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ONSOZ

Dijital donilisiimiin hizlandig;, siirdirilebilir kalkinma ilkelerinin isletmelerin stratejik
yonelimlerinde belirleyici bir yere sahip oldugu ve calisma yasaminin psikolojik, teknolojik ve
kiiltlirel boyutlarinin eszamanli olarak degistigi gliniimiiz kosullarinda isveren markasi,
yonetim bilimlerinin en dinamik arastirma alanlarindan biri haline gelmistir. Bu kitap, isveren
markasini bu ¢ok boyutlu donlistimiin merkezinde yeniden konumlandirmak ve kavrami hem

kuramsal hem de uygulamali acidan kapsaml bir cercevede ele almak amaciyla hazirlanmistir.

Calismanin boliimleri, isveren markasinin tarihsel ve kavramsal temellerinden
baslayarak c¢alisan deneyimi, pozitif psikoloji, yapay zeka destekli uygulamalar ve
surdiirilebilirlik odakl isveren kimligi gibi birbirini tamamlayan alanlara uzanan genis bir
perspektif sunmaktadir. Amag, isveren markasini orgiitsel kimlik, calisan deneyimi, teknoloji
kullanimi ve kurumsal sorumluluk gibi alanlarin kesisiminde yer alan biitiinciil bir yap1 olarak
degerlendirmek; kavramin degisen calisma hayati baglamindaki stratejik 6nemini goérinir
kilmaktir.

Bu c¢alismanin ortaya ¢ikmasi ve yayimlanmasi silirecinde degerli desteklerini
esirgemeyen Tiirkiye Bilimler Akademisi (TUBA) Baskani Prof. Dr. Muzaffer Seker’e ictenlikle
tesekkiir ederiz. TUBA'nin bilimsel iiretimi tesvik eden vizyonu, disiplinlerarasi aragtirmalari
destekleyen yaklasimi ve akademik calismalar icin sagladigi kurumsal katkilar, bu kitabin
hazirlanmasinda 6nemli bir ilham kaynag1 olmustur. Sayin Baskan'imizin destegi, calismanin

biitiinciil yapisinin giiclenmesine katki saglamistir.

Bu kitabi, isveren markasi alaninda calisan akademisyenlere, uygulayicilara ve konuyla
ilgilenen arastirmacilara ve 6grencilerimize giincel, analitik ve kuramsal bir basvuru kaynagi
sunma amaciyla hazirladik. Calismanin, isletmelerin stratejik uygulamalarina, akademik

tartismalara ve gelecege yonelik arastirma glindemlerine katki saglamasini diliyoruz.

Prof. Dr. Halit Keskin
TUBA Uyesi, Yildiz Teknik Universitesi

Prof. Dr. Emel Esen
Yildiz Teknik Universitesi



PREFACE

In an era marked by the acceleration of digital transformation, the growing strategic
importance of sustainable development principles in organizational orientations, and the
simultaneous transformation of the psychological, technological, and cultural dimensions of
working life, employer branding has emerged as one of the most dynamic fields of inquiry
within management sciences. This book has been prepared with the aim of repositioning
employer branding at the center of this multidimensional transformation and addressing the
concept within a comprehensive framework that integrates both theoretical and practical
perspectives.

The chapters of the book offer a broad and integrative perspective, beginning with the
historical and conceptual foundations of employer branding and extending to complementary
domains such as employee experience, positive psychology, artificial intelligence-supported
practices, and sustainability-oriented employer identity. The primary objective is to
conceptualize employer branding as a holistic structure situated at the intersection of
organizational identity, employee experience, technological utilization, and corporate
responsibility, and to make visible its strategic significance within the context of a rapidly
evolving world of work.

We would like to express our sincere gratitude to Prof. Dr. Muzaffer Seker, President of
the Turkish Academy of Sciences (TUBA), for his invaluable support throughout the
development and publication of this work. TUBA's vision of fostering scientific production, its
commitment to interdisciplinary research, and its institutional contributions to academic
scholarship have served as a significant source of inspiration during the preparation of this
book. The support of the President has contributed meaningfully to strengthening the
coherence and integrity of the work as a whole.

