
IBIMA	Publishing	

IBIMA	Business	Review	

https://ibimapublishing.com/articles/IBIMABR/2024/831122/	

Vol.	2024	(2024),	Article	ID	831122,	9	pages,	ISSEN:	1947-3788	

https://doi.org/10.5171/2024.831122	

 

______________________ 
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Introduction 

The current business context is framed by 

globalization and the rapid advance of technology, 

speci>ically those associated with information 

and communication, requiring organizations to 

establish far-reaching changes to innovate, be 

competitive, and achieve maximum levels of 

ef>iciency. (Vásconez et al., 2019).In this sense, it 

is necessary to have the best human talent to face 

this new reality (Pacherrez and Marrufo, 2019). 

The human talent must be committed and show 

high levels of dedication in the execution of their 

tasks and responsibilities (Upadhyaya and Roy, 

2019).  

This same global dynamic also requires 

organizations to satisfy the desires and needs of 

current and potential workers, since the 

economic factor is not the only factor that 

influences to retention or attract the best human 

talent, the new generations are looking for 

dynamic work environments, with flexible hours, 

effective communication, which encourages 

 
Summary 

 

The study's main purpose was to determine the association between employer branding and 

organizational commitment in a company specializing in technological solutions for payment systems 

in Peru. The research was characterized by having a quantitative approach, being basic and with a non-

experimental - transversal design and a correlational scope. We worked with a census sample of 85 

employees of the company studied, to which two questionnaires were applied, the first to measure the 

employer branding variable with 28 items, and the second to measure the organizational commitment 

variable with 26 items. Both instruments reported high reliability, evidenced by Cronbach's coefficients 

of 0.967 and 0.925, respectively. The results showed a statistically significant association (r=0.690; 

p<0.001) between both variables, indicating a moderate-magnitude positive relationship. In 

conclusion, it is inferred that an adequate employer branding strategy is related to high levels of 

organizational commitment. 
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creativity and innovation and professional 

development. (ManpowerGroup, 2020). 

Therefore, when these demands are met, a brand 

image of the company is built, becoming a 

competitive advantage (Caballero and López, 

2020). Thus, when an organization employs 

employer branding within its strategies, it can 

attract and retain the best human talent, based on 

the company brand it projects, making it a 

desirable place to work. (Duque et al., 2024). 

 

In Latin America, studies such as the one 

conducted by ManpowerGroup in 2019 indicate 

that 45% of the organizations have great 

difficulty in finding employees with the skills 

required for their jobs, and 67% of the companies 

with more than 250 workers have had problems 

attracting the human talent they require 

(Alvarez, 2019). Similarly, the study conducted 

by GoIntegro in 2018 shows that about 70% of 

the organizations indicate the importance of the 

commitment of their workers, however, only 

36% of these indicated that they develop plans 

for this purpose (Da Silva, 2018). 

 

In the Peruvian organizational context, the study 

developed by ManpowerGroup showed that 46% 

of the companies have difficulties in filling their 

vacancies, so 56% have tended to carry out 

personnel development plans to be able to fill 

such vacancies (Gestión, 2018). Regarding 

organizational commitment, 87% of the 

managers indicated that it is urgent to implement 

strategies aimed at mitigating the low level of 

identification manifested by workers. Similarly, 

12% of the companies develop programs to 

achieve workers committed to the organization, 

but only 7% of these have achieved positive 

results in terms of identification, commitment, 

and retention of their collaborators (Gestión, 

2015). 

Because of the above, the present study proposes 

a research problem: What is the relationship 

between employer branding and organizational 

commitment in a company specializing in 

technological solutions for means of payment in 

Miraflores-Lima? 

Different empirical studies have analyzed the 

relationship between employer branding and 

organizational commitment, as evidenced in the 

work of Ramı́rez (2022) the existence of a 

positive and high association (r= 0.885) and in 

the work of Ccorisapra (2019) that there is a 

positive and considerable association (Rho= 

0.770), which implies that the greater the use of 

employer branding, the higher the level of 

organizational commitment. Similarly, the study 

by Salvador (2018)showed that there is a direct 

relationship between the implementation of 

employer branding strategies, the increase in 

organizational commitment, and the attraction of 

new talent. 

 

Other research has studied the incidence of 

endomarketing concerning organizational 

commitment, obtaining as a result of the study by 

Flores et al. (2022) a significant influence of 

endomarketing strategies on the generation of 

organizational commitment in employees. In 

turn, Moreira (2022) demonstrated in his study 

that the dimensions of internal marketing 

influence the organizational commitment of 

employees, with the internal communication 

dimension having the greatest impact (β= 0.421). 

