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ABSTRACT

Companies and organizations are searching hard enough to improve business
performance. It is more apparent in the 21st century that employees are the most critical assets
of organizations. Organizations that need to enroll gifted employees should stay aware of the
competitive environment and keep the current high-caliber staff. By utilizing the endeavors'
employer image and bonding emotionally with the employees, the probability that quality
workers are held in the company is high. This quantitative research focused on the impacts of
hierarchical culture and authoritative commitment on employer branding. The study is
significant to shed light on the factors that influence employer branding. The exciting finding
of this research is that organizational culture has a more substantial impact on employer
branding than organizational commitment. The same finding can be significant for business
professionals’ employer branding efforts and academics working in the employer branding

concept.
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Isveren Markasi Uzerinde Hangisi Daha Cok Etkili? Orgiitsel Baghhk mu,

Orgiit Kiiltiirii mii?

OZET

Sirketler ve kurumlar, is performanslarini artirmak i¢in siirekli arastirma yapmaya
devam ediyor. Giliniimiizde artik ¢alisanlarin, kuruluslarn en Onemli degeri oldugu
anlagilmigtir. Sert rekabet kosullarinda basarili olmak isteyen kurumlar, istiin yetenekli
calisanlar1 icin kurum baghligini artirmak ve yetenekli potensiyel calisanlar1 da sirketlerine
cekmek istiyor. Bu durum, mevcut calisanlarin bilgi ve beceri seviyesini yiiksek tutarak
performanslarini siirekli artrmay1 da zorunlu kiliyor. Basarili ¢alisanlarin elde tutulmasi ve
potansiyel ¢alisanlarin da kuruma talepte bulunmasi i¢in igveren imajini1 kullanmak ve
(potansiyel) calisanlarla duygusal bag kurmak hizla gelisen paradigmalarin igerisinde yer
aliyor. Bu nicel arastirma, hiyerarsik kiiltiiriin ve organizasyona baglilign, isveren markasi
iizerindeki etkilerine odaklandi. Bu ¢alismanin ¢iktilari, igveren markasini etkileyen faktorlere
151k tutmas1 bakimindan daha 6nce gerceklestirilen arastirmalardan farklilik icermektedir. Bu
arastirmanin ilgi ¢ekici bulgusu; orgiitsel kiiltiirtin, orgiitsel bagliliga kiyasla isveren markasi
iizerinde daha gii¢lii bir etkiye sahip olmasidir. Bu bulgu, isveren markasini gliclendirme
cabasi i¢cinde olan profesyoneller ve igveren markasi kavramina odaklanan akademisyenler

icin 6nemli olabilir.
Anahtar Kelimeler: Orgiit Kiiltiirii, Isveren Markas1, Orgiitsel Baglilik

JEL Kodlari: M5, M12, M100

1. INTRODUCTION

Organizational structure is covering all human values, economic, cultural, etc., in
today's life. It is affected by events. Therefore, the organization aims to be in harmony with
people and the whole environment. It also wants to have a power called organizational culture

for organizational purposes (Schein, 2010: 118).

It is possible to express organizational culture as a framework that combines cultural
values, philosophical assumptions, people's beliefs, and expectations (livari and livari, 2011:
509). Thus, organizational culture is a community that is of great importance in shaping the

members' behavior and thinking structure organizations behavior and thinking structures.
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Organizational culture is a broad concept that is also associated with organizational
addiction. Organizational dependence of individuals is the adoption of an employer brand
definition. This definition includes active human resources activities and those with a specific
purpose and working group (Armstrong, 2011: 20). The employer brand is at a level to
interfere with internal problems and events. With this aspect, the business becomes attractive
both inside and outside. Thanks to employer branding, the quality of the workforce increases.
Indirectly, the customer base and market power of the enterprise also increase. Besides, it is
thanks to the employer branding that they remain competitive with competitors (Dabirian et
al., 2019: 82). As a result, all these benefits increase employees’ commitment to the

organization.

