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rwN NWtin obiatie is to identity the perception 
mner traNing attributes on private insurance 

anplevs in wothukudi Distric. Stratified random 

snping ws emplov ed to selet 102 employees; frm Private 

Insurn Nnnnv has located in Th0othukudi District. From 

the stu, ii is ind that there is a lot of scope to improve 

CwN the poyer branding attributes called work 

etV i DAtent, ompensation & reward, work life balance and 

Snholi enetit in the study area since most of the employee 

perive s low in all other empioyer branding attributes and 

leset number ot emplov ees pereive it as high 
Keyverds Percepion Branding Image. 
nioves ni Retention 

INTRODUCTION 

Insurance. 

In tie revent years in organizations, competition concerming 

attrating and retaining the best possible competent employees 

has increased significantly. This competition will increase 

even more since the worldwide population ages because in the 

worid population nearly 60 percent employees are in the age 
of 20-60 vears and this vill decrease in near future to 45 

percent. In market minted with high competition, obtaining 

and retaining right employees becomes increasingly dificult 

2$ applicants per vacant post decrease. The competition for 

the best employees will be as important as the competition for 
Customes in future. Hence there is an increased need for 

orgiaizations to develop strategies essential to ensure that 

thei| employee will remain in the future. In this regard 

stracgies needed can be summarized under the name of 

employer brand. 

II. REIEW OF LITERATURE. 

Punitha (2016) this study discusses the concept of crmpioyer 
branding in private life insurance companies. eneraliy, 
cmployer branding is how the company create the brand 
image to the market. Here employer plays a major role like a 
"brand promoters". This study covers the Western region of 
Tamilnadu as geographical area, which incudes seven 
ditterent districts. The total sample size incuded 73) 
Employees. The objective of this study is to find Gut the 
emplovees' opinion towards the human resource practices, 
employees' perception towards the value proposition and 

employees' satisfaction level towards the empioyer branding 
components among the private Life Insurance companies. The 

present study is based on both primary and secondary data. A 

special care was given to design the interview schedule to 

collect the primary data. The present study is applied the 
proportionate Stratified Random sampling technique. Data 
analyzed by using Chi-square test, Garrett Ranking. 
Independent-Samples T Test, Analysis of Variar.ce. This 
study reveals that in private life insurance companies, 

employees are working like rolling stones instead of brar.d 
ambassadors. Hence private life insurance companies have to 
implement the employer oranding concept. This concept could 
help the industry to create a right opinion about heir 
organization to employces, control the attrition, improve the 
employee attraction as w ll retention. 

Objectives of the study 
To assess the profi!le of private sector insurance 
companies employees in the thoothukudi district 

To know the perception on employer brandirng attributes 
on private insurance employees in thoothukudi district. 
To identify the attributes of employer branding with 
demographic variables of private insurance ernployees. 

III. RESEARCH DESIGN AND METHODOLOGY 

The present study carried ot by the researcher is an ernpirical 

in nature and the study is based on the survey nethod. The 
researcher collected the data required for carryinz out the 

present study in two Stages. In the first stage, the personal arnd 

occupational data relating to sarnple respondents, their 

perception about the employer branding atributes and their 
retention intention attitude were collected arnong the selecttd 

sample respondents with the help of the questionnaire 

specially designed for this purp0se. During the seuond taze 
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reald o the sthty such as the vcttelaung to cmploye Ivandmg, cmplO) CT atttaction and tetentiu cte, t \aouv Journals, published and wmpublished tcvwd, tepus, ok 9, 

Stratitict random sampling was cnplovd t0 elet 0) respondents, ivate thom insurahce vompanies lN atcd m lhoothuk udi Disttict. Fu analyziny the data collotel during the investigatiu), the tollowing statistical tools such 
description analysis and 1 (est wero tscd used upon the 
nature of data reeivd fron respondents 

Source: Primary data; 
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S, No 

3 

5 

Age 

Gender 

Profile of Private Sector Insurance Respondents 

Variable 
Indices of Profile 

Marital Status 

Type of Family 

Educational Qualification 

Monthly Income 

Designation 

Experience 

Table No. I 

Below 30 
31-40 
41-50 

Above 50 

Total 

Male 

icodents belong to the ape proup of 40 / st I' 

