
 

 

 

Interview –  Dominik A. Hahn (Allianz SE) 
By Anne Pestel 

 

 

1. Tell me about yourself (Name, Country, Job, your company, position, etc.): 

My name is Dominik A. Hahn and I‘m currently working as an Expert Global Online Employer 

Branding at Allianz SE (global headquarters) in Munich, Germany. 

 

2. Can I ask you to give your own definition of “Employer Brand”? 

Even though an employer brand is largely comparable with the corporate or product brand, 

it‘s something unique. That‘s because the decision to apply at a specific employer or not is a 

very serious one in contrast to buy a specific chocolate, for example. In this regard an 

employer brand needs to clearly communicate the values and traits of an organization in 

order to make sure the best person-organization fit possible when it comes to an applicant‘s 

decision whether to apply or not. 

 

3. What Employer Branding means for Allianz? 

Our aim is to hire and retain the best talents out there. That is one of our strategic pillars. This 

means we strive to deliver a continuous and homogenous candidate experience along the 

„Employer Branding Value Chain“. From the first contact on fairs, social networks or via our 

career website over our recruiting and selection process (meaning technical aspects as well as 

personal ones during interviews) to the on-boarding period: We try to be as transparent and 

service oriented as possible. At best this ensures that even candidates who got declined have 

a good feeling about Allianz and maybe recommend us amongst their contacts. 

 

4. Employer Branding is nowadays very popular in the Germany, isn’t it? Do you know 

the state of this thematic in the other countries?  

My general feeling is that Europe and the U.S. are quite aware of the fact how important 

Employer Branding is and that it contributes directly to a company‘s success. In the Asian 

region, especially South East Asia, Employer Branding as we know and understand it, is more 

or less non-existent. But that‘s why because the majority of the world‘s big companies (just 

take the Fortune‘s 500 as an example) are Europe or U.S. based. Subsidiaries of those 

companies often to not need some kind of own Employer Branding or profit from centralized 

Employer Branding/Recruiting services (e.g. ATS) of their headquarters. But China or Brazil are 

good examples of countries in which Employer Branding becomes more and more important.  

 

5. How do you recognize a good Employer Branding Strategy? What are the criteria? 

 

Employer Branding does not start with a fancy website and ends with a hire. Instead 

Employer Branding is - from a more operational point of view - the sum of HR-Marketing 

(responsible for career fairs, university cooperations, website, media planning, internship 

programs, social media etc.), recruiting (eRecruiting, active sourcing, candidate selection, 

hiring department coordination etc.) and Talent Relationship Management. Speaking about 

the more strategic side, Employer Branding is (or should be) an essential part of any message 



 

 

 

 

 an organization is sending out to the public, no matter if it‘s corporate or product related.  

Therefore the marketing as well as the communications department need to be aware of an 

company‘s EVP. This kind of perspective means nothing less than a mind shift for the 

marketing and communications units, but it‘s also a paradigm shift for HR itself, and 

especially for recruiters. So before someone should start with the operative part, it‘s much 

more important to change the mindset of the company. 

 

6. According to you, Employer Branding should be a Human Resources or Marketing 

function or both? (or maybe other) 

Having in mind that on-boarding is also part of Employer Branding, it should be/stay part of 

HR. in order to guarantee short ways to the Talent Management and International 

Assignment teams. But I‘m absolutely convinced that HR communications should be part of 

Employer Branding and not be handled separated in Corporate Communications. 

 

7. What's your ideal company in terms of Employer Branding? And Why?  

To be honest, I haven‘t seen the „ideal Employer Branding“ so far. I often see very dedicated 

and innovative activities (e.g. the „Unofficial Guide to Banking“ by Deutsche Bank, the current 

nationwide campaign of Deutsche Bahn or the amazing video of the German McKinsey unit), 

but I think we are all way too far away from being perfect in our Employer Branding efforts. 
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