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Value Propositions: Brand & Organisational Reputation 

 Employee Value Proposition (EVP): experience offered by employer in exchange 

for productivity and performance from employees. 

 Employee perspective: EVP determines their level of effort in meeting company 

mission, vision and values. 

 Employer perspective: EVP attracts, retains and motivates employees to drive 

business success. 

 Employee engagement involves the intellectual/emotional attachment an 

employee has to their organisation. 

 Rationally engaged: employees understand how their work contributes to the 

organisations success as well as knowing their role and company objectives. 

 Emotionally engaged: employees feel inspired to do their best and are passionate 

about their work. 

 Employee engagement relates to employee performance, operating margin, 

turnover and absenteeism. 

 The EVP or employment brand, how employers present themselves to future 

employees, must be aligned with corporate brand to ensure a company can 

retain the people they recruit. 

 Corporate brand will show who a company is to their customers. 

 Reputation is an assessment related to an organisations products/services and 

calibre of employees in comparison to competitors. 

 Effective brand alignment involves HR and Marketing to work together to 

develop an integrated employee and customer experience. 

 Celebrity CEO: over emphasis of performance of organisations on individuals. 

 Celebrity Firm: large amount of public attention that organisations receive for 

their distinctive action. 

 Sustainability and EVP allows for flexibility to target key employees; high 

performers and high potentials. 

 

Rindova, Pollock & Hayward 2006, Celebrity Firms 

 Journalists often attribute extraordinary qualities to some firms and their 

actions, and in the process endow those firms with celebrity. 

 Achieving celebrity is not indicative of long term effectiveness or success of the 

firm. 

 ‘Celebrity’ alters the economic opportunities available to those who achieve it. 

 Celebrity refers to an individual whose name has attention getting, interest 

riveting and profit generating value. 



 Defining characteristic of ‘Celebrity’: social actor who attracts a large scale of 

public attention. The greater the number of people who know the actor, the 

greater the value of the actor’s celebrity. 

 Celebrity firms attract higher levels of public attention and positive emotional 

responses. 

 Celebrity CEO’s often command high value compensation packages without high 

levels of performance. This relates to the idea that ownership of celebrity can 

allow for owners to maximise their economic benefits without doing much. 

 Without audience attention a firm’s ability to generate positive emotional 

responses could have limited economic consequences.  

 Modern day celebrities are products of mass communication. Mass media plays a 

powerful role in directing public attention towards particular actors/issues. 

 Celebrity: “marriage of entertainment to create and sell highly visible products 

called celebrities.” (Rein, 1987) 

 Socially constructed nature of celebrity creation process suggests that celebrity 

can be managed and not fabricated. 

 Network theory: relationships with others serve as indicators of quality.  

 Institutional theory: endorsements by authoritative actors confirm desirability 

and appropriateness. 

 The growth of mass communication technologies contributes to the emergence 

of celebrity and its spread to various industries. 

 The media controls both the technology that disseminates information about 

firms to large audiences and the content of information disseminated. 

 Celebrity creation process: portrayal of conflict, use of a protagonist and 

character development. 

 

Social Architecture in Organisations 

 Social architecture provides control and coordination in large organisations 

 Three dimensions of social architecture: social capital, shared goals and global 

mindset. 

 Social capital: relationship amoung employees. 

 Shared values: content of the organisations’ culture. 

 Global mindset: openness of individuals to other nations and cultures. 

 Dimensions of social capital: structural, relational and cognitive. 

 Structural dimension: existence of links between people. 

 Relational dimension: strength of personal relationships. 

 Cognitive dimension: shared beliefs, language and terminology. 

 Benefits of social capital: access to information, enhanced collaboration, 

facilitates the attraction & retention of talent. 

 Social networks: bonding and bridging. 



 Bonding: group cooperation and control, present united front to third parties. 

 Bridging: access to new information, easier to adapt to environment changes. 

 Shared values relates to organisational culture. 

 Organisational culture: shared assumptions that a group holds and how they 

perceive and react to various environments. 

 Drivers of organisational culture: founders values, national culture, firm’s 

strategies and the behaviour of leaders. 

 Culture provides employees with an organisational identity. 

 Global mindset: cultural perspective and strategic perspective. 

 Cultural perspective: “citizens of the world” who work with cultural diversity. 

 Strategic perspective: “matrix of the mind” managers who balance competing 

priorities. 

 Global mindset allows for equal opportunity for all and international mobility 

and project work.  

 

Snell 1999, Social Capital and Strategic HRM 

 Social capital: “actual and potential resources embedded through and derived 

from the network of relationships possessed by individuals or units.” (Nahapit 

and Ghoshall 1998) 

 Social capital can operate at various levels; individual, team, organisation, 

community or entire economy. 

 Social capital increases or decreases depending on one’s position in the structure 

of relationships. (Burt 1992) 

 Human capital was more important for promotions at lower levels of the 

organisation, while social capital was more important at the higher ranks. 

 Managers with more social capital get higher returns to their human capital as 

they identify and develop more rewarding opportunities. 

 “If the formal organisation is the skeleton of the company, the informal is the 

central nervous system driving the collective thought process.” (Krackardt and 

Hanson 1993) 

 Employee development, an egalitarian work environment and collaborative HR 

configurations distinguish firms with high levels of social capital from those 

without it. 

 When the environment shifts, strong ties can create organisational inertia by 

restricting actions outside the network. (Portes 1993) 

 Firms can cultivate new outside contracts not just to reduce costs but to ensure 

the fresh flow of ideas, knowledge and skills to complement the organisation’s 

core. (Matusik and Hill 1998) 

 