Iepondeuty helong to the aye group of 4-3) years 

epoodents ctog to clde ngc group of more than years, 

( the bt ot gender, 73 resondents are male cmployee 

female empluyees, ,nsidering the 

maital status, 34 respondents c married and G8 respirleits 

are un nmarried. ln terms of faily structure, 72 revpndt 

helong to nuclea fnj and 30 respondeits ive in int 

family structure., 

Female 
Total 

Married 

Unmarried 
Total 

Nuclear 

Joint Family 
Total 
UG 

PG 
Professional 

Total 
Below 30000 

Table I revcals the profile of repnilnta n the tao f a 

30001 � 40000 
40001-50000 
Above S0000 

Total 

Officers 
Clerk 

Total 

Less 

Moderate 

Well 

Total 

(Figures in parentheses are percentage) 

Table No.2 

Private Sector Insurance 

(N=102) 
36 (353) 

26 (25 5) 
29 (28.4) 
1l (10.8) 

102 (100.0) 

73 (71.6) 
29 (28.4) 

102 (100.0) 

oSCo 

34 (33.3) 
68 (66.7) 

102 (100.0) 
72 (70.6) 
30 (29.4) 

102 (100.0) 
52 (51.0) 
31 (30.4) 
19 (18.6) 

102 (100.0) 
39 (38.2) 
30 (29.4) 
17 (16.7) 
16 (15.7) 

102 (100.0) 
65 (63.7) 
37 (36.3) 

102 (100.0) 
29 (28.4) 

39 (38.2) 
34 (33.4) 

102 (100.0) 

On the basis of educational qualification 52 respondents belong to under graduation category, 31 respondents belong to post 

graduation category and 19 respondents belong to professional course category. In terms of income 39 respondents earn less than Rs. 

30000, 30 respondents earn Rs.30001 -40000 per month, 17 respondents earn Rs. 40001-50000 per month and 16 respondents earn 

more than Rs. 50000 per month. On the basis of designation of the respondents, 65 respondents are officers and the remaining 37 

respondents are clerks. 

Table 2 presents the perception of private sector insurance employees' about the employer brancing attributes. 
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Dimeusion 

Work Environment 

Organizatin Culture 
Compensatim Reward 

Work Lwd 

Reputation 
Work Lite Balance 

Symbolic Benctit 
Iraining and Development 
Brand Promise 

Brand Communication 

High Mean + SD) 

l'erception of Respondents on Fployer Branding (Private lnsurance lespondents N-102) 

Source: Primary Data 

Mean 

24.56 

24.18 

?4.69 

23.46 

23.98 

24.67 

24.23 

23.75 

23.80 

23.74 

SD 

The above table reveals that out of one hundred and two 
employees from private insurance companies, 21 respondents 
perceive that the Work Environment in their insurance is 
low'. 42 (41%) respondents perceive that the Work 
Environment in their organization is 'mediurm' and 39 
respondents perceive that the work environment is high'. 
With regard to work environment mean value of respondents 
is 24.56 and standard deviation is 3.11I. The mean and the 
standard deviation value for the attribute called organization 
culture are 24.18 and 2.61 respectively. Further 50 percent 
respondents perceive organization culture is medium in level 
followed by 25 percent respondents perceiving it as low and 
25 percent respondents perceive it as high. 21 (21%) 
respondents perceive that the compensation and reward in 
their bank is low', 37 (36%) respondents perceive that the 
compensation and reward in their organization is 'medium' 
and 44 respondents perceive that the compensation and 
reward are high. The mean and the standard deviation value 
for the attribute called work load are 23.46 and 3.17 
respectively. Further 55 percent respondents perceive that 
work load in their insurance is medium in level followed by 
28 percent respondents perceiving it as low and only 17 
percent respondents perceive it as high. 34 respondents 
perceive that the reputation for their bank is 'low, 41 (40%) 
respondents perceive that the reputation for their insurance is 

"medium' and 27 respondents perceive that the reputation for 
their insurance is 'high. With regard to reputation of 
insurance mean value of respondents is 23.98 and standard 
deviation is 2.99. The mean and the standard deviation value 

for the atribute called work life balance are 24.67 and 2.96 
respectively. Further 49 percent respondents perceive work 
life balance opportunity is medium in level followed by 34 
percent respondents perceiving it as high and only 17 percent 

I2(21) 
261| 25 (23) 
? 80 21 0) 

2.99 
1.17 29 (28) 

2.9% 
2.76 
2.76 

(Mean - SD LOw: Moderate In between (mean + SD) and (mean -- SD): 

2.50 

Iow 

2.46 

Ievel of Pereeption in Nunher of 
Respondents 

4 (33) 
17 () 
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24 (24) 
26 (26) 

23 (22) 
26 (25) 

Mrdim 

42 (41) 

41 (40) 

SCo 

50 (49) 
44 (43) 

58 (57) 
53 (52) 

56 (55) 

Iligh 

olega o 

44 (43 

Keela Eral 

170) 
27(27, 

QTuticorin Dist. 

