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Abstract

The employer reputation of an organization is being constructed through such media forums and
feedbacks on social networking sites as well as Glassdoor or LinkedIn. These platforms provide
the employees and the public or job candidates to express their sentiments and encounters
affecting an organization greatly on its brand reputation and staff acquisition and maintenance.
This paper submits the idea of combination of sentiment analysis and trend forecast for real-time
employer reputation management. By using sentiment analysis, the emotion recognition of the
feedback given and the trend prediction of the employer brand sentiments, organizations for
tackling the employer brand challenges proactively. It restricts its scope to using predictive
algorithms, NLP, and structured data mining to track the pulse of the population, determine
concerns, and predict business-critical trends that lead to erosion of employer credibility. This
approach allows for HR professionals to receive substantive data that the organization can use to
address different issues concerning employee engagement and protect the reputation of the
employer.

Keywords: Social Media Analytics, Emotional Intelligence, Business Intelligence, Gender
Intelligence.

I. INTRODUCTION

Modern method of communication means that organizations cannot control the manner in which their
reputations are created. Subsequently, through technologies like social media, online reviewing, and
current professional networking platforms like Glassdoor and LinkedIn employers’ reputations are
informed in real-time by employees, applicants and the public. Such, is the case, that any form of online
message, positive or otherwise can have a profound ripple effect on the way an organization is perceived
and the chances it gets in the hiring, management and branding of its workforce. Since job seekers and
employees share their opinions about workplaces on digital platforms, it is insufficient to regulate
employers’ rap sheet with the help of traditional approaches, like surveys or press releases annually.
However, raw data collected from these platforms require constant tracking, evaluation and interaction
for the organization to have a real-time depiction of its image.
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Employer reputation management has lately adopted the use of sentiment analysis and trend forecasting.
Text analysis, on the other hand, applies computational techniques on the text to categorize feedback in
terms of emotional affection as either positive, negative or neutral. When the disposition of an
organization’s name is monitored overtime, the management is not only able to detect emerging trends
but is also able to determine the level of satisfaction among its employees and candidates for a given
position as well as the general public’s perception of the organization. Whereas sentiment analysis looks
into the current trends, trend forecasting identifies trends into the future so that HR teams and
organizational leaders can address issues before becoming bigger issues. Through real time employee
feedback and data analytics, employers can fully control their employer brand this ensuring that the
employees are happy while at the same time, the areas of concern that members of staff may hold, are
addressed[1].

J.I
P
1

s |||||L|.|||,.h

Figure 1: sentiment analysis and trend forecasting work][2]

Il. LITERATURE REVIEW

A. Conventional Techniques of Employer Branding

Traditionally, ERMA more specifically managing an employer’s reputation; comprised of surveys from
time to time, public relations, CSR programs and marketing strategies. These methods were intended to
build and change the way people viewed the company. However, such traditional methodologies have
drawbacks in so far as flexibility and reactivity are concerned. Traditionally reputation management can
only be reactive, where an organization only responds to these findings once it has been affected, or has
received negative perception from the public.

Giving real time feedback has become the order of the day with the availability of the social media and
employee rating site like the glass door, indeed and linked in among others. However, using CSR
initiatives, marketing campaigns and similar tactics as main strategies still only covers one’s basic need
for managing feedback and is not able to follow the rapid response of consumers. Now, the
organizations have to deal with the issue of how to consume and make sense of the massive amounts of
content and are also expected to respond to feedback which is given so swiftly and efficiently on digital
platforms. This has created a shift and called for improved and faster methods of reputation management
that focus more on the current perception of the public[3].

Traditional Modern
Approach Methods Methods
Data Collection | focus  groups | employee
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Periodic social media, review
surveys platforms
Feedback

Responsiveness | reactive

Slow, Real-time proactive
Engagement

Strategy CSR initiatives

Marketing Sentiment trend
campaigns analysis forecasting

Table 1: Traditional vs modern Approaches

B. The Use of Sentiment Analysis in Managing Organization Reputation

Today employer reputation management cannot afford to ignore the importance of sentiment analysis.
Sentiment analysis is a process, which utilizes the natural language processing, and machine learning to
analyze sentiment or attitude conveyed by an author in digital content including the social media
updates, the posts they write about their employers, employees’ work-related content, and the discussion
forums. The content is usually categorized as positive, negative, or neutral, give organizations
information about what is being said of them online.

