness to spend the rest of their career at the organization.  
 
Keyword- Employer branding; Employee commitment; Employee performance; Employee identification; 
Retention; Intention to stay; Employer attractiveness, 
 
I. INTRODUCTION 
 
The running business was an unusual phenomenon 
among people when Mongolian economic and 
political transformation begun in 1990. The labor 
force market structure and its change, 
competitiveness, productivity and performance 
became broadly discussed topic due to the dramatic 
expansion of some industries such as mining, 
construction, finance and banking, agricultural and 
education since 1990.   
 
By 2004, all of the companies faced the major 
challenges related to human factor resources when 
the large state-owned enterprises privatization 
covered mainly the industry, construction, 
transportation, and trading 
sectors (Knauft, Taupier, & Purevjav, 2012) which 
were more focused on only capital factor resources.   
According to the Institute Mongolian Labor 
Research, employers are demanding but not finding 
some skills that the Mongolian labor market so far 
has not been able to provide. This appears to be 
especially true of practical skills and soft skills, such 
as teamwork and communication skills. A strong 
demand in specific skills and other requirements as 

well as tightening labor market is making it much 
more difficult to retain current employees and to 
recruit new employees, and this has greatly increased 
competition among Mongolian private sector 
businesses.  For example, one of the most influential 
factors is the labor force movement/shift between 
different industries such as mining, agricultural, 
construction and other service field.  
 
In 2010, there was rapid growth on mining sector and 
labor market from the mining industry, which was 
projected to attract qualified and talented workers 
from other sectors. As a result, demand for 
agriculture labor is forecast to decline.  One company 
driving this trend is Oyu tolgoi mining projects, 
which started their operation in 2009 in Mongolia. 
The Oyu tolgoi project promises a good employment 
package to their potential future employees. The 
prestige, good salary, international working 
environments are likely to attract talented, 
experienced and qualified workers.  The issue for the 
employers thus becomes, how to strategically attract 
and engage employees who believe in the goals of the 
organization and are efficient enough to bring their 
resources into ensuring the success of brand.   
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II. LITERATURE REVIEW 
 
Employer Branding 
Most firms focus their branding efforts toward 
developing product brands. Besides that, the 
application of branding principles to human resource 
management has been termed “employer branding.” 
Employer branding is defined as “a targeted, long-
term strategy to manage the awareness and 
perceptions of employees, potential employees, and 
related stakeholders with regards to a particular firm” 
(Hillebrandt & Issue, 2013) 
 
The term employer branding suggests the 
differentiation of a firms’ characteristics as an 
employer from those of its competitors. The employer 
branding highlights the unique aspects of the firm’s 
employment offerings or environment. The employer 
branding involves promoting, both within and outside 
the firm, a clear view of what makes a firm different 
and desirable as an employer. Amber and Barrow 
(1996) define the employer brand in terms of 
benefits, calling it “the package of functional, 
economic and psychological benefits provided by 
employment, and identified with the employing 
company.” 
 
Human resource practitioner literature describes 
employer branding as a three-step process. First, a 
firm develops the “value proposition” that is to be 
embodied in the brand. Using information about the 
organization’s culture, management style, qualities of 
current employees, current employment image, and 
impressions of product or service quality managers 
develop a concept of what particular value their 
company offers employees (Hillebrandt & Issue, 
2013). Following the development of the value 
proposition, the firm markets the value proposition to 
its targeted potential employees, recruiting agencies, 
placement counselors and the like. External 
marketing of the employer brand is designed 
primarily to attract the target population. Internal 
marketing of the employer brand is the third aspect of 
employer branding. (Hillebrandt & Ivens, 2011).  
 
The practice of employer branding is predicated on 
the assumption that human capital brings value to the 
firm, and through skillful investment in human 
capital, firm performance can be enhanced.  
Resource-based view supports this, suggesting that 
characteristics of a firm’s resources can contribute to 
sustainable competitive advantage (Barrow & 
Mosley, 2013). External marketing of the employer 
brand establishes the firm as an employer of choice 
and thereby enables it to attract the best possible 
workers.  
 
