
Story #2 
Hitachi Construction  

Machinery
‘People: the heart of our machines’

Stories that make you look twice
One of a series of stories looking at employer branding from a fresh perspective.



Finding and replacing good people 
using traditional methods is costly to 
everyone. Hitachi considered it high 
time that their company was viewed 
in a similar light to other blue chip 
companies and taken seriously in 
their area of expertise by expressing 
exactly who they are to the outside 
world. 

When Hitachi wanted to improve 
its talent attraction pipeline and 
integrate a large number of new 
employees, it engaged eBrands 
to help. With no Employee Value 
Proposition (EVP) in place, it was 
time to create e�ective employer 
brand equity. The result was bringing 
Hitachi’s reason for being to life by 
creating an emotive brand character. 
In addition, eBrands investigated 
how to improve Hitachi’s recruitment 
work flows; and helped to put 
retention strategies in place.

Careers website homepage – People: the Heart of Our Machines

Workers who are actively disengaged 
have higher absenteeism, more 
safety incidents and lower retention 
rates. They are estimated to cost 
the country’s economy $54.8 billion 
annually.*
*2013 State of the Global workplace, Gallup 



Positioning
When the arrow hits the bullseye 
everything just works.

When a business improves its 
recognition as a large-scale employer 
by communicating employment 
success factors and culture openly, it 
creates appeal. The positioning and 
employment philosophy captured 
for Hitachi espoused the relationship 
between their superior products and 
the people that worked to deliver 
them. This clarified the business for 
new intake and made for an enticing 
proposition, subsequently generating 
huge savings compared to the cost 
of recruiting large numbers through 
their old methods.

Product/Organisation type 
/Business
Heavy industrial and  
construction equipment

The people who work at Hitachi and deliver superior service and products



Target Audience
The target audience comprised of 
professional and skilled workers 
who shared Hitachi’s philosophy 
regarding customer service, 
technology and reliability. Age was 
no barrier. Job seekers were required 
for management roles, white collar 
and blue collar roles, trainees and 
apprentices positions – they were all 
part of the target mix.

Employment experience and safety videos



Our communications strategy
eBrands created an Employment 
Value Proposition applied to a 
careers website with appropriate 
job search and application workflow 
functionality. Social media strategies 
to create brand engagement and 
awareness were developed, as was 
digital content around employment 
experience and safety in the 
workplace. This was all made possible 
by communicating the essence of 
the employer brand throughout the 
communications and social networks.

Careers website



eBrands expertise on this project
• eBrands created a compelling EVP positioning 

and employment philosophy
• employer brand visual identity
• employment experience video
• employee safety video. 

More stories for another day:
SunRice
Kimberly-Clark
Pharmaceutical and Medical Professionals
Coca-Cola Amatil
Crossmark
BAT
Tip Top

If this piques your interest, contact Mark at 
eBrands and ask him to send you one of our stories.  
mark.macwhite@ebrands.com.au

Employees living and breathing the employment philosophy