3534) 

respondents perceive it as low. 44 (43%) respondents perces ve 
that the symbolic benefit in their insurance is med1u 
(33%) respondents perceive that the symbolic benefi! in their 
organization is high' and 24 respondents perceive that the 
symbolic benetit is low'. With regard to symbolic benetit 
respondents mean value is 24.23 and standard deviation is 
2.76. The mean and the standard deviation value for the 
attribute called training and development opportunities in their 
bank are 23.75 and 2.76 respectively. In addition 52 percent 
respondents perceive training and development opportunities 
as medium in level followed by 26 percent respondents 
perceiving it as low and 22 percent respondents perceive it as 
high. In the case of brand promise 57 respondents perceive 
medium level in their insurance followed by 22 percent 
respondents perceive as that the brand promise is low in their 
bank and only 21 percent respondents perceive it is high. 
Further brand communication is medium level only as 55 
percent respondents perceive brand communication is medium 
and followed by 25 percent respondents perceiving brand 
communication is low and 20 respondents perceive brand 
communication is high in their insurance. 

3403) 

It concludes that still there is a lot of scope to improve except 
the employer branding attributes called work environment, 
compensation & reward, work life balance and symbolic 
benefit in the study area since most of the employee perceive 
as low in all other employer branding attributes and lesser 
number of employees perceive it as high. 

23 (22) 

In order to find out whether the difference in the mean scores 
between the sample respondents who fall under different 
categories (gender, marital status, type of family, and shifting 
plan) is significant, independent t test has been applied and 
the results are presented in Table 3. 

21 (21) 
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Demographic 
variable 

Gender 

Marital Status 

Type of Family 

Shifting Plan 

Source: Computed Data 

Classification 

Mean Score on Attributes of Employer Branding for 

Private Sector Insurance Respondents' 

Male 

Pemale 

Married 

Unmarried 
Nuclear 

Joint Family 
No 

Yes 

73 

Size 

29 

V. SUMMARY AND CONCLUSION 

34 

68 

72 

30 

59 

ISSN: 2393-9028 (PRINT)| ISSN: 2348-2221 (ONLINE) 

Table No.3 

43 

"Fronn Table 3, it is clean that in all the cases p values are more 
than 0.05. Since p value is more than 0.05 the null hypothesis 
is accepted at 5 % level of significance. Hence it is concluded 
that there is no significant difference of mean value of 
perception about attributes of employer branding between the 
private sector insurance respondents who have been classified 
according to the gender, marital status, and type of family, and 
shifting plan. Comparing the mean attitude score of the 
respondents and their demographic variable of the respondents 
is more or less equal to other category and there is no 
significant mean difference between them since p value is 
more than 0.0S. 

It is observed that in the private sector insurance 
employees (102), on the basis of age, around 35 percent 
respondents belong to age group of below 30 years, 71.6 
percent respondents are male employees, 
It is find that majority (33.3 percent) of the respondents 
are married, 70.6 percent respondents belong to nuclear 
family, 5lpercent respondents have under graduation 
qualification, 38.2 percent respondents earn less than Rs. 
30000 category and out of total 102 respondents 63.7 
percent respondents are ofticers. 

It is observed that still there is a lot of scope to improve 
except the employer branding attributes called work 
environment, compensation & reward, work life balance 
and symbolic benefit in the study area since most of the 
employee perceive as low in all ther employer branding 
attributes and lesser number of employees perceive it as 
high. 
It is captured that the comparing the mean attitude score 
of the respondents and their demographic variable of the 
respondents is more or less equal to other category and 
there is no significant mean difference between them 
since p value is more than 0.05. 

The contribution of the insurance companies system is highly 
significant in the development of the economy of any nation. 
In the case of developing countries like India, insurance 

Mean 

241.79 

239.24 

239.53 

241.84 

242.01 

238,80 

239.54 

243.16 

S.D 

15.66 

13.82 

14.36 

15.55 

14.30 

17.01 

14.86 

15.43 

A UNIT OF I20R 

t Value 

0.767 

0.725 

0.977 

1.196 

system forms an integral and dominant part of the financial 
system. 