This book has been prepared with the aim of offering academics, practitioners,
researchers, and students engaged in the field of employer branding an up-to-date, analytical,
and theoretically grounded reference source. We hope that the work will contribute to
organizations’ strategic practices, academic debates, and future research agendas.

Prof. Dr. Halit Keskin
Member of the Turkish Academy of Sciences (TUBA)
Yildiz Technical University

Prof. Dr. Emel Esen
Yildiz Technical University
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OZET

Bu kitap, dijital déntisiimiin hizlandigy, stirdiiriilebilirlik ilkelerinin kurumsal stratejilere yon
verdigi ve ¢alisma yasaminin psikolojik, kiiltiirel ve teknolojik boyutlarinin eszamanl olarak
degistigi glinlimiiz kosullarinda isveren markasini yeniden konumlandirmayi amag¢lamaktadir.
Isveren markasi, yetenek cekme araci olmasi yaninda; érgiitsel kimligi, calisan deneyimini,
psikolojik sermaye dinamiklerini, yapay zeka destekli uygulamalari ve siirdiiriilebilirlik temelli
yonetisim ilkelerini biitiinlestiren ¢ok katmanli bir yapi olarak ele alinmaktadir. Kitap;
kavramin tarihsel ve kuramsal temellerinden baslayarak dijital ¢alisan deneyimi, pozitif
psikoloji yaklasimi, tiretken yapay zeka odakli insan kaynaklar1 uygulamalari, ESG temelli
kurumsal kimlik ve gelisen ekonomilerde isveren markasinin baglamsal 6zelliklerine uzanan
biitiinciil bir ¢erceve sunmaktadir. Calismada isveren markasinin, kurumsal séylemlerin
Otesine gecerek calisanlarin giindelik deneyimleri, 6rgiitsel tasarim, psikolojik kaynaklar ve
strdiiriilebilir kurum kiiltiiri ile birlikte degerlendirilmesi gerektigi vurgulanmaktadir. Sonug
olarak kitap, isveren markasini cagdas orgiitlerde stratejik yonetisimi, calisan esenligini, dijital
deneyimi ve kurumsal itibar1 sekillendiren bir tlist kavram olarak konumlandirmakta;
akademisyenlere, uygulayicilara ve arastirmacilara kapsaml bir basvuru kaynagi sunmay1
hedeflemektedir.

Anahtar Kelimeler

Isveren Markasi; Calisan Deneyimi; Dijital Déniisiim; Psikolojik Sermaye; Stirdiirtilebilirlik



2| Siirdiirilebilirlik ve Dijital Déniisiim Caginda Isveren Markasi

ABSTRACT

This book aims to reposition employer branding within the rapidly transforming landscape of
digitalization, sustainable development priorities, and the evolving psychological, cultural, and
technological dimensions of modern work. Rather than a mere talent-attraction tool, employer
branding is conceptualized as a multidimensional framework that integrates organizational
identity, employee experience, psychological capital, Al-enabled HR practices, and
sustainability-oriented governance principles. The chapters offer a holistic perspective,
covering the historical and theoretical foundations of employer branding, the rise of digital
employee experience, the relevance of positive psychology and psychological capital, GenAl-
supported HR processes, ESG-driven corporate identity, and the contextual dynamics of
employer branding in emerging economies. The book emphasizes the need to evaluate
employer branding not only through corporate narratives but also through everyday employee
experiences, organizational design, psychological resources, and sustainable cultural practices.
Ultimately, the book positions employer branding as a strategic and cultural architecture
shaping organizational identity, employee well-being, digital experience, and corporate
legitimacy. It aims to serve as a comprehensive scholarly and practical reference for academics,

practitioners, and researchers in the field.