Organizations find equipped employees and keep them connected to the companies due
to the high competition environment and the limited number of qualified staff. For this reason,
organizations must acquire an employer brand with a strong structure, and which will attract
employees (Backhaus and Tikoo, 2004: 501). The concept of organizational commitment
emerged as a result of employer brand activities. Employees with a high organizational
commitment level (Dabirian et al., 2019: 84) positively affect their work desire, performance,

and contribution to work.

In this study, the effect of employees’ and managers' organizational culture and
organizational commitment level on employer branding will be analyzed for Turkish
companies. A conceptual framework will be drawn before analyzing the variables. In this
context, various scales will determine the individual's attractiveness when applying for a job
and define employees' organizational culture and organizational commitment. Also, the scope

of this relationship will be expanded with demographic features.

In this research, an analysis will be made to see the effect of employer branding studies
on the relationship between companies' organizational culture and commitment in the
automotive sector. Additionally, examining the perception of employer branding activities
was also the focus of this study. It will also be discussed in this context that employer
branding variables are considered essential and prioritized by the employees. In this way, it
aims to contribute to the academic literature by focusing on Turkey's automotive sector's
business case. The main reason for selecting the automobile sector is that this sector's players
have global extends. Therefore the findings could be adopted by different branches of

automobile companies all over the world. Additionally, the number of employees relatively
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high in this sector will have various dimensions as they will be vastly discussed in the

following sections.
2. CONCEPTUAL FRAMEWORK

This part of the study was created to establish the conceptual infrastructure of the

analysis variables.
2.1. Organizational Culture

In the first studies aimed at defining the organizational culture, the essential elements of
organizational culture were emphasized, and cultural values and norms affect behaviors and
socialization were prioritized. The same points are included in the concept of organizational
culture, which is tried to be defined today, but the issue is approached from a broader
perspective. The management of corporate culture has been explored in the management
sciences and researchers and scientists from different disciplines such as communication,
psychology, sociology, social psychology, political science, and socio-cultural anthropology
(Vural, 2003: 20).

As a result of its research by different disciplines, the most general definition that can be
made for organizational culture is a whole consisting of common thoughts, beliefs, and values
that regulate the social and economic relations of the members of the organization and solve
their problems (Giiney, 2011: 36).

According to Eren (2004: 23), organizations consist of individuals with different
cultural mosaics who try to make a general definition. These individuals, combined with
mission and professional norms and measures, form a system of beliefs and values that are
different from other organizations as a natural result of forming a group but in themselves.
This created system helps different beliefs, values, attitudes, ways of thinking, and moral

understanding coexist within the organization, known as organizational culture.

The studies conducted for determining the organizational culture types have come up
with various alternatives. However, bureaucratic culture and innovative culture can be

described as the most general classifications (Demir, 2011: 40).
2.2. Organizational Culture and Business Attitude

A close relationship between organizational culture and business attitude makes this

concept more important in an organization's existence and continuity.
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Attitudes are the hidden forces that drive the behaviors. Therefore, it has been studied
how attitudes are formed and how they can guide behaviors in various cases. Thus,
understanding how attitudes emerge will make it easier to anticipate the possible behaviors of
the employees. Besides, how an attitude will be changed can be learned in the process;
therefore, it will be possible to enhance the organizations’ performance by predicting and
transforming the negative behaviors into positive ones (Baysal and Tekarslan, 1996:48). The
components that form the attitudes can be grouped under three segments: cognitive, affective,
and behavioral (Erdogan, 1999: 56).