The attraction and retention of human talent and 

organizational commitment has also been 

studied, as demonstrated in the study by Brzovic 

(2023) that the most attractive factor for 

attracting candidates that allows their rapid 

incorporation and permanence in the 

organization is the existence of pleasant and 

healthy work environments that promote 

respect and trust, thus ensuring the full 

development of their work, which affects the 

achievement of business objectives, by 

generating a sense of belonging in employees. 

On the other hand, Ames (2022) reported results 

contrary to those previously mentioned, since he 

found a low and negative association between 

talent attraction factors and work commitment 

(r= -0.042), which shows that working conditions 

that were initially attractive to employees do not 

significantly influence their work commitment. 

Likewise, he found a low and negative association 

between the elements of talent retention and 

work commitment (r= -0.173), which indicates 

that the elements that retain employees in the 

company do not guarantee their commitment to 

the institution or the job. 

Brand management has been used successfully 

for more than seven decades to build the brand 

reputation of organizations to foster customer 

engagement and loyalty. This approach can also 

be employed to attract, retain, and engage the 

most valuable employees for the achievement of 

an organization's goals (Barrow and Mosley, 

2005). Employer branding arises as a derivation 

of the concept of corporate branding; it 

constitutes the internal culture that is oriented to 

the establishment of an image of a good 

employer. (Aguado and Jiménez, 2017)which is 

projected internally, generating satisfaction in 
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the employees for being members of the 

organization, and externally, aimed at people 

outside the organization and potential 

candidates. 

Among the advantages of employer branding in 

the business environment, the first is an 

improvement in the reputation of the 

organization by attracting more qualified 

candidates, which implies rigorous selection 

processes to ensure alignment with the 

company's values (Bhatnagar and Srivastava, 

2008). It increases employee motivation and 

productivity by facilitating the communication of 

needs and objectives, achieving greater 

commitment thanks to the fair working 

conditions and intangible benefits offered. It also 

reduces employee turnover and associated costs, 

creating a competitive advantage through the 

retention of valuable, rare, and inimitable talent. 

(Priem and Butler, 2001). It allows the 

organization to differentiate itself from its 

competitors and facilitates adaptation to changes 

and risks in the environment, consolidating the 

company as an employer of choice (Armstrong, 

2006; Sears, 2006). 

Organizational commitment is not only based on 

the employee's loyalty to the organization, it 

implies intense participation and identification 

with the organization, contributing to the 

achievement of the established goals (Hellriegel, 

2009); generating a desire on the part of the 

employee to maintain this relationship (Robbins 

and Judge, 2017). Newstrom (2011) adds that 

this commitment is manifested in the connection 

and interest of the worker towards the company, 

which leads to a conviction in the goals and 

mission of the organization, and an active 

willingness to contribute to its achievement and 

continue the employment relationship. 

Employee engagement is associated with 

characteristics that make employees more 

productive, profitable, confident, and healthy 

(Bradley and Wollard, 2009). This has a positive 

impact on organizations, improving performance 

and increasing employee retention, while 

reducing the occurrence of burnout (Brzovic, 

2023). According to Stein et al. (2021), three key 

factors facilitate greater employee engagement: 

helping employees connect to their work with 

what matters to them, making work less stressful 

and more enjoyable, and rewarding them with 

additional time off rather than monetary 

incentives. 

 

The general hypothesis of this study could be 

formulated as follows: 

 

"There is a positive and significant relationship 

between the employer branding strategy and 

organizational commitment among employees of 

a company specialized in technological solutions 

for payment methods in Miraflores - Lima". 

 

Materials and Methods 

 

The study was framed within the quantitative 

approach, which implied the collection of data 

that were subsequently analyzed and processed 

by statistical methods, for the obtaining of 

relevant results (Hernández and Mendoza, 2018). 

It was classi>ied as basic research, since it 

contributed to creating new knowledge from the 

understanding of the elements present in the 

object under study, according to the appreciation 

of the researcher. In addition, it was 

characterized by having a non-experimental - 

cross-sectional design, since the object of study 

was observed naturally, allowing its analysis 

without manipulation of the associated variables 

(Carbajal et al., 2019).data were collected at a 

speci>ic and unique moment in time (Cabezas et 

al., 2018). Finally, it was located as correlational, 

being the intention to know how the studied 

variables are related to each other, allowing to 

describe how the behavior of one variable is 

related to the behavior of another one. 

 

The population for the study consisted of 85 

employees working in the company under study. 

