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IT industry sustains its top 
employment appeal around  
the world but competition 
for talent is rising
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In a post-digital age, it’s not surprising companies in the 
information technology sector have a lot of appeal as 
employers. Appealing brands such as Apple, Google, 
Facebook and many others are shaping the way 
consumers interact with the world each day. Constantly 
delivering innovation through connected products, 
mobile apps and automation, these businesses are at  
the forefront of transforming the global social and 
business landscape.

Offering highly generous compensation packages 
that include excellent pay, lucrative stock options and 
retirement benefits, some IT businesses are able to 
easily attract the best talent available. Furthermore, the 
employee perks offered by these organizations are well 
documented and shared online, sometimes even making 
the headlines. These include very competitive intern 
remuneration, free meals onsite, concierge service, 
flexible schedules and even the freedom to choose 
the kinds of project to work on — significantly raising 
the bar on employee value propositions and driving 
complexity for other brands to compete.

According to the 2017 Randstad Employer Brand 
Research, one of the world’s largest assessments  
of perceptions among working-age people in  
26 countries, the IT sector is considered one of the 
most attractive, with 49% of those surveyed ranking 
it No. 1. In the North American and Asia Pacific 
regions, it ranks at the top, cited by 45% and 57% 
respectively. 

employer branding in IT 

2  |   www.randstad.com  



3  |   www.randstad.com  

the power of innovation

To say IT is a dynamic sector is an understatement. No 
other industry delivers as much innovation as quickly 
or prolifically, touching the lives of people everyday. 
This facet of the sector appeals to all workers, but 
it is especially alluring to younger generations who 
are already used to a socially and digitally connected 
world, a majority of whom say they want to work in 
this business. These younger workers will be especially 
important to companies wishing to build a sustained 
talent pipeline that can offset the brain drain expected 
to occur from workers retiring over the next few years.

IT also has an advantage when it comes to nurturing 
talent, according to Richard Narine, Director of Global 
Sales and Business Development with Randstad Global 
Client Solutions. A veteran of the sector for 25 years, 
Narine said IT historically has had a strong draw for 
younger workers, but recently there has been an uptick 
in the number of students pursuing a career in this field. 
This clearly reflects the sector’s impact on secondary 
education students.
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This is an important development because many 
markets will see the number of IT jobs and demand for 
talent rising. In the U.S., the Bureau of Labor Statistics 
predicts IT jobs will increase 12% from 2014 to 2024, 
faster than any other sector. The European Commission 
predicts that by 2020, the region will be short of 500,000 
qualified information and communication technology 
(ICT) workers. One survey found that 69% of CIOs in the 
Asia Pacific region believe a lack of talent will prevent 
their companies from keeping up with the pace of 
change1. All the signs point to rising IT talent scarcity 
around the world.

“When you see the growing interest in universities, 
the future talent pipeline looks encouraging. Driven by 
digital transformation across many sectors, students 
understand they have a very bright future pursuing 
degrees in this field,” Narine said. “However, whether 
the small increase in the number of people studying in 
this field — about 5% globally — is enough to meet 
future demands remains to be seen.”

12016 Harvey Nash/KPMG CIO Survey



4  |   www.randstad.com  

regional and generational differences 
in attitude

Although IT is a highly attractive sector globally, its 
appeal varies by region, gender and age group, the 
Randstad Employer Brand Research survey found. 
Among adults, it has a strong draw in Asia Pacific (57% 
would like to work in the sector), Latin America (51%) 
and North America (47%). In Europe, however, only 37% 
have a desire to work in the sector.

These regional trends are mirrored by different age 
groups also. Among recent graduates, 53% of adults 
18 to 24 years old want to work in IT, with the highest 
percentage found in Asia Pacific (61%), followed by 
Latin America (51%), North America (45%) and Europe 
(39%). IT’s appeal drops notably among older workers 
(45 and up), with only 43% of all adults wanting to be 
in IT. The percentage drops in all regions: Asia Pacific 
(51%), Latin America (49%), North America (35%) and 
Europe (35%).

How many recent graduates 
want to work in IT?

Asia-Pacific Latin  
America

North  
America

61% 51% 45%
Europe

39%

How many older workers  
(45 and up) want to work in IT?

Asia-Pacific Latin  
America

North  
America

51% 49% 35%
Europe

35%

While there are distinct differences among regions and 
generations, the perception of the industry among 
women and men is mostly consistent. In all but North 
America, women and men harbor the same feeling 
towards IT. In Europe, 38% of men and 36% of women 
would like to work in the sector, while the ratio is 52% 
and 50% in Latin America and 56% and 58% in Asia, 
respectively. Only in North America is there a wider 
disparity, with 49% of men and 41% of women who 
want to work in the sector.

The regional differences among workers’ view of the 
IT sector is good news for companies in Asia Pacific and 
Latin America but foreshadows potential problems in 
North America and Europe. Whether the industry suffers 
an image problem in these markets or there is a lack of 
effort by educational institutions to encourage students 
to pursue and IT career is unclear. What is clear, Narine 
points out, is that old economy IT companies need to 
continue to invest in their employer brand to ensure 
they can compete for talent.

“Traditional, big-name companies are trying to enhance 
their employer brand, but they have a lot of catching-
up to do,” Narine points out. “Their historical corporate 
values made them what they are, but how can they 
leverage that in a rapidly evolving business and where 
redefining the employee value proposition occurs 
almost on a daily basis?”
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Indeed, a look at the top IT companies shows how 
different their businesses are and how differently their 
employer brands are viewed. While companies such as 
Microsoft, IBM and Oracle are the giants of the industry, 
they don’t receive the attention lavished onto the likes 
of Apple, Amazon and Alphabet (Google’s parent 
company).