The alienated employees will quit whenever they find chances (Greenberg and Baron,
2000: 78). Wrapping work, which is one of the attitudes in organizational behavior, is a
situational factor associated with satisfaction arising from a commitment to work and
profession (Balay, 2012: 2474). Employees with a high level of employment identify
themselves strongly with their organizations to increase their performance. Performance rates
will reduce absenteeism rates (Robbins and Judge, 2007: 57). On the other hand,
organizational commitment is one of the most important indicators of organizational
efficiency and effectiveness that intends to remain among the attitude variables. The stronger
the strength of their bond with their organizations, the more willing and efficient employees

are to adopt and work for their organization's values and goals (Porter et al., 1974: 603).

2.3. Organization Commitment

Employee commitment is a subjective concept defined in different ways. However,
based on the individual's perception of work experience, strong emotions, and attitudes he
creates towards his work. One of the most used employee loyalty definitions was made by
Locke. Locke (1976: 1297) defined employee loyalty as the appreciation of a person's job or
work life as a situation that results in a satisfactory or positive emotion. Some of the other

definitions for employee commitment are:

e psychological and environmental conditions that ensure one's job satisfaction
(Hoppock, 1935: 78),
e subjectively assessing the degree of fulfillment of the work done by the employees
and the emotional response to the person's work (Chappell, 2011: 82),
This concept, which is intertwined with organizational culture, helps to minimize
problems such as disruption of work and disruption in the organization due to the
organization's goals and tools. Besides, those who work in places with high employee loyalty

become part of the solution by making an extraordinary effort in case of an unexpected
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problem or in times of crisis. In this way, organizations that meet the employees' expectations
do not have difficulty finding personnel (Ozkalp and Kirel, 2010: 38).

2.4. Employer Branding

Employer brand attracts attention as an issue for today's institutions. The employer
brand is generally defined as the process of creating an original image of an institution in the
eyes of its current and potential employees. The employer brand (Mokina, 2014: 136), which
characterizes the organization as an employer and is associated with employment
characteristics, is included in the belief systems of potential and existing employees of the
organization (Collins and Kanar, 2013) and both towards the employment market outside
(Mokina, 2014: 140).

In job application processes, people search for being part of the institutions where they
share the same/similar attitudes, ideas, and values. At the same time, organizations choose
candidates who have similar characteristics (Bonaiuto et al., 2013: 779). From this point of
view, the employer brand establishes a basis for a relationship between ‘organizations'

existing employees and new employees (Kii¢iikgokdemir and Bal, 2018: 1093).

Both existing employees and new employees can be attracted by an organization's
concrete and symbolic brand qualities (Bonaiuto et al., 2013: 784). According to Van Hoye et
al. (2013: 543), the practical side of the employer brand (such as working conditions) and
symbolic images (such as adequacy) can be associated positively with organizational
attractiveness. So that not only the concrete elements but also emotional affection are
essential to appeal to existing and potential employees. Tatar et al. (2018: 346) found that the
employer brand "affects employees' sense of dedication, organizational support, and job
embeddedness™ in their study. Emphasizing the importance of existing employees in the
employer branding process, Wolf et al. (2015: 16) state that employees are a key stakeholder

with multiple roles and explain these roles as follows:

e Consumers of corporate brand identity: Many branding activities are directed to
employees.

e Co-creator: It actively shapes the institution's identity.

e Employer brand carrier Represents the organization against consumers, partners, new

employees, families
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3. RESEARCH HYPOTHESIS AND METHODOLOGY

As organizations move into an environment without borders, it has become increasingly
important to attract, engage, develop and retain talents (Lockwood, 2007: 42). Maintaining an
organizations' competitiveness requires a more significant employee commitment (Burke and
Cooper, 2006: 83). Barrow and Mosley (2005: 45) explain the three main reasons for
developing the employer brand: Organizations increasingly realize that their employees'
commitment and loyalty are not easy. Businesses also require a more focused, compliant, and
beneficial approach than in the past to attract the right people, encourage them for loyalty, and
apply the best of their abilities. In this context, the H1 was formed in this study how the
employer brand's offering career opportunities will affect this relationship:

e H1: Organizational Culture and Organizational Commitment affect Career
Opportunity & Development positively.

e Hla: Organizational Culture affects Career Opportunity & Development positively.

e H1b: Organizational Commitment affects Career Opportunity & Development
positively.

