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In times of globalisation, organisations 
are facing a tough time in managing 
human capital. Employer branding is 
being used by various organisations to 
attract and retain the best of talent and 
to combat the increasing attrition rate. 
Employer branding is a creative blend 
of marketing sciences and human rela-
tions management to project an image 
of organisation that influ-
ences the way the current 
and prospective employees 
perceive an organisation 
along with its employment 
experience. It commu-
nicates to the potential 
employee about the organ-
isation culture, its values 
and other career-oriented 
programs prompting the 
zealous candidates to apply 
in the organisation.

According to the Whirlpool 
Annual Report 2013-14, 
the Human Resource 
Department’s key focus 
was to work on building ca-
pability, retaining talent and engaging 
the workforce. The company launched 
the initiatives of “i-grow” for improve-
ments in the front and sales managers‘ 
through engagement and motivating 
the sales force.

The Whirlpool Service Academy has 
trained more than 1,200 engineers 

helping them to design their career 
path and enhancing engineering skills. 
With all the employment experience, 
employee engagement score soared up 
to 85%. Whirlpool of India Ltd., carried 
out an extensive research based on 
secondary data sources to identify the 
most important criteria that candidates 
look for while selecting the employ-

ers. Whirlpool India adopted 
the CC-Opex methodology 
to carry out the employer 
branding initiatives.

CC-Opex is an internal qual-
ity process of Whirlpool anal-
ogous to Six Sigma used by 
Motorola. Whirlpool adopted 
the employer branding initia-
tives and was recognised as 
the best employer for 2016.

Thus, it continued the trend 
of having been the title win-
ner for the preceding two 
consecutive years in 2013-
15 and 2014-16. However 
the biggest challenge for 
Whirlpool of India Ltd. was 

how to sustain the best employer im-
age of Whirlpool of India Ltd?

Mumbai is known to be the heart of 
Bollywood film industry, where every 
individual, be of any age group, wants 
to look trendy, stylish and has a dream 
to wear designer clothes. Blinge made 
this dream come true by introducing 
rental designerwear in affordable 
budget. Mumbai-based startup com-
pany Blinge.com came up with an in-
novative idea of renting the designer 
clothes online. It started as India’s 
first fashion subscription model and 
soon pivoted to being an 
on-demand fashion rental 
model.

The online facility is 
posing a competition to 
the fashion apparel retail 
outlets, as it is a substitute 
of these brick-and-mortar 
stores. Also, there is a 
rising trend in people using various 
ecommerce sites to order clothes and 
parallel to this there is a probability 
of retail outlets like Shopper Stop and 
Aditya Birla Group entering into the 
online world to expand their purview. 
Considering all these facts, Blinge 
came up with the facility wherein, 
women can rent clothes instead of 
buying them.

Blinge includes two offerings, 
wherein its first offering is ‘Blinge 
Now’. Blinge Now caters the need of a 
dress for the events like clubs, cocktail 

nights and date nights with brands like 
DKNY, GUESS, ZARA and VERSACE. 
These dresses are delivered within 
1 hour of order, so women never 
have to worry about ordering well in 
advance.

The second offering is ‘Blinge Book’ 
which caters the need of a dress for 
the events like weddings and red 
carpets with designer outfits from 
Anita Dongre, Ritu Kumar, Rohit Bal 
and international designers like BCBG, 

Herve Leger, etc. These 
outfits can be booked well in 
advance of the special occa-
sions and customised to fit. 

However, great ideas 
come with great challenges. 
With the launch of Blinge in 
August 2015, the Founders 
introduced disruptive mar-

keting techniques both online and 
offline. By end of 2016, Blinge expects 
to generate $1.5 million in revenue 
(`10 crore) and expand to two more 
cities (Delhi and Bangalore) with its 
base in Mumbai. The challenge still 
looms, i.e., to bring awareness among 
people about an option of saving 80% 
of the money they spend on clothes 
but gain the same experience of wear-
ing extraordinary dresses.
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