


EMPLOYER BRANDING FOR THE 
HOSPITALITY AND TOURISM INDUSTRY



This page intentionally left blank



EMPLOYER BRANDING  
FOR THE HOSPITALITY AND 
TOURISM INDUSTRY: FINDING 
AND KEEPING TALENT

SJOERD GEHRELS
Stenden Hotel Management School, The Netherlands

United Kingdom – North America – Japan – India – Malaysia – China



Emerald Publishing Limited
Howard House, Wagon Lane, Bingley BD16 1WA, UK

First edition 2019

Copyright © 2019 Emerald Publishing Limited

Reprints and permissions service
Contact: permissions@emeraldinsight.com

No part of this book may be reproduced, stored in a retrieval system, transmitted in  
any form or by any means electronic, mechanical, photocopying, recording or  
otherwise without either the prior written permission of the publisher or a licence 
permitting restricted copying issued in the UK by The Copyright Licensing Agency  
and in the USA by The Copyright Clearance Center. Any opinions expressed in the 
chapters are those of the authors. Whilst Emerald makes every effort to ensure the 
quality and accuracy of its content, Emerald makes no representation implied or 
otherwise, as to the chapters’ suitability and application and disclaims any warranties, 
express or implied, to their use.

British Library Cataloguing in Publication Data
A catalogue record for this book is available from the British Library

ISBN: 978-1-78973-070-8 (Print)
ISBN: 978-1-78973-069-2 (Online)
ISBN: 978-1-78973-071-5 (Epub)



Contents

List of Figures vii

List of Tables ix

Introduction xi

About the Author xiii

Acknowledgements xv

Chapter 1   Introducing Employer Branding:  
Potential for the Hospitality and Tourism Industry 1

Chapter 2   Employer Branding – A Historical Perspective 17

Chapter 3   Sustainability and Employer Branding 31

Chapter 4  Hospitableness in Human Resources Management 43

Chapter 5   Pelican Hotels & Resorts’ Considerations  
for the Future 61

Chapter 6   Employees as the Brand: Internal Marketing  
at the Sanctuary Hotel 75

Chapter 7   Culture Influencing Employer Branding 85

Chapter 8   Developing Employer Branding in Pegasus Hotel 99



vi   Contents

Chapter 9   Great Place to Work® 113

Chapter 10  Human Capital a Reality Check 127

Chapter 11  SMEs and Finding Well-educated Candidates 143

Chapter 12  Employer Branding Through Social Media  
and Websites 157

References 171

Index 189



List of Figures

Fig. 0.1.  Overview of EB Book Chapters xi
Fig. 1.1.  Components, Effects and Results of Implementing  

Employer Branding 10
Fig. 1.2.  Steps in Employer Branding Process 12
Fig. 2.1.  Integrated Brand Model 20
Fig. 3.1.  SHRM Perspectives. 36
Fig. 4.1.  Hospitality and Tourism Industry Model 45
Fig. 4.2.  Hospitality Word Cloud 47
Fig. 4.3.  Enlightened Hospitality Principles 52
Fig. 4.4.  Company Well-being Principles 53
Fig. 5.1.  PHR Employer–Provider–Investment of Choice Model 63
Fig. 5.2.  PHR’s Vision, Strategy and Culture 65
Fig. 6.1.  Organisational Structure of the Sanctuary Hotel 76
Fig. 6.2.  Implementing Phases of the Internal Branding Process 83
Fig. 7.1.  Culture Analysis Concept in this Chapter 86
Fig. 7.2.  Culture’s Influence on Employer Branding 90
Fig. 8.1.  Employee Value Proposition 102
Fig. 8.2.  Talent Cycle 107
Fig. 9.1.  Trust Index and Culture Audit 121
Fig. 9.2.  IiP Model (Created on the Basis of the Standards) 125
Fig. 10.1.  Employability 136
Fig. 11.1.  The Rational Decision-making Model Applied to a  