In this way, it will be investigated how to meet the employee's career expectation, how
culture and commitment being affected in a large workplace that is compatible with his values
and ideals (Bruce and Harvey, 2010: 47). Employer branding provides an effective
commercial bridge between human resources, internal communication, and marketing. Many
businesses have become aware of recruiting the right people, keeping them in the
organization, and developing. In this context, the organization's characteristics are of great

importance, leading us to create H2.

e H2: Organizational Culture and Organizational Commitment affect Working
Environment positively.

e H2a: Organizational Culture affects Working Environment positively.

e H2b: Organizational Commitment affects Working Environment positively.

In addition to financial expectations, employees are increasingly looking for an
organization that is sensitive to their values and the environment they work in and that they
can adapt to with the service they provide to customers (Minchinglon and Thome, 2007:14).
Hence, Organizational Features made it possible to add H3 to the hypotheses of this study on

how effective it is.
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e H3: Organizational Culture and Organizational Commitment affect Organization
Features positively.
e H3a: Organizational Culture affects Organization Features positively.
e H3b: Organizational Commitment affects Organization Features positively.
In the labor market, candidates can be very meticulous about where they will work.
Sometimes this is about salary or benefits. H4 was created to see this, in return, the

organizational culture and commitment provided.

e H4: Organizational Culture and Organizational Commitment affect Work and Life
Balance positively.

e Hd4a: Organizational Culture affects Work and Life Balance positively.

e H4b: Organizational Commitment affects Work and Life Balance positively.

Besides, Ewing et al. (2002: 4) works, internal products; see employees as internal
customers. Business products should attract, develop, and motivate employees so they meet
internal customers' needs and desires while addressing the organization's entire purpose. In
this context, work and personal life balance are of great importance. How this will affect the

concepts in the research will be investigated with the H5:

e H5: Organizational Culture and Organizational Commitment affect Salary and
Other Financial Benefits positively.

e Hb5a: Organizational Culture affects Salary and Other Financial Benefits positively.

e Hb5b: Organizational Commitment affects Salary and Other Financial Benefits

positively.

Companies' organizational culture in Turkey within the research scope and its impact on
employer brand to the positive and negative organizational commitment levels were
examined. To evaluate the issue more comprehensively, a quantitative survey method was
conducted by face-to-face interviews with 411 managers (15%) and employees (85%) who
work in the automobile sector in Istanbul. The sample tolerance of research findings is 5% in

95% confidence interval.

In the survey, seven questions were asked to determine the participants' demographic
characteristics. Additionally, sixty questions created with a 5-point Likert type scale were
asked to determine the individual's attractiveness when applying for a job. To determine the

employees' organizational culture, 36 questions created with a 5-point Likert type scale were
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asked. Finally, the individual's organizational commitment is measured with 18 questions
created by a 5-point Likert type scale. The details of the scales used are as follows:

The scale of employer branding: This scale was developed by Oksiiz (2012: 67) with
Grounded Theory and translated into Turkish and adapted. The scale of organizational
commitment: There are 18 questions to measure employees' commitment to the organization.
To evaluate the employees' organizational commitment (Wasti, 2000: 57; Cetin, 2006: 78),
Meyer and Allen's three-dimensional organization commitment scale, which was previously
translated into Turkish and tested for validity and reliability, was used. In this study, the
scale’'s dimensions' reliability coefficients are as follows: alpha 0.64 for emotional
commitment, alpha 0.68 for continuity commitment, alpha 0.72 for normative commitment.

