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Abstract : Given the fiercely competitive environment, human capital is one of the most valuable assets in a commercial
enterprise. Therefore, developing strategies to acquire more talents is crucial. Talents are mainly attracted by both internal
and external employer brands as well as by the messages conveyed from the employer image. This not only manifests the
importance of a brand and an image of an organization but shows people might be affected by their personal values when
assessing an organization as an employer. The goal of the present study is to examine the association between employer brand,
employer image, and the likelihood of increasing organizational attractiveness. In addition, we draw from social identity theory
to propose value congruence may affect the relationship between employer brand and employer image. Data was collected
from those people who only worked less than a year in the industry via an online survey (N=209). The results show that
employer image partly mediates the effect of employer brand on organizational attractiveness. In addition, the results also
suggest that value congruence does not moderate the relationship between employer brand and employer image. These
findings explain why building a good employer brand could enhance organization attractiveness and indicate there should be
other factors that may affect employer image building, offering directions for future research.
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