Besides helping create a workforce that is hard to 
duplicate, internal marketing also contributes to 
employee retention (Barrow & Mosley, 2013) by 

using the brand to reinforce the concept of quality 
employment and thereby contributing to employee 
willingness to stay with the organization. The theory 
of the psychological contract and its effect on the 
employee organizational relationship provides a 
second foundation for employer branding. In the 
traditional concept of the psychological contract 
between workers and employers, workers promised 
loyalty to the firm in exchange for job security 
(Wong, 2014). The concept of brand equity provides 
a complementary theoretical perspective for 
understanding employer branding. In marketing 
terms, brand equity is “a set of brand assets and 
liabilities linked to a brand that add to or subtract 
from the value provided by a product or service to a 
firm and/or to that firm’s customers” (Dawn & 
Biswas, 2010).  
 
In terms of employer branding, brand equity applies 
to the effect of brand knowledge on potential and 
existing employees of the firm. Employer brand 
equity propels potential applicants to apply. Further, 
employer brand equity should encourage existing 
employees to stay with, and support the company. 
Employer brand equity is the desired outcome of 
employer branding activities. 
 
Employer branding and employee performance 
Most of the existing employer branding literature 
theorizes that employee performance will be 
improved with employees’ enhanced identification, 
commitment, and engagement developed through 
effective employer branding. (Backhaus & Tikoo, 
2004; Barrow & Mosley, 2013). However, the 
assumption of a positive relationship between 
effective employer branding and 
employee/organizational performance is indirect 
rather than direct. Effective employer branding 
initiatives might not directly affect employee or 
organizational performance; rather, they might affect 
mediators of employee performance such as 
satisfaction, identification and commitment, which is 
assumed to then positively influence employee work 
efforts, behaviors, and overall performance. 
 
Research Objectives and Questions  
This study proposes to investigate the relationship 
among perceived employer branding, employee 
performance and intention to stay in the context of 
current employees.  
There are five research questions have been 
developed within a research scope: 
1) How does employer branding influence on 
employee performance? 
2) How does employer branding influence on 
employee intention to stay? 
3) Is there any effect of employer branding on 
employee intention to stay through employee 
identification?  
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4) Is there any effect of employer branding on 
employee performance through employee 
identification? 
5) Is there any effect of employer branding on 
employee intention to stay through an organizational 
commitment? 
Conceptual Model 
This study has two models to find out the effects of 
employer branding on employees’ performance and 
intention to remain at the company. 
The proposed theoretical model (Figure 1) is to test 
the mediate effect of employer branding on employee 
performance and employee intention to stay through 
employer identification.  The competing model 
(Figure 2) is to test the direct effect of employer 
branding on employees’ performance and intention to 
stay.  
 

 
Figure 1. Proposed model 

 
Figure 2. Competing model 

 
Research Methodology 
Sampling and Procedure.  A total of 42,100 
companies are registered in Mongolian Business 
Registry Database. The population for the study 
consisted of companies with more than twenty 
employees from nine different industries.  This 
yielded 3,480 companies employing 299,200 
employees. Sixty percent of these companies 
employed over one hundred employees each.  
The minimum sample size is 368. A total of 517 
samples from 67 companies were collected from 
current employees between from June to August 
2015.    
In the quote sampling method, the heads of HR 
departments were contacted and provided with the 

letters authorized by the university and researcher. 
Permission to send the paper survey to their 
employees were requested.   
Instruments.  The design of this study was a 
quantitative approach, which was done by using 
questionnaires with 19 parts: employer branding (EB 
12 factors ) (Borgohain, 2010; Knox, 2009), 
organization identification (OI), organizational 
commitment ( OC affective commitment, normative 
commitment and continuous commitment) (Meyer & 
Allen, 2004), organization citizenship performance 
(OCP) and task performance (TP) (Williams, 1988)  
Data analysis.  This study has seven hypotheses 
within the proposed theoretical model.   
1) Ha1: There is a positive relationship 
between employer branding and organizational 
commitment.  
2) Ha2: There is a positive relationship 
between organizational commitment and employee 
performance. 
3) Ha3: There is a positive relationship 
between employer branding and employee 
performance. 
4) Ha4: There is a positive relationship 
between employer branding and employer 
identification. 
5) Ha5: There is a positive relationship 
between employer identification and organizational 
commitment. 
6) Ha6: There is a positive effect of employer 
branding on employee performance through 
organizational commitment. 
7) Ha7: There is a positive effect of employer 
branding on organizational commitment through 
employer identification. 
The competing model has three hypotheses.  
8) Hb1: There is a positive relationship 
between employer branding and organizational 
commitment. 
9) Hb2: There is a positive relationship 
between employer branding and employer 
identification. 
10) Hb3: There is a positive relationship 
between employer branding and employee 
performance. 
Results 
A total of 517 respondents were anticipated for the 
study and detailed by the following characteristics of 
the majority of respondents: 
Characteristics of the majority  