Recruitment Context 146
Fig. 12.1.  Facebook Employer Profile Analysis 164
Fig. 12.2.  LinkedIn Employer Profile Analysis 165
Fig. 12.3.  Career Website Analysis 165
Fig. 12.4.  Online Presence Consistency of the Competitive Set 166
Fig. 12.5.  Total Online Employer Profile Scores 167



This page intentionally left blank



List of Tables

Table 3.1.  SHRM Perspectives Applied to PHR 37
Table 3.2.  SHRM Perspectives Applied to a Local Small Business 39
Table 4.1.  Comparing Cases of Entrepreneurs to the Enlightened  

Hospitality Philosophy 53
Table 11.1.  Results Expert-interviews 150
Table 11.2.  SME Representatives Interviews 152
Table 12.1.  Coding Diagram Used to Score the Items in the  

Benchmarking Exercise 163



This page intentionally left blank



Introduction

The hospitality and tourism industry faces challenges in finding and keeping tal-
ent. This book discusses the phenomenon of employer branding (EB) in the con-
text of the hospitality and tourism industry. Branding is the art of aligning what 
a company wants people to think about it, with what people actually do think 
about it and encapsulates the experiences customers have with the company. EB is 
a company’s ability to differentiate and promote its identity to current and future 
employees. Fig. 0.1 provides an overview of the EB book chapters.

In ‘Introducing Employer Branding: Potential for the Hospitality and Tourism 
Industry’ (Chapter 1), EB is highlighted as a major human resources management 
(HRM) innovation for the hospitality and tourism industry. World-wide research 
indicates a current and future talent shortage. Adopting EB can lead to improved 
service quality, reduced costs and increased profits for the hospitality and tourism 
industry. ‘Employer Branding – A Historical Perspective’ (Chapter 2) presents the 
development of EB and explains how it can be applied. In ‘Sustainability and 
Employer Branding’ (Chapter 3), the relevance of sustainability, corporate social 
responsibility (CSR) and sustainable human resources management (SHRM) for 
EB are stipulated. ‘Hospitableness in Human Resources Management’ (Chapter 4) 
presents hospitableness and hospitality as philosophies that can be integrated into 
EB. Treating employees in a hospitable manner can significantly influence them 
to better deal with customers. ‘Pelican Hotels & Resorts’ Considerations for the 

Fig. 0.1: Overview of EB Book Chapters.



xii   Introduction

Future’ (Chapter 5) discusses strategic branding of an expanding hotel chain in 
which important choices are made that influence the company’s employer brand. 
‘Employees as the Brand: Internal Marketing at the Sanctuary Hotel’ (Chapter 6)  
addresses internal branding, talent development, commitment and inspiration. 
The company goal was to make employees engaged ambassadors of its employer 
brand. ‘Culture Influencing Employer Branding’ (Chapter 7) looks at how employ-
ees from two different countries perceive their companies’ employer brands.

‘Developing Employer Branding in Pegasus Hotel’ (Chapter 8) reports from 
a relatively new company and its efforts to introduce an EB approach. Employee 
value proposition (EVP), creating effective job vacancy messages and manag-
ing candidates’ expectations are explained. ‘Great Place to Work®’ (GPTW)  
(Chapter 9) illustrates an initiative that has changed how people look at work 
and the workplace. The way management and employees work together and the 
trust that is generated prove to be the distinctive factors in creating an attractive 
workplace. ‘Human Capital a Reality Check’ (Chapter 10) confirms that (a part 
of) hospitality and tourism industry practitioners are aware of  the importance 
to develop and train employees needed for increasing the success of  companies. 
‘SMEs and Finding Well-educated Candidates’ (Chapter 11) explains which 
arguments small businesses use to choose their recruitment sources and how they 
assess their effectiveness. ‘Employer Branding through Social Media and Web-
sites’ (Chapter 12) provides a critical analysis of  how international hospitality 
and tourism companies communicate their employer brands online. Employer 
brand presence and effectiveness on websites, professional networks and social 
media are evaluated and turned out not to be optimal.
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