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Employer Brand 

Employer Brand Development 

• Core Brand Definition 

• Stakeholder Understanding and Involvement 

• Alignment with Corporate Strategy 

• Empowerment of the Workers 

• Ongoing Measurement and Recognition 



Employer Brand 

Brand Positioning 

 

• The environment 
• The target audience 
• Key target insight 
• Employer features 
• Employer benefits 
• Key employer insights 
 

  The Branding Idea 
• An audience that the brand connects with 
• The connection that gives the brand 

meaning 
• Creative expression that gives the brand 

distinction 

The U.S. Department of 
State has conducted 
research, both internal and 
external, to: 
 
1. evaluate the landscape 
2. analyze the results  
3. develop an employer 

brand that resonates 
with potential 
candidates.   
 

Employer brand positioning 
starts with this research and 
results in the branding idea. 
 



The Brand 
Pyramid 

RATIONAL 
BENEFITS 

EMOTIONAL 
BENEFITS 

PERSONALITY 

BRAND 
POSITIONING 

 

Travel/International lifestyle, Variety/change,  
Good benefits, Job security, Stability,   

Interaction with powerful people,  Exposure  
To global affairs,  Challenging work    

Engaged, Fulfilled, Challenged, 
Intellectually stimulated, Worldly,  
Important, Strong, Brave, Proud,      

Confident, Compassionate,   
Altruistic, Diplomatic       

  
Intelligent, 

Flexible/Adaptable, 
Self-sufficient, 

Diplomatic 
 
  

 

Federal government, Global organization,  U.S. foreign policy,   
Constant change, Bureaucratic, Large,  Long and  

challenging recruitment process, Fair compensation, but  
not strongly competitive with corporate America 

  

ATTRIBUTES 

 

As a result of the Department’s 
research, Attributes, Benefits 
(emotional and rational) and 
Personality were determined 
and resulted in a core statement 
that encompasses the employer 
brand positioning.  
 



Employer Brand 

“This is a career unlike any other – an opportunity to experience other 
cultures as you represent America to the world! There’s variety, 
challenge, and a real sense of meaning in the work. The Department 
recruits diverse, smart, adventurous, adaptable individuals who seek a 
unique and meaningful global career.” 
  
The key positioning statement for the U.S. Department of State is:  “an 
opportunity unlike any other.” 
 
• the unique aspects of the organization and the attributes we wish to be 

associated with the  brand 
• a focus on the candidate  
• the space we want to own in the candidate’s mind  
 
 



Employer Brand 

•the unique aspects of the organization and the attributes we wish to be associated with the  brand 
•a focus on the candidate  
•the space we want to own in the candidate’s mind  



Messaging focuses on three key areas: 
 
• Professional responsibility 
 
• Personal satisfaction 
 
• Overall mission 

Employer Brand 





The Recruitment Team  

• Diplomats in Residence 

• Recruiters 

• Marketing Specialist 

• Volunteer Recruiters 

• Students participating in internships & other 
programs 

Putting it into Practice:  
 



Putting it into Practice:  
 Key distribution channels for communicating the 

Department’s message of opportunity: 
 

• Student employment programs 

• Universities 

• Professional organizations and associations 

• Diversity Career Networking Events 

• Peer-to-Peer Marketing 

• National online and limited print advertising  

• Videos/Employee Experiences 

• Affinity Groups 

 
 



Marketing the Employer Brand and Advertising 
the Career 

• Advertising 

• Email Marketing/Lead Generation 

• Direct Sourcing/Social Networking 

• Partnerships and Events 

• Public Relations 

Putting it into Practice:  
 



Marketing the Employer Brand and Advertising the Career 
 
 

• Print & Online Sponsorships – Black Collegian, Hispanic Career World, 
Diversity Careers, Black Enterprise, Latina Style, Hispanic Business 

• Email Marketing – NaceLink, MonsterTrak,, Yahoo!HotJobs, Vault, 
HBCUConnect, Black News, Black America Web, LatPro, Goldsea 

• Lead Generation – Diverse resume databases, targeted career events 

• Social/Career Networking – Facebook, LinkedIn, Twitter, Brazen Careerist, 
INTERNational Connections 

 

Putting it into Practice:  



Our website is our Central Hub with direct connections to social media 
presence for one-on-one & community engagement 



Facebook U.S. Department of State –  
Careers Page 



Facebook Careers in Foreign Affairs Group 

Facebook U.S. Department of State 
Careers in Foreign Affairs Group 



LinkedIn is an interconnected network of 43 million 
experienced professionals from around the world, 

representing 170 industries and 200 countries.  



Twitter allows 140-character “tweets” to update followers 
on current status, events, what’s happening now, 

relevant and appropriate content. Use TweetMyJobs.com 
to push opportunities to potential candidates. 



Status Updates and Blogging in One-Stop Shop – 
Career-Specific  Networking 



Employee experience videos are top-ranked on the 
YouTube statevideo channel. A “careers” playlist ranks in 

the most viewed category. 



• Ranked 6th as an ideal employer among undergraduates 
(Universum 2010) 

• Ranked in BusinessWeek's Top 20 Best Places  to Launch a 
Career for the last five years 

• Ranked 5th as one of the Best Places to  
 Work in the Federal Government (Partnership for Public Service) 

• 11,554 clicks to six social media sites through icons/links from 
careers.state.gov homepage during three-month timeframe 

• Best practices consulting to: GAO, USPS, Peace Corps, Terex 
Corporation, NASA, GSA, IRS, Grainger 

 
 

 

Evaluating Results 

http://www.businessweek.com/magazine/content/08_37/b4099036445894.htm
http://www.businessweek.com/magazine/content/08_37/b4099036445894.htm
http://data.bestplacestowork.org/bptw/index


Challenges & Lessons Learned 
 

• Prioritize and integrate your social media strategy 
and assign appropriate resources 

 

• Engage, maintain and sustain candidates through 
social/career networking media 

 

• Keep site information relevant, interesting, and 
focused on interactive conversations – contribute 
and engage, don’t just listen 

 

 

 


