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ABSTRACT 

This research, aim to investigate the crucial role played by employer brand, with comparative analysis between 

experts from academy and industry (eight members for each group) through different perspectives, on the importance of 

employer brand. 

The review of literature stresses the image and attractiveness of employer brand, through five kinds of speculation 

on value - reputation value, economic value, development value, work-life value and social value. 

Checking the ranking of the diverse value, comparing and integrating the bilateral experts’ opinions by AHP 

(Analytic Hierarchy Process), is indispensable. According to survey to experts from industry, highest one is reputation 

value, and the rest by order are economic value, development value, work-life value and social value. The academic 

response to the ranks can be aligned from economic value, development value, reputation value, social value and work-life 

value, respectively. The results will provide future researchers on related fields with relevant data on literature and 

references once if with requirement of application and promotion on business employers as well as company brand 

development. 
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