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HR brand: Transmitter of developing the organizational reputation and sustainability
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Abstract

Creating a strong reputation is dramatically interesting for corporrating due to the success of the business
which directly related to the organization's reputation. A strong positive reputation helps to attract attention easily
and enhances the competitiveness of the organization, including all the advantages in attracting and retaining
valuable resource of the organization whether its customers, suppliers and others who support organizations to grow
and succeed. Therefore, the concept of corporate identity, corporate image and corporate reputation are being a
strategically important for operations of the organization. Additionally, these concepts have been expanded into
practices to all functions of the organization, including human resource department where the primary role is to take
care of people in the organization. This article proposes the concept of HR brand, the element of HR brand and the

process of HR brand building. This demonstrates importantly of human resources in an organization that has been
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the role of the corporate brand. It proposes the linkage of the marketing concept of the brand into the human

resource area.

Furthermore, it also opens up the view of HR professionals as employing more strategic thinking,

thereby helping develop their skills of being a strategic partner in their company’s mission.

Keywords: HR brand, corporate branding, corporate reputations
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Figure 1 The relationship between identity, image,

and reputation of the organization
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