P value 

Basically, Insurance companies are service rendering 
organizations. In order to ensure their survival in the highly 
competitive insurance environment, they have to ensure that 
they are provides a unique and superior quality of services to 
their customers. The rendering of quality services by the 
insurances to their customers wholly depends on the support 
extended by their staff. in order to secure the positive support 
of the staff, it becomes the ultimate responsibility of the 
insurances to create confidence among the employees that 
their organization a good place to work.. As the style of 
functioning and services offered by the private sector 
insurance companies has created a suitable employer branding 
strategy for ensuring the effective performance of their staff in 
the study area. 

Mege 

0.40 

The present study also express that still there is a lot of scope 
to improve except the employer branding attributes called 
work environment, compensation & reward, work life balance 
and symbolic benefit in the study area since most of the 
employee perceive as low in all other employer branding 
attributes and lesser number of employees perceive it as high 

of 

0.40 

0.28 
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'tin ts 020 trm B44 ' hallon un 201 as the c ountry we as possed for hizher eonoM grs th fmployer brand Cres the w reba/e t thn the organLZ0bon and also communic Qles Mrongiy the or2anutaton nbrectte ant the ways 
adprd ce het Emplevees at tChat beingr do nt re spant h lhe values and beltef mentiomed in the 
orgurat Anlboks thul une never pra tced ut respond tn principles and ahe i prac ticed athin the rgaszaton by 

iCs 1eU d prurses Emplyeet chersh the emotal connec tiont s1Ehin the Grzanization hich ve hem a tense of beiongug nda sense sf prde which realt in passionate and committed effort towards the organizaons gals This thapes he hehv hc empswes tth the highest level ofintegrity towards organzational nsuon 

The main im sat f ko examinaton of perceptiGr of employer Brgnding lmaze on Privale nsturance Emploees n specsal referene to Thoothukad1 Dstrct Strat1fied rardom tampling na emploved io select 200 respondents from Prrvate iurce compan hat localed in Thoothukudi Dstrict Since he study founi that there Ls no specific Empioyer branting srateg iRsurance the researcher feels that the policy makert of the respece unsuramce co mparies nave io design pproprlale branding strategy to bring more commitrment tonards the organuzatonal goal From the stady i could be conciaded that the respondents' perception abut attrnbutes of employer brandinz bereeen the respontens ho hgve been classiied accord1ng to the gerder mantal ttatut, ypes offamuly and shiftung plan in he study area 
Key Words: Rrandng image, Private Life Insurance, Employees, and Perception A trib utes 

Introduction 

IS 49 4714 

The Indian insurance industry seerns has bcen a perceptible chan ge in the market dynamics since hberalization and economic retoras, 2 conssderable amount neceds to be done for future gr0wth and development of the market in an orderly and SUStaDed manret. hotwithstanding the strong iTprovenment in peneration 2nd der sity n the last 10 ye2rs Ind2 largeiy remans 21 under-penetrated market 

The ten "Enployer Brand was first used in thc carly 1990s to denote 2n organiz|tion's reputation 4s an cmpiover. Emplover brand is understood as a brand which difierentiates it from other conmoetitors in the emplovment marke The term 2lso inciudes long tenn strategy that establishes an organizatio's identity 2s an employer in the employment market Ambler ard Barrow define ernployer brand as follows.The package of functional, economic. and psychological benefits provided by employnent and identitied with the ernploying company Minchington detines cmploy er brand aa "the image ot orgariztios 2s 2 great place to work in the nund of current enploycs 2nd key stakeholders in the external market (aCtive and passive candsdatcy. clients. customers nd other key stakebolders). The art and science of enunlover brading iS concemed with the artraction, engagement and rtention initiatives targeted at enhancing company's employcr band. 
Employe branding s central to the concept in fR Marketing It detines the personality of a company aS A preterTat ernploye. The crnployer brand is the nost powerfui tool for a:tracting engaging and retaining the nght talent cuiture tit that will help laders grow their organization. Likc any brand, employer brand is alout perception. 