The overall reliability coefficient of the scale was calculated as alpha 0.73 (Ozutku, 2009: 79).
4. RESULTS

Frequency analysis was conducted to determine the distribution of demographic
information of the participants. While 22.6% of the participants are managers, 77.4% are
employees. Besides, the vast majority of the participants are married (79.5%). Distribution by
experience is evenly distributed: the proportion of those with 1-5 years of experience is
21.2%, the proportion of those with experience of 6-10 years is 20%, the proportion of those
with experience of 11-15 years 13.1% is the ratio of those who have experience for 16-20
years and is 30.4%, the rate of those who have experience for 21-30 years is 11.9%, and the

rate of those who have 31+ years experience is 3.4%.

The sub-dimensions of employer brand, organizational culture, and organizational
commitment scales were calculated based on the guidelines' steps. Additionally, descriptive
statistics for these sub-dimensions were given to determine the relationship between the
organizational culture and organizational commitment scales of the employer brand scale, a

correlation analysis was performed, and a Pearson correlation coefficient was obtained.

The Work Environment sub-dimension, Business characteristics sub-dimension, Work
and Life balance sub-dimension, and the Salary and Other Material Benefits sub-dimension
have a positive and significant relationship with the levels of participation, consistency,
adaptability, mission sub-dimensions at the levels specified in Table 1. There is no significant
relationship between these sub-dimensions and organizational commitment scale sub-

dimensions.
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To determine the effect of organizational culture and organizational commitment scales
on the employer brand, five regression models in which the sub-dimensions of the employer
brand scale were taken as dependent variables, and the organizational commitment scale and
organizational commitment scale sub-dimensions, respectively, were established and tested
(Table 2 and Table 3).

Table 1. Correlation analysis results

Career Work | Salary and
Opportunities| Working | Organization| and Other
and Environment Features Life Financial
Development Balance | Benefits
Participation r .849** 793** J67%* 751** .810**
P p .000 .000 .000 .000 .000
Consistenc r .889** .894** .856** .819** .827**
y p .000 .000 .000 .000 .000
r *K Kk Hk K% K%
Adaptability .900 .887 .920 .928 .844
p .000 .000 .000 .000 .000
o r .812** J71%* .669** .648** J71%*
Mission
p .000 .000 .000 .000 .000
Commitment | p 962 294 335 682 257
Continuance | I -.026 .007 .013 .009 -.009
Commitment [ 595 894 798 853 .859
. r -.026 .007 .023 .027 -.011
Normative
Commitment | 594 894 646 587 824

The first regression model (Table 2), in which the sub-dimensions of career
opportunities and development, and sub-dimensions of organizational culture and
organizational commitment scale, were taken as independent variables (F = 861,049; p
<0.01). The rate of independent variables to explain dependent variables is 93.7%. When the
significance levels of parameter coefficients in the model are examined, the sub-dimensions
of the organizational culture scale significantly affect the career opportunities and
development and the sub-dimensions of the organizational commitment scale did not

significantly affect the career development and opportunities.
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Table 2. Regression analysis results (model 1,2,3)

