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The most representative and inclusive
employer brand research in the world,
capturing the opinion of the general public
between 18 and 65

Independently conducted research, giving
a truly impartial view of the employee
market and a reflection of employer
attractiveness for each of the 26
participating ¢ o0 u n tlargest employers
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what Is the Randstad Employer Brand Research?

Founded in 2000 as the Randstad Award,
moving forward in 2017 as the Randstad
Employer Brand Research optimizing

17 years of successfulemployer branding
insights

Valuable insights to help companies shape
their employer brand

Information on automation, retraining and
sector switching included
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26 countries surveyed covering 75% of the global economy
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Worldwide:
Over 160,000 respondents
5,495 companies surveyed

ey,

Sample aged 18 to 65,
representative on gender
with an overrepresentation
onagegroup 2571 44

Sample comprised of
students, employed and
unemployed workforce

Online interviews
conducted in November
and December 2016

Australia Argentina BeIgiUm Brazil Canada China France Germany Hong Kong

Length of interview:

Hungary Italy India Japan Luxembourg Malaysia New Zealand Netherlands 16 minutes
Poland Portugal RussiaSingapore Spain Sweden Switzerland UKUSA
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How do key sectors compare in
terms of attractiveness and
where can improvement be
made to change perceptions
and increase appeal. And a I
spotlight on regional differences =
around specific attributes.
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