Meanwhile, we worked with a census sample, 

since we opted for the totality of subjects that 

make up the population (Soto, 2018). For the 

collection of data, the survey was assumed as a 

technique through which the collection of 

information from a group of subjects, concerning 

a specific problem, was achieved (Carrasco, 

2019). The associated instrument was the 

questionnaire, which allowed the representation 

of the variables studied, providing an adequate 

level of objectivity, validity, and reliability 

(Hernández and Mendoza, 2018). Two 

questionnaires were used in the study, which 

consisted of a series of questions aimed at 

measuring the perception of the variables 

studied, consisting of 28 items for the employer 

branding variable and 26 items for the 

organizational commitment variable, both with a 

five-point Likert response scale. 
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Table 1. Operationalization table of the employer branding variable 

Dimensions Indicators Items 
Measuring 

scale 
Ranges 

Sensory 

experience 

Workplace infrastructure 

Maintenance of the centers in 

common 

Technological resources  

1 to 9 

1. Never 

2. Almost 

never 

3. Sometimes 

4. Almost 

always 

5. Always 

Good: [40 -45〉 

Regular: [31 - 

40〉 

Bad: [23 - 31〉 

Intellectual	

Experience	

Organizational identity 

Perception of leadership 

Perception of value 

communication 

10 to 18 

Good: [41 - 45〉 

Regular: [31 - 

41〉 

Evil: [21 - 31〉 

Emotional	

experience	

Training  

Self-knowledge 

Technology 

19 to 28 

Good: [44 - 50〉 

Regular: [33 - 

44〉. 

Evil: [24 - 33〉 

 

Considering the employer branding variable as 

set out in Table 1, we seek to understand how 

through the application of marketing and 

advertising concepts an organization can be 

managed as a brand, where consumers are those 

who could potentially work for it (Borracchia, 

2016). 

Table 2. Operationalization table of the organizational commitment variable 

Dimensions Indicators Items 
Measuring 

scale 
Ranges 

Affective 

commitment 
Emotional bond 

Inspiration perception 

Involvement 

1 to 9 
1. Never 

2. Almost 

never 

3. Sometimes 

4. Almost 

always 

5. Always 

Good: [40 -45〉 

Regular: [31 - 40〉 

Evil: [23 - 31〉 

Commitment 

to continuity 
Perception of bene>its 

Job opportunities 

Personal investment 

10 to 18 

Good: [41 - 45〉 

Regular: [31 - 41〉 

Evil: [21 - 31〉 

Regulatory 

Commitment 

Compliance with 

standards 

Sense of indebtedness 

Moral obligation 

19 to 26 

Good: [44 - 50〉 

Regular: [33 - 44〉. 

Evil: [24 - 33〉 

 

When considering the variable organizational 

commitment as shown in Table 2, it refers to a 

form of psychological bond or attachment 

between employees and an organization, 

characterized by the belief and acceptance by 

individuals of the goals and values declared by 

the company, making efforts on its behalf and 

with a high desire to remain as members of this 

organization (Gonzales et al., 1994). 

Once the data collection stage was completed, a 

database was created using Microsoft Excel and 

SPSS 26 statistical software. The reliability of 

each instrument was tested using Cronbach's 

alpha test and Pearson's r test was used to 

analyze the correlation between the variables of 

employer branding and organizational 

commitment. 

Results 

The reliability analysis of the instruments 

allowed for verifying high reliability for each 

variable, reporting a value of α=0.967 for the 

employer branding variable and a value of 

α=0.925 for the organizational commitment 

variable, which con>irmed the applicability of 

both instruments. Subsequently, the relational 

analysis between the variables was carried out, 

as shown in Table 3. 
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Table 3. Correlation results between employer branding and organizational commitment 

 
Organizational 

commitment 

Employer branding 

Pearson correlation 0.690** 

Sig.	(bilateral)	 0.000 

N	 85 

 

Table 3 shows a moderate and significant 

correlation between the two variables (r=0.690; 

p<0.001), suggesting that the use of employer 

branding as a business strategy is associated with 

the level of organizational commitment of 

workers in a company specializing in 

technological solutions for payment methods in 

Miraflores - Lima. 

Table 4. Analysis of the relationship between employer branding and organizational commitment 

Employe

r 

branding  

Organizational commitment 
Total 

Under Medium High 

2i % 2i % 2i % 2i % 

Malo 12 14.1% 8 9.4% 0 0.0% 20 23.5% 

Regular 8 9.4% 26 30.6% 3 3.5% 37 43.5% 

Good 2 2.4% 10 11.8% 16 18.8% 28 32.9% 

Total 22 25.9% 44 51.8% 19 22.4% 85 100.0% 

 

Table 4 shows that 14.1% of the employees 

surveyed perceive a poor relationship between 

the variables, 30.6% consider it to be fair and 

18.8% evaluate it as good, which implies a 

positive correlation between them. 