Unstandardized Standardized
Coefficients Coefficients ¢ o
Models B Std. Error Beta
Constant -0.006 0.057 -0.105 | 0.917
Participation 0.086 0.037 0.093 2.299 | 0.022*
Consistency 0.352 0.023 0.363 15.193 | 0.000*
(Model 1)
Adaptability 0.402 0.024 0.443 16.660 | 0.000*
Career Opportunities | , ,. . "
and Development Mission 0.166 0.036 0.169 4,585 | 0.000
F=861.049; p=0.000* X i
R2=0.937 Emotional Commitment | -0.017 0.015 -0.029 -1.123 | 0.262
Continuance 0.003 0.019 0.004 0.145 | 0.885
Commitment
Normative Commitment 0.004 0.017 0.006 0.267 | 0.790
Constant 0.040 | 0.067 0.597 0.551
Participation -0.067 | 0.044 | -0.072 -1.530 | 0.127
(Model 2) Consistency 0.411 | 0.027 0.423 15.100 | 0.000*
. Adaptability 0.453 | 0.028 0.498 15.962 | 0.000*
Working —
Environment Mission 0.189 | 0.042 0.192 4.443 | 0.000*
F=610.561; Emotional -
0=0.000* Commitment 0.040 | 0.018 0.067 2.221 0.027
R2=0.914 Continuance -0.025 | 0.022 | -0.037 11139 | 0.255
Commitment
Normative -0.003 | 0.020 | -0.004 -0.152 | 0.879
Commitment
Constant -0.088 | 0.072 1215 | 0.225
Participation 0.238 | 0.047 0.236 5022 | 0.000*
(Model 3) Con5|ster.10.y 0.490 0.029 0.465 16.693 | 0.000*
Adaptability 0.537 | 0.031 0.544 17.545 | 0.000*
grgta”'za“o” Mission -0.266 | 0.046 -0.249 -5.804 | 0.000*
nglugrgzl_ Emotional
:O 060 ’ Commitment 0.032 0.019 0.049 1.647 0.100
%_2:'0 915 Continuance
' Commitment -0.027 | 0.024 -0.036 -1.129 | 0.260
Normative
Commitment 0.013 0.021 0.017 0.599 0.550

The second regression model (Table 2), in which the sub-dimensions of the working

environment were subordinated,

and the organizational

culture and organizational

commitment scale sub-dimensions were taken as independent variables (F = 610,561; p
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<0.001). The rate of independent variables to explain dependent variables is 91.4%. When the
significance levels of parameter coefficients in the model are examined; It was observed that
the sub-dimensions of the organizational culture scale affect the working environment
significantly and positively, while the sub-dimensions of the organizational commitment scale
affect the working environment positively. In contrast, the other sub-dimensions did not affect

the working environment sub-dimension significantly.

The third regression model (Table 2), in which the sub-dimensions of the enterprise
characteristics sub-dimension, the organizational culture, and the organizational commitment
scale sub-dimensions were taken as independent variables, was found significant (F =
618,991; p <0.001). The rate of independent variables to explain dependent variables is
91.5%. When the significance levels of parameter coefficients in the model are examined, the

organizational commitment subscales did not affect the organizational commitment

significantly.
Table 3. Regression analysis results (model 4,5)
Unstandardized Standardized
Models Coefficients Coefficients t p
B Std. Error Beta
Constant -0,065 0,080 -0,807 | 0,420
Participation 0,120 0,053 0,117 2,288 | 0,023*
(Model 4) Consistency 0,362 0,033 0,338 11,111 | 0,000*
. Adaptability 0,681 0,034 0,679 20,046 | 0,000*
Work and Life —
Balance Mission -0,163 0,051 -0,150 -3,207 | 0,001*
F=509,206; Emotional ) ) )
0=0,000 Commitment 0,035 0,021 0,053 1,620 | 0,106
R2=0,897 Continuance | 555 0,027 -0,006 -0,183 | 0,855
Commitment
Normative 0,058 0,024 0,074 2444 | 0,015
Commitment
Constant -0,255 0,106 -2,410 | 0,016*
Participation 0,154 0,069 0,148 2,228 | 0,026*
Consistency 0,353 0,043 0,325 8,230 | 0,000*
(Model 5) Adaptability | 0,403 0,045 0,395 9,012 | 0,000*
Salary and Other — =
F=280,408;p=0,000 | Emotional *
R2=0,630 Commitment 0,093 0,028 0,140 3,298 | 0,001
Continuance | 5gq 0,035 -0,086 -1,879 | 0,061
Commitment
Normative -0,032 0,031 -0,040 -1,026 | 0,305
Commitment
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The fourth regression model (Table 3), in which the sub-dimensions of work and life
balance sub-dimensions and organizational culture and organizational commitment scale sub-
dimensions were taken as independent variables, were found significant (F = 618,991; p
<0.001). The rate of independent variables to explain dependent variables is 91.5%. When the
significance levels of parameter coefficients in the model are examined, the sub-dimensions
of the organizational culture scale significantly affect the work and life balance sub-
dimension, while the sub-dimensions of the organizational commitment scale did not

significantly affect career development and opportunities.