Keywords

Employer Branding; Employee Experience; Digital Transformation; Psychological Capital;
Sustainability
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GIRiS

Kiiresel olcekte hizlanan dijitallesme, emek piyasalarinin yapisal doniisiimi ve
islemelerin kurumsal sorumluluk alanlarinin genislemesi, isveren markasini yénetim yazininin
merkezi kavramlarindan biri haline getirmistir. isveren markasi, yetenek cekme ve elde tutma
stireclerini destekleyen bir iletisim araci olmasinin yaninda, isletmelerin degerler sistemini,
stratejik bakis acilarini, calisma tasarimini ve c¢alisanlarin kurumsal yasami nasil
deneyimledigini biitiinciil bicimde yansitan ¢ok boyutlu bir yap1 olarak ele alinmaktadir. Bu
cok katmanh yapi; orgiitsel kiiltiiriin olusumundan psikolojik s6zlesmenin niteligine, dijital
deneyim tasarimindan siirduriilebilirlik odakli mesruiyet stireclerine kadar genis bir alani
icermekte ve kurumlarin hem i¢ hem de dis paydaslar1 acgisindan anlamlandirict bir islev
ustlenmektedir.

Bu kitap, isveren markasini boylesine genisleyen kuramsal ve pratik baglami iginde
yeniden konumlandirmayr amaclamaktadir. Temel ¢ikis noktamiz, modern isletmelerde
calisan deneyiminin, dijital temas noktalarinin, yapay zeka destekli uygulamalarin ve
surdiiriilebilirlik temelli kurumsal stratejilerin giderek i¢ ice gectigi; buna bagh olarak isveren
markasinin tekil bir kavram olmaktan ¢ikip, orgiitsel davranis, insan kaynaklar1 yonetimi,
pazarlama, strateji ve kurumsal iletisim disiplinlerini birbirine baglayan bir list ¢erceveye
dontistiigiidiir. Bu nedenle isveren markasinin analizi, sadece kurumsal soOylemlere
odaklanmakla sinirhh tutulmamali; g¢alisanlarin giindelik ve anlik deneyimleri, orgiitsel
yapilarin isleyisi ve kurumlarin toplumdaki konumlanisi ile iliskili olarak degerlendirilmelidir.

Boliim [, isveren markasinin kuramsal temellerine odaklanmakta ve kavramin gelisim
slirecini tarihsel, teorik ve kavramsal boyutlariyla yeniden ele almaktadir. Bu boliimde isveren
markasinin insan kaynaklar1 yonetimi ile pazarlama disiplinlerinin etkilesiminden nasil
dogdugu; zaman i¢inde orgiitsel davranis, psikoloji, stratejik yonetim ve kurumsal iletisim gibi
alanlarla nasil biitiinlestigi kapsamli bigcimde tartisilmaktadir. Ayrica degisen istihdam
iligkileri, esnek calisma modelleri, dijitallesen o6rgtt yapilar1 ve psikolojik sdzlesmenin evrimi
lizerinden, giinlimiiz isletmelerinde isveren markasinin neden ¢ok diizeyli bir kuramsal
aciklama gerektirdigi ortaya konmaktadir. Bu cercevede, isveren markasinin bir ¢ekim
stratejisi olmasinin 6tesinde, kurumun kimligini, degerlerini, yonetisim anlayisini ve calisanla
kurdugu iliskiyi soylemsel ve deneyimsel acidan tanimlayan biitlincil bir yapi oldugu
vurgulanmaktadir.
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Bolim II, calisan deneyimini isveren markasinin c¢ekirdek wunsuru olarak
konumlandirmakta ve deneyimin fiziksel, teknolojik ve kiiltiirel boyutlarini birbirine bagh bir
biitiin olarak ele almaktadir. Bu bolimde calisanlarin orgiitle kurdugu temaslarin — is
tasarimi, liderlik iliskileri, takim dinamikleri, dijital arayiizler, mekansal diizenlemeler ve
kiiltiirel atmosfer — duygusal baghlik, tutkunluk, érgiitsel aidiyet, giiven ve marka elciligi gibi
sonuglarla nasil iliskilendigi incelenmektedir. Dijital ¢alisan deneyiminin yiikselisi, hibrit ve
platform temelli calisma bigimlerinin yayginlasmasi ve ¢alisanlarin beklentilerindeki nesiller
aras1 farklilasmalarin isveren markasinin algisal niteligini nasil etkiledigi tartisilmaktadir.
Boylelikle calisan deneyiminin operasyonel islevi ile birlikte, isveren marka degerini

sekillendiren stratejik bir orgiitsel tasarim alani oldugu ortaya konmaktadir.