 
Confirmatory factor analysis is conducted to examine 
the stability of the 12 factors which are the 
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components of employer branding. As a result of this 
approach, some of the factors have been eliminated 
from the measurements to meet the good model fit by 
assessing the reliability and validity which are task 
and work life balance.  In this study, confirmatory 
factor second order analysis was carried out to 
achieve the valid model. 
The organizational commitment has three component 
constructs (affective commitment, normative 
commitment, and continuous commitment) and 
employee performance has two constructs 
(organization citizenship performance and task 
performance).  

 
Table 1. The minimum criterion of reliability and validity 

 
In terms of reliability and validity, data analysis was 
conducted to measure the minimum criterion as a 
Cronbach’s alpha, composite reliability (Nunnally 
J.C, 1994), average variance and discriminant validity  
(Fornell, 1981), (Hair, 2010).  

 
Table 2. The minimum criterion of model fit indices 

 

 
 
The proposed theoretical model and competing model 
statistics will be explained by the criterions (Hair, 
2010) as shown at Table 2.  
Model fit statistics to explain the relationship among 
variables and sample size (Hu, 1999). 
 

Table 3. 
Reliability and validity assessment of instruments (CFA) 

 
 

In the Table 3, the results indicated the value of 
reliability and validity of instruments and all average 
variance from dimensions were above 0.5, and 
discriminant validity were greater than its shared 
variance (AVE>MSV, ASV). Thus, it could be 
concluded that these instruments are reliable scales 
for the measurement of employer branding, 
organizational commitment, and employer 
identification and employee performance. 

 
Table 4. 

Model fit statistics (2nd order model fit in SEM) 

 

 
 
The model fit statistics show good adoption measures 
compared with the required thresholds (Table 4) and 
results were above the minimum criterion. Since both 
models were above the minimum criterion, it could 
be concluded that models useful to explain 
relationships among variables.    
 

Table 5. Model fit indexes of the competing and proposed 
theoretical model 

 
 
According to the results, the model fit statistics of the 
proposed theoretical model was better than the 
competing model. Thus, it could be concluded that 
the relationships among employer branding, employer 
identification, organizational commitment and 
employee performance were greater explained by an 
effect of employer branding on employee 
performance through organizational commitment and 
an effect of employer branding on organizational 
commitment through employer identification. 
 

Table 6. Hypotheses testing of the proposed theoritical model 
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***p-value <0.001 (p-value less than 0.001 was at the 
significant at 0.001 level) 
According to Garson et al., random sample variables 
with critical ratios more than 1.96 are significant at 
the 0.05 level (Garson, 2011). The standardized 
estimated values were positive values and all critical 
ratios more than 1.96 indicated that there were 
positive relationships among variables except that 
relationship between employer branding and 
performance. Therefore, it could concluded that Ha1, 
2, 4, 5 were supported and Ha3 was not supported.       

 
Table 7. Standardized direct, indirect, and total effect of the 

competing model 

 
 

Regarding the results (Table 7) the equation for the 
competing model were conducted: 
 Z OI = 0.522 ∗ EB……... (1), 
 Z EC = 0.759 ∗ EB……... (2), 
 Z EP = EB ∗ 0.527……... (3), 
Regarding the resulrs (Table 8) the equation for the 
proposed theoretical model were conducted: 
 Z EP = EB ∗ 0.463 + EC ∗ 0.612……. (4), 
 Z EC = EB ∗ 0.725 + OI ∗ 0.426……… (5), 
 Z OI = EB ∗ 0.482………. (6), 

 
Table 8. Standardized direct, indirect, and total effect of the 

proposed theoretical model 

 
 