The second regression model (Table 3), in which the sub-dimension of Salary and Other
Material Benefits was dependent, and the sub-dimensions of organizational culture and
organizational commitment scale, were taken as independent variables (F = 280,408; p
<0.001). The rate of independent variables to explain dependent variables is 83%. When the
significance levels of parameter coefficients in the model are examined; It was observed that
the sub-dimensions of the organizational culture scale affect the working environment
significantly and positively, while the sub-dimension of the organizational commitment scale
affects the salary and other material benefits sub-dimension. In contrast, the other sub-

dimensions did not significantly affect the salary and other material benefits sub-dimension.

5. DISCUSSION

In the first of the created models, the 'career opportunities and development' dependent
variable, organizational culture scale, and organizational commitment scale were determined
as independent variables. It is seen that the model created as a result of the analysis is
significant, and the level of explanation is high. "Working environment” in model 2,
"organization features” in model 3, "work and life balance” in model 4, and "salary and
material activities” in model 5 are determined as dependent variables. As a result of the
analysis made, it was concluded that the models are meaningful, and the levels of explanation
of the model are high. When we look at the literature about these results, it is possible to say

that some results are similar, and some are different.

According to the results of the H1 constructed in the first model, the organizational
culture positively affects the employer brand in the context of Career Opportunities and
Development. The sub-dimension in which this relationship most vital was "adaptability."
The external adaptation dimension can be explained as directing the strategic interest to the
customers' demands and the external environment's requirements. In this cultural dimension,

the importance of change skills necessary for organizations to quickly adapt to environmental
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changes is emphasized. The dimension of adaptation skills is perceived as an important goal
for all employees to learn new information about their jobs.

It is seen that organizations are aware that gaining external adaptation skills can only be
achieved by acquiring new information and that they aim to obtain further information with
their work. The literature, Backhaus and Tikoo (2004: 504) state that institutions benefit from
employer branding to influence the potential workforce and adapt existing employees to
corporate culture and strategies. Schein (2010: 121) also states that the organizational culture
that emerges during its adaptation to the external environment is related to the employer
brand. In the literature, in the study of Ramdhani, Ramdhani, and Ainisyifa (2017:826), it was
concluded that organizational culture has a significant impact on the employer brand. This is

felt especially in the field of education and development, and communication.

There is a statistically insignificant relationship between organizational commitment
and employer brand in terms of career opportunities in the analysis. However, in the literature,
Kuruiiziim et al. (2010: 183) argue that career opportunities are effective in organizational
commitment, saying that employees' level of commitment is affected by the human resources
policies followed by institutions and generally by the attractiveness of outside job

opportunities rather than being sectoral.

According to the results of the H2 constructed in the second model, the organizational
culture positively affects the employer brand in the "adaptability” sub-dimension in terms of
Working Environment and negatively in the “participation” sub-dimension. Besides, the
"emotional commitment™ has a positive relationship with the employer brand. When we
examine the studies in the literature, Mowday et al. (1979: 224), it is claimed that work
experience causes the employee to be competent in fulfilling his / her roles by satisfying the
employee's psychological needs more than the other determinants and to feel satisfied in the

organization.

Considering that most of the participants have high work experience, this result is
consistent with the literature. Besides, in the study conducted by Kara (2013: 34), the
relationship between the employer brand and the emotional commitment dimension of
organizational commitment was examined. According to the analysis results, positive and
significant relationships were found between all elements of the employer brand and

emotional commitment.
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According to the results of the H3 hypothesis constructed in the third model, the
organizational culture affects the employer brand positively in the "adaptability” sub-
dimension in terms of Organization Features and negatively in the "mission” sub-dimension.
Besides, in the analysis, organizational commitment and employer branding are in a
statistically insignificant relationship. In the literature, this result coincides with Lockwood's
(2007: 46) study, arguing that businesses that provide workplace culture are also successful in
employer branding. According to the results of the H4 constructed in the fourth model, the
organizational culture positively affects the employer brand in all sub-dimensions in terms of
Work and Life Balance. Besides, in the analysis, organizational commitment and employer
branding are in a statistically insignificant relationship. Regarding this first result in the
literature, Tanwar and Prasad (2016: 854) mention the importance of work-life balance in the
employer brand and argue that it is effective in corporate culture.

