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MOST DESIRED EMPLOYERS SURVEY 2026
C

) objective, data-driven insights into candidate behaviour

and employer brand perception

identify perception gaps & build targeted employer
branding strategies

measure the impact of recruitment and communication
efforts over time




online survey
21st edition
december - april

10 892 respondents
students and professionals
nationwide

Academic background:
Economics

Humanities

Engineering

IT&C

Medical & pharma




JOB SEARCH BEHAVIOR s

No
13.9%

When companies aren’t
ves, actively actively hiring, how do
45.2% you justify continued
investment in employer
branding?

No, but I was open
40.9%

*SOURCE: MOST DESIRED EMPLOYERS STUDY 2026 N= 9 967 I




eNPS

Detractors

How do you build an

authentic employer

brand when internadl
sentiment is negative—

Passives
do you fix perception
first, or the actuadl
experience?
Promoters 41.0%
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CANDIDATE EXPECTATIONS s

Attractive salary package

Secure workplace

Attractive benefits package
Friendly, relaxed work atmosphere
Well-being and work-life balance
Employee performance is recognized
Support employee development
Good reputation in the market
Employee training and development
Remote work option

Hybrid work schedule

Experts you can learn from

Impact of my work

Good reference for my career
Career advancement plan

Initiative and autonomy

Office easily accessible

Leaders who inspire me

Pleasant physical environment
Positive impact on society / purpose
Fast promotions within the company
State-of-the-art technologies

New professional challenges
Innovative products and services

*SOURCE: MOST DESIRED EMPLOYERS STUDY
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23,7%
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70%

What changes in
employer branding
when salary is no
longer a hidden
differentiator, but
public
information?



EMPLOYER OF CHOICE s

Applied to MDE #1 52.5%

What does ‘employer of
Applied to MDE #2 38.7% choice’ really mean in

practice today—and
Aoplied to MDE #3 how is it dlfferent from
Applied to MDE #4

just having a strong
employer brand?
Applied to MDE #5 28.7%
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