 

 

Figure	1.	Percentage	analysis	of	the	employer	branding	variable 

Figure 1 shows that 23.50% of the employees 

perceived employer branding as a bad level, 

43.50% rated it as a fair level and 32.90% 

considered it at a good level. This indicates that, 

even when employees perceive that the company 

establishes strategies for the development of 

workspaces, there are deficiencies in the creation 

of environments in which they identify with the 

company, in the communication of 

organizational values, and the support as a 

facilitator of the work, hindering their enjoyment 

at work.
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Figure	2.	Percentage	analysis	of	the	organizational	commitment	variable	

Figure 2 shows that 25.90% of the employees 

perceived their organizational commitment at a 

low level, 51.80% considered it at a medium level 

and 22.40% rated it at a high level. This indicates 

that employees are reconsidering their long-term 

relationship with the organization and are 

evaluating it in terms of the medium or short 

term, which reflects a lack of involvement and 

reasons of interest that motivate them to remain 

part of the organization. 

Discussions	

According to the results obtained, a moderate 

and signi>icant relationship between employer 

branding and the organizational commitment of 

the workers of a company specializing in 

technological solutions for means of payment in 

Miraflores-Lima was demonstrated.  

To expand the discussion with the triangulation 

of results, previous studies, and theoretical 

foundations, we can integrate three key 

elements: 

Study results: In this study, a positive and 

moderate correlation (r=0.690, p<0.001) was 

found between employer branding and 

organizational commitment among employees of 

a company specializing in technological solutions 

for payment methods in Miraflores, Lima. 

Employees who perceived better employer 

branding strategies showed a higher level of 

organizational commitment, suggesting that 

initiatives projecting an attractive company 

image also influence workers' identification, 

motivation, and loyalty. 

Triangulation with previous studies: The 

results are consistent with the findings of 

previous studies, such as Ramírez (2022) who 

reported a high association (r=0.885) between 

these two variables. Similarly, Ccorisapra (2019) 

found a significant positive correlation 

(Rho=0.770), reinforcing the idea that effective 

branding not only improves talent attraction but 

also increases levels of organizational 

commitment. In contrast, Ames (2022), in his 

study, reported a weak negative relationship (r=-

0.042) between talent attraction factors and job 

commitment, suggesting that initially attractive 

working conditions do not necessarily guarantee 

long-term commitment. 

The convergence of the mentioned studies with 

the results of the present analysis highlights the 

importance of contextualizing employer 

branding based on the characteristics and needs 

of employees and the organizational 

environment. While effective branding strategies 

tend to improve organizational commitment, 

they must be adapted to the organizational 

culture and employee profile to achieve the best 

results. 

Theoretical foundations: From a theoretical 

perspective, the concept of employer branding is 

based on corporate brand management (Barrow 

and Mosley, 2005). This approach suggests that, 

just as companies seek to build customer loyalty 

through brand strategies, they can also attract 

and retain top talent through a strong employer 

brand. According to Aguado and Jiménez (2017), 

employer branding generates internal 

satisfaction among employees and externally 

projects a desirable employer image, which is 

essential for maintaining a productive and 

cohesive work environment. 

In relation to organizational commitment, 

Robbins and Judge (2017) argue that it involves 

deep identification with the organization's goals 

and values, generating in employees a desire to 

actively contribute to organizational 

achievements and to maintain a prolonged 

employment relationship. Hellriegel (2009) adds 

that organizational commitment is not only 

linked to employee loyalty but also to their active 

participation in company processes, which 

increases productivity and reduces turnover. 

Final discussion: The positive relationship 

between employer branding and organizational 
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commitment, supported by both the study results 

and previous studies, as well as the theoretical 

foundations, reinforces the idea that an effective 

employer branding strategy has a significant 

impact on employee loyalty and dedication. 

However, it is important to consider that these 

strategies must be aligned with employee 

expectations, as suggested by Ames (2022) who 

shows that initial working conditions do not 

always guarantee sustained commitment. 

Therefore, companies that seek to maximize 

organizational commitment should not only 

develop a strong employer brand but also 

implement long-term talent management 

policies that promote employee satisfaction and 

professional growth, which in turn will 

strengthen their commitment to the organization

. 

Conclusions  

Concerning the objective of the study on the use 

of employer branding as a business strategy and 

the perception of the level of organizational 

commitment of employees of a company 

specializing in technological solutions for 

payment methods in Miraflores-Lima, a positive, 

moderate, and signi>icant association between 

employer branding and organizational 

commitment was demonstrated. This >inding 

highlights the relevance of creating and 

maintaining an employer brand, projecting itself 

internally within the organization by generating 

satisfaction in employees for being members of 

the company, and externally attracting the 

human talent it requires. 
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