Bolim III, pozitif psikoloji ve psikolojik sermaye perspektifini isveren markasi
literatiiriiyle bulusturmaktadir. Bu béliimde psikolojinin patoloji odakli tarihsel seyrinden,
gliclii yonler, erdemler ve optimal isleyis kavramlarina yonelen pozitif psikoloji yaklasimina
gecis ele alinmakta; karakter giicleri, erdemler, 6znel iyi olus ve zihinsel saglik kavramlarinin
calisan deneyimi ve isveren markasiyla nasil kesistigi tartisiimaktadir. Oz-yeterlik, umut,
iyimserlik ve psikolojik dayaniklilik gibi psikolojik sermaye bilesenlerinin; calisanlarin
esenligi, ise adanmislik, 6rgiitsel baglilik ve marka elciligi tizerindeki rolii degerlendirilmekte,
boylece isveren markasinin yalnizca kurumsal séylem ve dis iletisimle degil, ¢alisanlarin

psikolojik kaynaklari ve iyi olus diizeyleriyle de yakindan iliskili oldugu gosterilmektedir.

Boliim [V, yapay zeka teknolojilerinin ve dijitallesmis is siire¢lerinin isveren markasi
baglaminda nasil yeni ydnetsel yaklasim ve firsatlar sundugunu degerlendirmektedir. Uretken
yapay zeka (GenAl) destekli deneyim tasarimi, kisisellestirilmis iletisim ve geri bildirim
mekanizmalari, 6ngoriicii yetenek analitigi, algoritmik karar siirecleri ve dijitallesmis 1K
uygulamalarinin isletmelerin isveren marka stratejilerini nasil doniistiirdiigii bu boliimiin
odagini olusturmaktadir. Yapay zekanin hem operasyonel verimlilik saglayan hem de calisan
deneyimini bicimlendiren, beklentileri 6ngoren ve kiiltiirel uyumu destekleyen bir stratejik
unsur oldugu vurgulanmaktadir. Bu cergevede boliim, teknoloji destekli isveren markasinin
gelecekte nasil bir orglitsel mimariyi zorunlu kildigina iliskin kapsaml bir degerlendirme
sunmaktadir.

Bolim V, siirdiiriilebilirlik, kurumsal sosyal sorumluluk ve kurumsal kimlik stireclerini
isveren markasi perspektifiyle biitiinlestirerek ele almaktadir. Bu béliimde cevresel, sosyal ve

yonetisim odakli uygulamalarin (ESG), calisan algilari, paydas giiveni, toplumsal mesruiyet ve
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kurumsal itibar iizerindeki etkileri tartisilmaktadir. Ayrica etik sorumluluk, kurumsal
vatandaslhk, seffaflik, hesap verebilirlik ve yesil IK uygulamalarinin isveren marka degerini
nasil giiclendirdigi kavramsal bir biitiinliikle degerlendirilmektedir. Bdylece isveren
markasinin yalnizca i¢sel siireclere degil, isletmenin dis paydaslariyla kurdugu iliskilere ve

toplumsal konumlanisina da yon veren stratejik bir ¢erceve oldugu ortaya konmaktadir.

Bolim VI, isveren markas1 ¢alismalarinda baglamsal farkliliklarin 6nemine dikkat
cekmekte ve Tiirkiye gibi gelisen ekonomilerde kavramin nasil 6zgiin dinamikler tasidigini
incelemektedir. Bu béliimde ekonomik kosullar, kiiltlirel normlar, kurumsal yapilanmalar,
sektor dinamikleri ve yerel isgiicl piyasalarinin 6zellikleri tizerinden isveren markasinin nasil
sekillendigi analiz edilmektedir. Ayrica isveren marka sonuglarinin 6lciimiinde
kullanilabilecek gostergeler, veri temelli yaklasimlar ve uygulayicilar i¢in onerilen stratejik
yonelimler ele alinmaktadir. Boylelikle boliim, isveren markasinin yerel baglamla iliskili olarak
nasil giiclendirilebilecegine dair biitiinliiklii bir degerlendirme sunmaktadir.