Both models have been estimated considering the 
results of standardized direct, indirect and total 

effects. Considering the competing model, the 
standardized direct effect between employer branding 
and organizational commitment was 0.759. In 
contrast, the result from the proposed theoretical 
model showed that standardized direct effect between 
employer branding and organizational commitment 
was 0.520, indirect effect was 0.205 and standardized 
total effect was 0.725.  
On the other hand, the results from the competing 
model indicated that the standardized direct effect 
between employer branding and organization 
identification was 0.522. In contrast, the results from 
the proposed theoretical model showed that 
standardized direct effect was 0.482, indirect effect 
0.000 and total effect was 0.482 (Table 8).  
Accordingly, the standardized direct effect of the 
competing model was greater than the proposed 
theoretical model. Therefore, it could be explained 
that there is an effect of employer branding on 
employee performance through organizational 
commitment and there is an effect of employer 
branding on organizational commitment through 
organizational identification. Thus, statistics 
supported Ha6 and Ha7.   In order to fulfill the 
requirement of the mediating effect within the 
proposed theoretical model, values calculated using 
the Sobel, Aroian and Goodman test technique 
(Preacher, 2008). Results are shown in table 9 and 10.  
 

Table 9. Mediating testing of the organizational commitment 
within the Proposed Theoritical Model 

 
The value of tests revealed that p-value was 
significant (Table 9) and indicated that there is an 
effect of employer branding on employee 
performance through organizational commitment.  

 
Тable 10. Mediating testing of the organizational identification 

within the Proposed Theoretical Model 

 
 

The value of tests revealed that p-value was 
significant (Table 10) and indicated that there is an 
effect of employer branding on organizational 
commitment through organizational identification.  
The results found that there is no direct relationship 
and there is a full mediation effect of employer 
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branding on employee performance through 
organizational commitment. (Little, Card, Bovaird, & 
Crandall, 2007) 

Figure 3. Relationship among the employer branding, 
employee performance, organizational commitment 
and employer identification 

 
 

CONCLUSION 
 
This study examined the 12 factors of employer 
branding in the context of Mongolian businesses to 
determine the relationship among perceived employer 
branding, employee performance and retention.  
Three factors (task, work life balance, and 
international) were eliminated due to low factor 
loading.  The results indicated that there is a positive 
effects of employer branding on organizational 
identification and organizational commitment.  
The employees emphasized the importance of 
employer branding                                                                                                                              
and indicated that it would enhance their performance 
through organizational identification and 
commitment. Considering the result of this study, it 
was revealed that employee training and 
development, autonomy, compensation and social 
responsibility were the most important factors of 
employer branding. The positive relationship between 
employer branding and organizational commitment 
shows that employee’s intention to stay directly 
depends on how successfully the employer branding 
has been implemented. 
The result of standardized indirect effects showed 
that there is an effect of organizational identification 
on employee performance through organizational 

commitment. The employer branding improves the 
employee task performance through organizational 
commitment. Specifically, the organizational 
citizenship performance explains the employee 
performance.  
 
RECOMMENDATIONS 
 
Implications for future research 
The findings provided several implications for 
researchers. First, we proposed that the future 
research would be to investigate the external 
marketing which enables it to attract potential 
employees, recruiting agencies and placement 
counselors in terms of employer attractiveness. 
Second, the relationship between company’s internal 
marketing and employee job satisfaction should be 
examined.   
Third, future research might investigate if the role of 
media marketing and its usage would enhance the 
benefits of employer branding more than traditional 
marketing which might provide a better 
understanding of the significance of employer 
branding among Mongolian businesses.  
Implications for practice 
The findings provide numerous implications for the 
organization, especially those who are working in 
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human resource and marketing department. The 
results showed that training and development is the 
most important dimension followed by autonomy, 
and company’s social responsibility. Thus, the 
organization should emphasize more emotional rather 
that economic values. The organizations wishing to 
improve organizational commitment should focus on 
the affective commitment of employees. The result 
shows that the psychological contract is more 
beneficial than economic offerings to create higher 
engagement and commitment.  The perceived 
employer branding of the employees increased the 
organizational identification and organizational 
commitment, which would lead to the employee’s 
high performance and intention to stay in the 
organization. 
Limitations of the study 
Several potential limitations were expected in this 
study. The first limitation included the effect of 
extraneous variables which may affect employer 
branding, employee performance, organizational 
identification and organizational commitment such as 
macroeconomics and economic crisis. Second, the 
data collection of the study involved a snowball 
approach rather than a random sampling method. As 
a result, some cautions are required in generalizing 
the results to the larger population. Moreover, since 
the study used cross-sectional and self-report data, the 
conclusions could not only make causal inferences 
but also raises some concerns about common bias.     
Therefore, a longitudinal study is required to provide 
more definitive conclusions.   
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