It has been revealed in the existing studies that with help of SA it is possible to predict certain concerns
connected with employee satisfaction, brand consciousness or public opinion. For instance, a positive
feel within the employee surveys translates to high levels of employee engagement while negative
sentiments suggest the opposite, low engagement or tour developing risks of high turnover. The basic
idea is that analyzing sentiment in real time mean that organizations have the ability to act on responses
before they turn into complaints[4].
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Figure 2: Sentiment Analysis Process[2]

C. Trend forecasting and predictive Analysis

While sentiment analysis is critically helpful in generating real-time insights into prevailing public
sentiment, trend forecasting moves one step further by trying to anticipate how that sentiment will
develop in the future. Sentiment analysis relies on the results of trend forecasting, machine learning
algorithms, and past trends data in the matter of detecting patterns. This feature makes it possible for

IJLRP23051235 Volume 4, Issue 5, May 2023 3



https://www.ijlrp.com/

@ International Journal of Leading Research Publication (IJLRP)
IJLRP

E-ISSN: 2582-8010 e Website: www.ijlrp.com e Email: editor@ijlrp.com

firms to predict future shifts in public perceptions and devise appropriate framework for management
actions[6].

For instance, sentiment analysis finds out that there are many negative sentiments towards a specific
workplace policy and practice, the importance of trend forecasting comes in to determine whether this
rate will continue to rise or stabilize. Sentiment analysis enables organization to devise strategies on
employer branding and management of reputation in good time when the situation hasn’t gone out of

hand.

I1l. METHODOLOGY

A. Data Collection

Sources for this study will include social media that host organization reviews such as Glass door,
LinkedIn forums, and twitter and each individual company online forums. These web-based tools
provide diverse, candid information about employee satisfaction, candidate impressions, and even
overall public views on organizational behaviors. More specifically, attention will be paid to the
experience of employees, the reviews of candidates and mentions in social networks. This diverse range
of data sources will enable an understanding of how an organization reputation changes over time.

B. Sentiment Analysis

In this case, sentiment analysis will be done using natural language processing techniques in order to
categorize the gathered data with regard to the imputed sentiment. Text extracted from reviews or
comments will be classified into either positive, negative or neutral according to the sentiment
underneath the offered text. The sentiment analysis will be done at document level for example the
whole review and this will also be done at the sentence level so as to be able to realize other changes in
sentiment. These layered collections are useful to properly identify the separate shifting in tones within
longer comments and reviews[7].

C. Trend Forecasting

For future predictions, time series analysis will also be used after deciding between machine learning
algorithms: ARIMA or Recurrent Neural Networks (RNN). He branded these models as the Historical
Sentiment data models the mission of which will be to study historical data to look for patterns to
determine future shifts in sentiment. These attributes will, therefore, be integrated into the forecast
model to make key recommendations depending on the frequency of reviews, polarity, and emerging
topics in feedbacks.
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Figure 3: Sentimental Analysis Process|8]

IV. KEY INSIGHTS AND APPLICATIONS

A. Real Time Reputation Management

Through sentiment analysis, the HR teams are able to track the reputation of an organization constantly
by the mentions and comments that are made on the organization across platforms such as Glassdoor,
LinkedIn, Twitter and any public forum. Compared to the overall viscosity of the information published,
the degree and direction of shift in employee or candidate sentiment can be observed in real-time. For
instance, a rapid increase in negative comments within a short period could be a warning sign of a
problem that people are yet to go public, and this may include, poor working conditions, disparaging
management or sick organizational culture, or other unsavory internal policies. It is easy for a
company’s HR teams to contain such trends since it helps in dealing with them before they grow into
major reputational issues[9].