Adults who want to work for 
large corporation

Asia-Pacific Latin  
America

Europe

38% 37% 20%
U.S.

39%

IT workers who want to work  
for large corporation

Asia-Pacific Latin  
America

Europe

47% 43% 26%
U.S.

30%

Big companies fare better among IT workers, with 30% 
of U.S. respondents willing to work for them, but only 
26% of Europeans take the same view. In Asia Pacific 
and Latin America, workers are much more open to big 
corporations, weighing in at 47% and 43% respectively. 

Narine said large IT players need to go beyond 
investing in employer branding campaigns to create the 
excitement and innovation smaller competitors offer. 
It starts with internally changing how they approach 
growth and create business opportunities. “That’s not 
happening fast enough at some companies,” he added.

Indeed, some large businesses have adopted 
this mentality. According to the Harvard Business 
Review, companies such as Amazon and IBM have 
created new ventures that are not part of their core 
businesses. In doing so, they are able to replicate the 
energy of a start-up while relying on the capitalization 
and resources of the parent company. For prospective 
employees, this may represent the best of worlds: 
security combined with an entrepreneurial spirit.

Part of the challenge for large, well-established 
IT companies is the perception that they lack the 
excitement and flexibility offered by entrepreneurial 
start-ups. Randstad’s survey found that only 26% of all 
adults want to work for a large corporation, with U.S. 
workers most resistant to the idea (only 18% want to). 
This is slightly lower than European workers (20%) and 
much lower than Asia Pacific (38%) and Latin American 
(37%) counterparts. 
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that baseline factors workers consider when selecting 
an employer and sector are mostly the same around the 
world — that is salary, security and work/life balance are 
high priorities for all workers and are usually among the 
top five most important considerations. 

One area that IT professionals prioritize more than 
workers in other sectors is career progression. In all 
regions, the opportunity to advance in the workplace 
is ranked more highly by those in this sector than the 
general population.

By clearly demonstrating such opportunities within 
their organization, IT companies can optimize their 
messaging and create employer brand campaign that 
really resonates with IT workers.

The opportunity for career progression is one of the top 
five most desirable traits that all IT workers seek.  
In order, they are:

1.  Attractive salary and benefits

2.  Good work-life balance

3.  Long-term job security

4.  Career progression opportunities

5.  Pleasant work atmosphere

competition from unlikely competitors

As IT companies learn how to nurture a start-up 
and boot camp mentality to attract talent, they face 
another challenge: competition from non-competitors. 
Companies not typically considered participants in the 
sector are increasingly seeking the same skill sets as 
established IT businesses, especially for workers with 
digital capabilities. This is the direct result of continued 
digitalization across all sectors as products and services 
increasingly become connected to the internet and as 
trends shift from outsourcing to insourcing.

Survey respondents in a Randstad Sourceright report 
said organizations with visible brands are more of a 
competitor for talent than direct business adversaries. 
The likes of GE and General Motors now seek more 
programmers and software developers than in the past, 
forcing them to go head to head with sector leaders 
such as Cisco, Hewlett Packard or Microsoft.

So what does this mean in terms of creating an effective 
employer brand in the sector? To successfully compete 
for talent, employers will need to communicate an 
employee value proposition that resonates with their 
target. The Randstad Employer Brand Research found 

 

 

k-life balance 46% 

North America

 60% Salary & Benefits

 46% Long-term job security

 46% Good work-life balance

Europe

 59% Salary & Benefits

 51% Pleasant work atmosphere

 50% Long-term job security

LATAM

 54% Salary & Benefits

 51% Career Progression

 47% Pleasant work atmosphere

APAC

 56% Salary & Benefits

 46% Good work-life balance

 45% Long-term job security
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retention is critical

It’s not just women that the IT sector risks losing; 
there is a high potential for both men and women to 
seek employment in other sectors, Randstad’s survey 
revealed. Of all IT workers, 75% said they are willing 
to switch to a different sector, which either indicates 
the growing attractiveness of other sectors such as 
engineering or life sciences or a declining loyalty to  
IT work. Regardless of the driver, the sector faces a  
long-term problem that will require a collective change 
to IT’s culture.

One way to ensure loyalty is to continually train and 
develop workers so their skills don’t become obsolete, 
which has become a growing concern for many 
employees as more robotics and automation replace 
people. In light of this threat, 65% of IT workers say 
they would undergo retraining if their job was at risk 
of being automated. This figure is higher than the 
58% for all people. Companies operating in the sector 
should invest in training for their workers as a way to 
encourage loyalty and to redeploy employees from 
legacy businesses to new ventures.

IT companies have to continually find creative ways to 
both attract and retain workers to remain competitive 
and drive innovation. As talent scarcity grows over 
the next few years, the sector must up its investments 
in employer branding efforts to ensure access to a 
robust candidate pool. If IT companies fail to do this, 
they risk losing excellent workers, especially Gen Z and 
Millennials, who will help businesses drive their top-line 
growth in this post-digital era.  

However, the order of traits changes when only 
considering female opinions. This is an important 
perspective because the sector has struggled with 
gender diversity for decades, and the problem has 
worsened, according to The Atlantic magazine. It 
reported that since 1984, the percentage of women in 
the U.S. studying computer science has fallen from 37% 
to 18% today. A recent Financial Times articles reported 
that at 500 start-up companies in the San Francisco area 
with fewer than 100 employees, only 23% are female.

To attract and retain women workers, which has 
become a priority for some IT businesses, they should 
strive toward building a pleasant work environment 
and providing flexible work schedules. This is in addition 
to the other baseline qualities that all IT workers seek, 
but if companies in the sector hope to achieve greater 
gender diversity, they must make a greater effort to 
appeal to women workers.

employer branding in IT 
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