Sonug itibariyle bu calisma, isveren markasini isletmelerin hem stratejik hem de kiiltiirel
varolus bicimlerini sekillendiren bir list kavram olarak ele almakta ve onu yalnizca bir “insan
kaynaklar1 arac1” olmaktan c¢ikarip kurumsal kimligin, orgiitsel deneyimin, g¢alisanlarin
psikolojik  kaynaklarinin  ve  sirduriilebilir = basarinin  temel unsuru olarak
konumlandirmaktadir. Boylelikle kitap, hem akademik arastirmalar hem de uygulama alani
icin kavramsal bir derinlik, analitik bir bakis ve ¢agdas calisma yasamina dair biitiinciil bir
degerlendirme sunmay1 hedeflemektedir.
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INTRODUCTION

The accelerating pace of digitalization on a global scale, the structural transformation of
labor markets, and the expansion of organizations’ domains of corporate responsibility have
positioned employer branding as one of the central concepts in the management literature.
Beyond serving as a communication tool that supports talent attraction and retention
processes, employer branding is addressed as a multidimensional structure that holistically
reflects organizations’ value systems, strategic perspectives, work design, and the ways in
which employees experience organizational life. This multilayered structure encompasses a
broad range of areas—from the formation of organizational culture and the nature of the
psychological contract to digital experience design and sustainability-oriented legitimacy
processes—and performs a sensemaking function for organizations’ internal and external

stakeholders alike.

This book aims to reposition employer branding within this expanding theoretical and
practical context. Our main point of departure is that, in modern organizations, employee
experience, digital touchpoints, Al-supported applications, and sustainability-based corporate
strategies are increasingly intertwined. As a result, employer branding has evolved beyond a
singular concept and has become an overarching framework that connects the disciplines of
organizational behavior, human resource management, marketing, strategy, and corporate
communication. For this reason, the analysis of employer branding should not be limited solely
to corporate discourses; it should also be evaluated in relation to employees’ everyday and
momentary experiences, the functioning of organizational structures, and organizations’

positioning within society.

Part I focuses on the theoretical foundations of employer branding and revisits the
development of the concept through its historical, theoretical, and conceptual dimensions. This
section comprehensively discusses how employer branding emerged from the interaction
between human resource management and marketing disciplines, and how it has, over time,
integrated with fields such as organizational behavior, psychology, strategic management, and
corporate communication. In addition, by addressing changing employment relationships,
flexible work models, digitalized organizational structures, and the evolution of the
psychological contract, the section demonstrates why employer branding in contemporary

organizations requires a multilevel theoretical explanation. Within this framework, employer
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branding is emphasized not merely as an attraction strategy, but as a holistic structure that
discursively and experientially defines the organization’s identity, values, governance

approach, and its relationship with employees.

Part II positions employee experience as the core element of employer branding and
addresses the physical, technological, and cultural dimensions of experience as an
interconnected whole. This section examines how employees’ points of contact with the
organization—such as job design, leadership relationships, team dynamics, digital interfaces,
spatial arrangements, and cultural atmosphere—are associated with outcomes including
emotional attachment, engagement, organizational identification, trust, and brand
ambassadorship. It discusses how the rise of digital employee experience, the widespread
adoption of hybrid and platform-based work arrangements, and intergenerational differences
in employee expectations influence the perceptual nature of employer branding. In doing so,
employee experience is presented not only in terms of its operational function, but also as a
strategic organizational design domain that shapes employer brand value.

Part Il brings together the perspectives of positive psychology and psychological capital
with the employer branding literature. This section addresses the shift in psychology from its
historically pathology-oriented trajectory toward the positive psychology approach, which
emphasizes strengths, virtues, and optimal functioning. It discusses how concepts such as
character strengths, virtues, subjective well-being, and mental health intersect with employee
experience and employer branding. The roles of psychological capital components—self-
efficacy, hope, optimism, and resilience—in shaping employee well-being, work engagement,
organizational commitment, and brand ambassadorship are evaluated, thereby demonstrating
that employer branding is closely related not only to corporate discourse and external
communication, but also to employees’ psychological resources and levels of well-being.

