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KUWAIT: A worm’s-eye view of the Liberation Tower in Kuwait City. The Liberation Tower is the second tallest tower (372 meters) in Kuwait, after Al-Hamra Tower. —Photo by Basheer Al-Khairallah (KUNA)

DUBAI: In today’s hyper competitive market, com-
panies have to find ways to differentiate themselves
to become an employer of choice and ensure not
only talent attraction, but also retention. In the lat-
est Bayt.com poll entitled Employer Branding in the
Middle East and North Africa, the leading job site in
the Middle East found that engaging with potential
job seekers onl ine is  posit ive for a company’s
employer branding and is demanded by 94.7 per-
cent of the region’s job seekers. In fact, two thirds
of these job seekers (66.5 percent) said they follow
companies on job sites to ‘learn about their work
environment’. That being said, the majority (82.3
percent) of respondents believe that it is currently
‘difficult’ to learn about company culture and work
environment before applying for a job, including
three in every four respondents (76.1 percent) who
say that it is ‘very difficult’. Only one in 10 respon-
dents claimed that finding out sufficient information
about the company culture and work environment
was easy (10.9 percent). 

The employer branding imperative
93.6 percent of job seekers believe that a compa-

ny’s  employer  brand is
important for its success,
with 85.9 percent stating
that it is ‘very important’.
When asked about the ben-
efits of employer branding,
seven out  of  10 MENA
respondents said ‘ease of
attracting job seekers’ (70.2
percent). Others also men-
tioned ‘recognit ion as an
employer  of  choice ’  (3 .4
percent) , and ‘better
employee engagement’ (2.2 percent). 

What’s more, nine in every 10 respondents claim
that online employer branding helps ‘increase talent
retention rates’ (89.8 percent) and 79 percent
agreed that it can also help ‘reduce long-term hiring
costs’. 

Two thirds of respondents believe that the most
harmful thing for an employer brand is ‘not commu-
nicating with talent’ (67.4 percent), this is followed
by an ‘unprofessional work environment’ (6.6 per-
cent), ‘unclear job descriptions’ (2.5 percent), and
‘lack of information on job sites’ (2.3 percent). 

When asked about who in the company was
responsible for employer branding, a majority of the
respondents answered that the onus lay on ‘the HR
department’ (69.1 percent), followed by ‘all employ-

ees’ (15.2 percent), ‘the marketing department’ (10.3
percent), and ‘the company’s senior management’
(3.6 percent). 

“The recent technological advancements and
trends, which make information easily and readily
accessible, have rendered employer branding one of
modern-day essential business practices. Indeed, in
today’s hyper-connected world, and amidst the
ongoing battle to hire and retain the best talent,
companies that manage their online presence and
create a powerful online brand are able to better
posit ion themselves as an employer of  choice
among top talent. Bayt.com provides employers
around the region the essential tools to elevate their
employer brand and become a more attractive
workplace for potential job seekers. In fact, a full
branding platform is now launched on Bayt.com to
allow companies to share more information with
their target talent, attract more applicants, and
track and measure their brand power in real time,”
sa id  Suhai l  Masr i , Vice Pres ident , Employer
Solutions, Bayt.com. 

The importance of an employer’s digital presence 
In today’s digital era, one

of the best ways to let peo-
ple know about your work
environment  is  by being
active online and engaging
with  your  audience.
Humaniz ing the d ig i ta l
approach is  essent ia l  to
make potential employees
relate to your company. In
fact, more than three quar-
ters of MENA respondents
believe that ‘online job sites’

(79.9 percent) work best for employer branding.
Other channels such as ‘social media’ (9.6 percent),
a ‘company’s own website’ (5.2 percent), ‘PR and
media’ (2.2 percent) and ‘offline events and market-
ing’ (0.7 percent) are reported to be less effective. 

Nine out of 10 MENA respondents (93 percent)
say that they ‘research a company online before
applying for a job’, while only 7 percent do not. Job
seekers in MENA follow companies on job sites to
‘learn about their work environment’ (66.5 percent),
to ‘find and apply for jobs’ (15.4 percent), to ‘evalu-
ate a job offer’ (1.9 percent), as well as to ‘check the
latest news and updates’ (1.8 percent), and to ‘pre-
pare for an interview’ (1.6 percent). 

At 62 percent, ‘reputation and culture’ rate high
on the list of priorities as an important type of

informat ion respondents  need to know about
companies. This, in addition to ‘work environment
and facilities’, ‘perks and benefits’, and ‘rewards
and recognition’ are all important points of con-
sideration for a quarter of MENA respondents
(24.2 percent). 

The newly launched Bayt.com Branding Platform
al lows companies to target  custom audiences
through tailor-made mailers and ads with premium
placement and homepage integration, as well as the
ability to create a customized company profile to

share more information with online talent, and real-
time analytics for assessing employer branding per-
formance. Click here to learn more about Bayt.com’s
new Branding Platform. 

Data for the 2018 Bayt.com ‘Employer Branding in
the Middle East and North Africa’ poll was collected
online from June 10 2018 to August 02 2018. Results
are based on a sample of 8,681 respondents.
Countries that participated are the UAE, Jordan,
Kuwait, Egypt, Iraq, Lebanon, Libya, Saudi Arabia,
Yemen, Algeria, Morocco, Bahrain, Tunisia, and others.

95% MENA job seekers want companies
to engage with them via job sites

82% believe it is difficult to learn about company before applying

Bayt.com launches 
employer 
branding 
platform

Food Bank plans
several charity
projects in India
KUWAIT: Kuwait Food Bank is continuing to follow
up the project to dig dozens of wells and build 100
mosques in India, Kuwait Food Bank Director-
General Salem Al-Hamar stated yesterday. The proj-
ect was launched by the bank this year to provide a
decent life for the needy outside of Kuwait and a
suitable environment for housing communities and

religious duties, Hamar said in a press statement.
Hamar noted that the value of mosque construc-

tion in India is about KD 2,500 (about $8,257), and
the wells’ cost starts from KD 50 (about $165).
Muslim people in remote Indian areas are in dire
need for drilling fresh water wells, where they suf-
fer the most to get a drop of water, he added. He
stressed that the bank will not hesitate to provide
support and assistance to Muslims in many poor
countries, pointing out that the bank has launched
several charitable projects in various Arab and
Islamic countries during the past months, which
had a significant impact on charity and humanitari-
an work. —KUNA