Review of Literature 

As mentioned above, branding has novod into the field of Human Resources fro: the discipline of marketng ia iaciple. brands can bc secn as a set of symbols which rapresent a variety of idcas and attributes, thc net rsult of which is the public inage, characler or personality of an organization. As such, branding activities involve constructing particular attnbutes (g. the valuS 0n an organization) that are considered to represent the image that a company wishes to commutcale to puental ermployecs, currunt staff and the public. Enployce branding is targeted to the existing worktorce, but emnloyer branding by 
highl1ghting that the organization is an eniployer of choice reiuforccs he enployce branding nessage to the eistng workforce Nonthcless, it is important to note tiat the two activities have a difterent emphasis. 

Mita Mehta, Aarti Kurbetti & Ravnceta Dihankhar (2014) the purpuse of this par is to revicw the findingsS oe research papers of various authors to derive the f2ctors that impact emplovee comntitn:ent and retention in a work cuvirvatent This study exan ins thec foilowing factors: carccr dcvclopment opportunities, ctfoctive talent ntanagement stratogies, reuitnent. 
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on boarding and oientation, investent in training and development, conpensation and beneits, work Ite h:lance, utture of the organisation, leadership, communication, image of the company, autonomy and enmpowemient, (allup audts, peronal causes, role of HR head and supervisos, work related policies and flexi time, performance appraisals and cacer yruwth and development opportunities. T'here are no one tixed practices which show the importance and significance of the intluence of all these above broad points because ditterent organisations lay different cmphasis on these pointers dependg upon their suitability impacting retcntion. Based on our understanding of the papers reviewed by us, suggestions are drawn which give a holistic view on the various practices that organizations should adopt to keep the level of enployee retention and commitment high. 
Narinder Kaur (2016) to assess the retaining good or performing employees has been a challenge all along in the banking sector. Employers have given lot of significance to this issue in employment relations. New and newer strategies have heen designed and developed by them. They have also engaged the experts to study the problem of employee attrition in their organizations and recommend effective retention strategies. Consequently, "employee retention" has become a specialist 

function in people management and the retention strategist" a specialist. Especially in the US industries, which are always 
concerned with hiring the right people and retaining them for longer time to reduce the cost of replacements have often spent 
lot of time in studying the challenge engaging the specialists. 
Objectives of the Study 

I. To study the Influence of Demographic Variables on the Perception of Employer Branding in Thoothukudi Distriet. 
2. To study the relation between Employer Branding Image and Popularity of Insurance Corporation. 

Methodology and Design of the Study 
The present study caried out by the researcher is an empirical in nature and the study is based on the survey method. The 
researcher collected the data required for carrying out the present study in two stages. In the tirst stage, the personal and 
occupational data relating to sample respondents, their perception about the employer branding attributes and their retention 
intention attitude were collected among the selected sample respondents with the help of the questionnaire specially designed 
for this purpose. During the second stage of data collection, the researcher collected the secondary data related the study 
such as the concepts relating to employer branding, employer attraction and retention etc., from various published and 
unpublished records, reports, books, magazines, etc.Convenient Sampling Method was employed to select 200 employees 
from Private insurance companies located in Thoothukudi District. For analyzing the data collected during the investigation, 
the following statistical tools such simple frequency, One- Way ANOVA and Correlation were used based upon the nature of 
data received from respondents. 

Results and Discussion 

Age 

In order to find out the inluence of various independent variables of the respondents such as Age Group, Gender Group, 
Marital Status, Type of Family, Educational Qualification, Monthly Income and Designation on the perception on employer branding attributes that existed in the Life Insurance Corporation, a bypothesis is fornulated tested with the help of one way 
ANOVA and the results are presented in Table No.1 

Factor 

Iucome 

Education 

Table No. 1: Influence of Personal Variables on the Perception of EB 
Classification 
Below 30 

31-40 
41-50 
Above 50 

UG 

PG 
Professional 
Bclow 30000 
30000-40000 
40001-50000 
Above 50000 

Less 

Experience Moderate 
Well 

Note: 5% Significant Levcl. 