According to the results of the H5 constructed in the last model in the study,
organizational culture positively affects the employer brand in the ™"adaptability” sub-
dimension in the sense of Salary and Other Financial Benefits and negatively in the "mission"
sub-dimension. Therefore, financial gain and fringe benefits can have a negative effect on the
employer's brand perception. Generally, there is an opposite result in the literature. The
argument of many is as follows: Human resources departments develop employer brands to
attract candidates and keep their employees so that they can offer values such as corporate
culture, mission, and ethical values that will differentiate the company by looking far beyond

salary and additional benefits, and they have to manage the communication as a critical point.

Human resources are responsible for shaping branding in line with the organization's
strategy. (Sandler, 2005: 15).

Employer Branding includes both tangible features such as salary, rewards, and benefits
and intangible assets such as an ‘organization's culture, values, management style, and
employee development opportunities (Dawn and Biswas, 2010: 21). However, according to
Reychav and Sharkie (2010: 227), trust in management, psychological support, management
values , and rewards are strong priorities of employee perceptions. These are positively
associated with the extra-role behaviors of the employees. Therefore, other priorities, other
than financial expectations, may be effective. In the analysis, organizational commitment and
employer branding are in a statistically insignificant relationship in most of its sub-
dimensions. Similar to this result, Vaijayanthi et al.'s (2011: 91) research results show a

positive but statistically insignificant relationship between employer brand and organizational

96



Al-khoja, J. A. A., Girisken, A.

commitment. Priyadarshi (2011: 510) examined the employer brand in his study. He
suggested that the current organizational environment impacts the emotional engagement
negatively. Therefore attention should be paid to creating opportunities to foster informal

culture and roles.
6. CONCLUSION

In this study, where the effects of organizational culture and organizational commitment
of the employees were investigated in relation with employer branding for the companies
operate in Istan bul, Turkey. The influence of the company managers on employer brand
operating was analyzed. As a result of the analysis, the relationship between organizational
culture, organizational commitment, and employer brand were clearly defined. This study is

important for expressing managers’ and employees' opinions about employer brand activities.

As a result of the correlation analysis that was conducted to determine the employer
brand relationship with the organizational culture and organizational commitment. According
to the findings, significant relationships were obtained between the variables of participation,
consistency, adaptability, and organizational culture, which are the variables of employer
brand scale, career opportunities, development, working environment, business

characteristics, work,-life balance, salary and other financial benefits.

Five regression models were created to determine the effects of organizational culture
and organizational commitment. Employer brand and sub-dimensions are dependent
variables; organizational culture and organizational commitment were independent variables.
As a result of this analysis, organizational commitment was obtained as the most important
determinant of the relationship between the employer brand and the employees. By
establishing strong organizational commitment, belonging to the organization will be created

for the employees, and the turnover will be reduced.

In the future research, international organizations can be analyzed and the differences
between the findings for Turkish companies can be compared with international ones. The
impact of culture on organizational commitment can also be investigated. At the same time,
the differences between public and private sectors in terms of organizational commitment can

be researched.

There are a number of limitations that the effect of gender can be identified for
establishing strong bonds for enhancing employer branding. Male and female employees may

be effected differently by the organizational culture and commitment. Additionally the
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difference between various sectors can be examined in the future research to understand the

outcomes are valid for this sector or they can be generalized for other sectors.
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