Positive Negative | Neutral
Platform | Mention | Sentiment | Sentiment | Sentiment
Glassdoor | 100 50% 40% 10%
Twitter 150 60% 35% 5%
LinkedIn | 200 45% 50% 5%
Glass
Door 120 40% 55% 5%

Table 2: Example of Real time Monitoring Process

B. Proactive Issue Management

Trend forecasting is the enhancement of sentiment analysis capabilities since it enables the HR
departments to predict new attitudinal trends before they go viral. For instance, negative comments
about a certain sanitation policy could be detected by sentiment analysis the effect of trend forecasting is
to anticipate whether people will continue having such sentiments or they will get worst. With this
prediction, the HR teams can develop and outline some courses of action like policy alteration or change
in communication strategy to cater to employees’ concerns or innovation of new projects or uptake of
new policies to calm employees. It is also shown that proactive issue management aids in managing
reputation risks but it also supports an organization’s commitment to its employees.
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C. Building up the Employer Branding

The administration of sentiment analysis and trends gives important information about what employees
and candidates cherish most from an employer. For instance, through the analysis of sentiment, the HR
may find out that many employees appreciate an organization’s Diversity and Inclusion polices, and this
policy may be pronouncedly advertised in candidates’ attraction and employer promotion initiatives. In
this way, those aspects that employees and potential candidates value are underlined and organizations
with these vacancies can become attractive for people. On the other hand, there are things that are
terrible for the employer brand; the key areas that can be addressed by HR teams that might be
problematic in an organization include; poor work life balance, lack of career development
opportunities.

D. Strategies of active enhancement of employee engagement and retention

Measuring sentiment over time helps the HR teams to identify the engagement status of its employees as
well as their level of satisfaction. Positive sentiments are associated with enhanced workforce
gamification and positive attitudes to work while negative sentiments may signal workforce
disenchantment or disconnect, negative attitudes towards work or impending turnover. For example,
while negativity may be a sign of dissatisfaction that is associated with higher attrition rates, the HR
department will be well positioned to reverse the situation through LD interventions. This could also
encompass such processes as giving rewards, increasing information exchange, handling complaints or
increasing organizational climate. One of the advantages of managing employee sentiment strategically
is to enhance retention of employees, and in overall workforce wellbeing[10].

V. FUTURE DIRECTIONS

A. Integration with Artificial Intelligence and Automation

It is therefore today easy to conclude that, with the exponential expansion of digital data, the
incorporation of both Al and automation into sentiment analysis and trend forecasting will become a
necessity. Other semiautomatic tools for sentiment analysis can run on the digital platforms on a 24/7
basis and send alerts whenever a paradigm shift in sentiment has been detected. Trend forecasting can
also enhance application of Machine Learning models with additional factors outside the organization,
such as market trends, industry change, and competitors’ feelings, which increase the projection
precision. Such systems will help the HR teams remain ahead of public opinion and provide better
responses[11].

B. Cross-Platform Sentiment Analysis

There is potential for future work to extend the measurement of employer reputation by combining
sentiment data across the various platforms. Hence, it is possible that by using information gathered
from online employee reviews, SMM, online job platforms and other sources an organization gets the
full picture about its reputation among its current workforce, potential candidates, clients and other
stakeholders. CROSS-PLATFORM approach is also advantageous for sentiment analysis since through
it the HR teams can discover further patterns or specific trends, which they might not notice because of
analyzing data only in one platform[12].
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VI. CONCLUSION

Therefore, the combination of sentiment analysis and trend analysis has a revolutionary implication for
managing employer reputation. Using NL and ML, it is possible for an organization to gauge the
sentiments of the public in real-time across the different digital media. This dynamic sentiment analysis
therefore allows the HR teams to address issues on beacons in a timely manner — such that emerging
points of concern do not fester into a full-blown reputation problem. But with the advancement of digital
feedback channels, reputation visibility has never been more important in real-time, and organizations
that adopt use of the new technologies will be better placed to manage their reputation.

Moreover, sentiment analysis and trend forecasting over employees and candidates which are involved
in employer branding can bring more valuable information. This in turn makes it quite possible for
organizations to point out such positive aspects during a recruitment process and even while marketing
the company. On the other hand, identifying negative attitude toward some practices or policies can help
the HR teams to respond early enough before the issue messes up with the turnover rate or the brand
reputation. With these insights, therefore, organizations can develop a better positioned and more
desirable brand internally, as well as externally.

In the not-too-distant future, employer reputation management is going to be influenced by the progress
of artificial intelligence, automation and cross platform sentiment analysis. Al models will build on trend
forecasting, helping organizations better understand when the public is going to change its mind, and
adapt. In conclusion, real-time reputation management will emerge as a critical element of any
organizations’ vision and sustainable plan in delivering an accurate and genuine employer brand as a
result of the constantly growing digital environment.
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