N 
70 

51 
55 
24 

105 

34 

84 
63 
36 

79 

Mean Score F Stat* P Value @5 % signiticace 
239.9740 
240.0755* 
241.4068 
236.7500 

240,4545 
240.8485 
237.2683 

241.26974 
237.7246 
240.000 

242.11114 
240.6271 
239.9882a 
239.4247 

0.622 

0.853 

0.878 

0.106 

0.602 

0.428 

ISSN 2 349 6738 

0,453 

0.899 
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The above table tevcals details about the spothct and spnticAt relatiomshp between the respondent iir ar eit pperveptions about att ubutes of employer bamduy relating to all the demogaphuc vauables are mote than 0 05 hence the hypotheus aLCpted Iurther Dnaf Mipie 
then Insutance (opoaton lhe P' value ot respitdents proile 

Range 1'est reveals that theIe is no signiticaut difterence withu the vanables relany to all the demoapt varianlrs thte are no significant dtference between tlhem at S"% sigoticant level 
ln order to find out whether the d1tterence n the nean scores between the slnple respondents who 1all nder diiereit categories (gendet, marital status, type of tauuuly, and shittng olan) ts signticant, independcnt test has heen applid 4n the results are prescnted in Table No 2 

Table No.2: Mean Score on Atributes of Employer Branding for Respondents' Demographic Variables 

Demographic variable Classification Size Mean S.D 
Gender 145 240.13 15.06 

S5 239.58 14.37 

117 238.62 | 13,65 
93 241.55 16.04 
130 239.81 14.05 

Marital Status 

Type of Family 

Shifting Plan 

Male 
Female 
Married 
Unmarried 
Nuclear 
Joint Family 
No 
Yes 

Note: S% Significant Level. 

Relationship between Employer Branding and Popularity 

Work Environment 

Organization Culture 

Work Load 

Compcnsation & Reward 

Repulation 
Work Lifc Balance 

138 

From the above table, it is clean that in all the cases p value are inore than 0.05. Since p value is more than 0.05 the null 
hypothesis is accepted at 5 % level of significance. Hence it is concluded that there is no significant difference of mean value 
of perception about attributes of employer branding between the respondents who have been classificd according to the 
gender, marital status, and type of family, and shifting plan. Comparing the mean attitude score of the respondents and their 
demographic variable of the respondents is more or less equal to other catcgory and there is no significant mcan difference 
between them since p value is morc than 0.05. 

Symbolic Benefit 

67 

Table No.3: Relationship between Employer Branding & Popularity 
Employer Branding Eactors Popularity 

In general those employers doing well in all dimensions of enployer branding have become more popular among the general 
public, prospective employees and other stakcholders. In this conncction, the rescarcher has attempted to check the atributes 
of employer branding association with popularity of the insurance. For this purpose the researcher has framed the hypothesis 
as 'there is no significant association between the employer branding atributes and popularity of the insurance and used the 
correlation matrix and results are presented in the Table No. 3. 

Brand Promise 

Training and Developmnent 

Brand Communication 

Overall 

239.62 14.76 
240.54 15.03 

Source: Computed Data 

0.125 

0.180** 

0.262*" 

0.166 
0.150' 

0.077 

0.147 
0.198* 

t ValueP value 

0.283*" 

0.245 

0.227"" 

1.452 0.148 

0.332" 

0.211 

0.444 

).833 

0.657 
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70 240.26 16.23 



From the Table No3, 1s undestood that there s Do strope rclaton shun hetwcen the popularity f ane employCt aniing atibules, when analyzng separatety the xDutav of each Hecatuse fer all the attubutes orelatun) value is lss than 0 30, Hence coelation of this emptover brandine altributes wth popularity 3 As0citet but n tr associated, which means weak corelatton eusts I the mean tune corelaton betwcen employe brandhy 

Summary and Conclusion 

I'eer Rviwedd ndeedJounal 

pularty of the bank moderately is associated with the correlation value of 0 32 

4 

8 

6 

t IS obsCvd that the Duncan's MultipBe Range Test reveals that there is no sigotficant difterence wtim he 
anables relating to all the demographic variables there are no significant difference betwecn then at % sgn a 
level 

T s cbserved that to find out the difference in the mean scores between the sample revpondents wo have been 
clasitied acording to the gender, marital status, type of family and designation, the I test has ben applied and the 
result shows there is no significant difference about perception on employer branding attributes wore bet ween the 

respondents. 
3. is captured from the analysis that there is no significant difference of mean value of perception about attributes of 

employer branding between the respondents who have been classificd according to the yender, marital status, and 
type of family, and shifting plan. 

At present companies have invested in promoting eforts and creation of strong brands thercby to accumulate and retan the 
employees. Employer branding is a HR strategy used by the insurance private insurance companies in India. Ihis paper could 
be concluded that there is no significant difference of mcan valuc of perception about attributes of employer brand1ng 
between the respondents who have been classified according to the gender, marital status, and type of family and shifting 

plan. 
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