Part IV evaluates how artificial intelligence technologies and digitalized work processes
offer new managerial approaches and opportunities in the context of employer branding. This
section focuses on how GenAl-supported experience design, personalized communication and
feedback mechanisms, predictive talent analytics, algorithmic decision-making processes, and
digitalized HR practices transform organizations’ employer branding strategies. Artificial
intelligence is emphasized as a strategic element that both enhances operational efficiency and
shapes employee experience, anticipates expectations, and supports cultural alignment.
Within this framework, the section provides a comprehensive assessment of the organizational
architecture that technology-enabled employer branding is likely to necessitate in the future.
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Part V integrates sustainability, corporate social responsibility, and corporate identity
processes through the lens of employer branding. This section discusses the effects of
environmental, social, and governance (ESG)-oriented practices on employee perceptions,
stakeholder trust, societal legitimacy, and corporate reputation. Ethical responsibility,
corporate citizenship, transparency, accountability, and green HR practices are evaluated
within a coherent conceptual framework to illustrate how they strengthen employer brand
value. In this way, employer branding is positioned as a strategic framework that shapes not
only internal organizational processes, but also organizations’ relationships with external

stakeholders and their positioning within society.

Part VI draws attention to the importance of contextual differences in employer branding
studies and examines how the concept carries distinctive dynamics in emerging economies
such as Tirkiye. This section analyzes how employer branding is shaped by economic
conditions, cultural norms, institutional structures, sectoral dynamics, and the characteristics
oflocal labor markets. It also addresses indicators that can be used to measure employer brand
outcomes, data-driven approaches, and strategic orientations proposed for practitioners.
Accordingly, the section provides a comprehensive evaluation of how employer branding can

be strengthened in relation to local contexts.

Consequently, this work addresses employer branding as an overarching concept that
shapes both the strategic and cultural modes of organizational existence, and moves beyond
framing it merely as a “human resources tool.” Instead, employer branding is positioned as a
fundamental element of corporate identity, organizational experience, employees’
psychological resources, and sustainable success. In this way, the book aims to offer conceptual
depth, analytical perspective, and a holistic evaluation of contemporary working life for both

academic research and practice.
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Dijital donlisimiin hizlandigl, siirdiiriilebilir kalkinma ilkelerinin isletmelerin stratejik
yonelimlerinde belirleyici hale geldigi ve c¢alisma yasaminin psikolojik, teknolojik ve
kiiltiirel boyutlarinin eszamanl olarak dontstiigu giiniimiiz kosullarinda isveren markasi,
yonetim bilimlerinin en dinamik arastirma alanlarindan biri olarak 6ne ¢ikmaktadir. Isveren
markasi yalnizca yetenek cekme ve elde tutmaya yonelik bir insan kaynaklari araci degil;
orglitsel kimligi, calisan deneyimini, teknoloji kullanimini1 ve kurumsal sorumlulugu
biitiinciil bicimde bir araya getiren stratejik bir tist cerceve olarak degerlendirilmektedir. Bu
kitap, isveren markasini s6z konusu ¢ok boyutlu doniisiimiin merkezinde yeniden
konumlandirmay1 ve kavrami hem kuramsal hem de uygulamaya doniik kapsamli bir
perspektifle ele almay1 amaglamaktadir.

Calisma; isveren markasinin tarihsel ve kavramsal temellerinden baslayarak calisan
deneyimi, pozitif psikoloji, yapay zeka destekli uygulamalar ve siirdiiriilebilirlik odakl
isveren kimligi gibi birbirini tamamlayan alanlara uzanan biitiinciil bir yaklasim
sunmaktadir. Isveren markasi, ¢calisanlarin giindelik deneyimleri, psikolojik kaynaklari,
dijital temas noktalar1 ve kurumsal degerler sistemiyle birlikte ele alinarak; orgiitsel
davranis, insan kaynaklari yonetimi, pazarlama, strateji ve kurumsal iletisim disiplinlerini
kesistiren bir st yapi olarak tartisilmaktadir. Bu yoniiyle kitap, isveren markasini degisen
calisma hayati baglaminda stratejik, kiiltiirel ve toplumsal boyutlariyla anlamlandirmak
isteyen akademisyenler ve uygulayicilar icin giiclii bir kuramsal ¢erceve ve analitik bir
referans noktasi sunmaktadir.
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