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Objective of the Study  

 

Materials and Methods 
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Findings and Discussion  

 

 

This study reveals that the implementation of Employee 

Value Proposition (EVP) practices is highly limited in the 

sampled private universities. A pronounced disparity 

between public and private universities in terms of 

financial and non-financial rewards is evident. Private 

university (PU) teachers and employees lack a 

standardized salary structure, and neither the Government 

nor the University Grants Commission (UGC) has taken 

substantial initiatives to address this issue. Job security 

within private universities is precarious, as evidenced by 

the significant number of faculty members who lost their 

positions during the COVID-19 pandemic. Many faculty 

members who retained their jobs faced salary reductions 

during this critical period. Momand et al. (2022) 

conducted a qualitative study on employer branding in 

private universities in Afghanistan, revealing similar 

findings: job security and job autonomy are critical 

indicators that make an organization desirable to potential 

faculty members, potentially leading to more effective 

talent acquisition.  
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Conclusion and Potentials for Further Research 

The practice of Employee Branding (EB) in private 

universities of Bangladesh remains in its nascent stage, 

primarily characterized by an amalgamation of superior 

Human Resource (HR) practices aimed at fulfilling 

marketing objectives. In Bangladesh, the potential of EB as 

a strategic Human Resource Management (HRM) and 

marketing initiative remains largely untapped, though it 

holds immense promise to significantly enhance 

organizational performance. EB initiatives can deliver a 

superior value proposition across all organizational 

functions, making it a time-sensitive and impactful 

strategy for private universities. The study reveals that 

promoting faculty members as brands is increasingly 

gaining traction, particularly within service-based 

organizations like private universities. The EVP dimension 

of EB emphasizes superior talent acquisition and 

engagement, culminating in marketing outcomes that 

attract and satisfy the students of private universities 

through enhanced value delivery.  

The EVP facet of EB fosters a strong bond 

between the faculty members and the university, 

cultivating a sense of pride and advocacy for the 

of students, 

voluntary actions of teachers and nonteaching staff in 

promoting their university as an employer brand reflect 

the EVP perspective, while their behavioral performance 

in satisfying students demonstrates the marketing aspect. 

channels, private universities can create distinct corporate 

brand value that may resonate with the potential 

stakeholders. Branded faculty members are invaluable 

assets for the universities, serving as powerful tools for 

talented faculty acquisition and increasing student 

admission. In academic institutions teaching staffs directly 

interact with students, and a strong EVP strategy can 

significantly influence the confidence of the students.  

A branded faculty member symbolizes the 

assurance of distinctive service delivery. Achieving EB 

requires a range of EVP and organizational development 

interventions, where the focus extends beyond financial 

contracts to prioritize faculty' psychological contracts. 

Passion for the job itself, rather than just the associated 

benefits, should be nurtured through superior employee 

development initiatives and proactive promotional efforts 

that position employees as HR brands. EB practices may 

not find significant traction in private education sector 

Bangladesh but EB is recognized as a pivotal component of 

corporate reputational marketing, particularly aligning 

teachers with the organization's brand reputation, creating 

a strong psychological bond that motivates the teaching 

and nonteaching staffs to embody and promote the brand's 

image. This alignment fosters exceptional staffing 

processes, effective performance and reward management, 

and need-based learning and development programs, all of 

which emphasize the concept of emotional labor.  

EB also represents employee socialization and 

development, aligning employee behavior with the 

organizational mission and brand philosophy. By 

integrating EVP and marketing functions, EB can evolve 

into a practice where the faculty members are not merely 

tools to promote brands but are themselves developed and 

showcased as brands. Their potential and achievements 

can be leveraged as the key brand attributes, creating a 

competitive edge in the higher education sector. The 

existing literature on EB is limited, with scant attention 

paid to projecting faculty members as brands to enhance 

study, while limited to qualitative analysis and secondary 

literature review, highlights the absence and limitations of 

EB within the context of Bangladeshi private universities.  

To advance this field, future research should 

focus on empirical studies to explore the contribution of 

universities. Rigorous statistical analysis is recommended 

to correlate EVP and marketing practices within EB 

frameworks, examining their impact on the growth and 

sustainability of an organization.  
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