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Anomauin. 3anponono6ano memoouuHull nioxXio 00 OYIHKU NPUBAOAUBOCMI NIONPUEMCTM-
8a sIK poOOMO0OAsYs HA PUHKY Npayi, AKUll, HA BIOMIHY IO ICHYIOUUX, [DYHIMYEMbC HA BUKOPUC-
MAHHI NOKA3HUKIB, CHOPMOBAHUX 3A eJleMeHMAMU KOMNIEKCY MapKemunay nepconany «(P», ma
3acmocy8anti bazamoxpumepiaibHo20 UOOPY HA OCHOGI Memooie Hewimkoi n02iku. 3acmocy-
BAHHS MAK020 NiOX00Y 3abe3neuums KOMWIEKCHICMb OYIHKU Npusabausocmi pooomooasys 3a
PDIZHUMU HANPAMAMU.

Knrouoei cnosa:. npusabaugicms po6omooasys, NHOMeHYitHUL NepcoHal, Memoo bazamo-
KpUmMepianbHo2o 6ubopy anbmepHamue, KOMNLEKC MApKemuHey NepCoHay.
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Annomauusn. [Ipeonoscen memoouueckuilt N0OX00 K OyeHKe NpusiekameibHoCmu npeon-
puamus kak pabomooameins Ha pviHKe Mpyod, KOMOpblll, 8 OMaUdUe Om CYWecmayrouux, OCHO-
8bIBACMCSI HA UCNOIb308AHUL NOKa3amerell, CHOPMUPOBAHHBIX CORNACHO INEMEHMAM KOMNIEKCA
MapkemuHea nepcoHana <IP», u npumeneHuu MHO2OKPUMEPUATLHO20 8b100PA HA OCHOBE Memo-
006 Hewemkou no2uxu. [lpumenenue maxkozo nooxooa obecneuum KOMNJIEKCHOCMb OYEHKU NPUs-
JlekamenbHoCmu pabomooamesi N0 pa3HblM HANPABIEHUAM.
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ATTRACTIVENESS ASSESSMENT OF ENTERPRISES
AS EMPLOYERS ON THE LABOUR MARKET

Abstract. A methodological approach to assess the attracéssrof an enterprise as an
employer on the labour market has been proposeddidtinguishes from other existing
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methodological approaches due to indicators formedaccordance with the 7P personnel
marketing mix as well as to the application of mailiteria choice on the basis of fuzzy logic
methods. The application of such approach ensureghgegrated assessment of the employer
attractiveness in various lines.

Key words. employer attractiveness, potential personnel, oeethf multi-criteria choice
of alternatives, personnel marketing mix.

Problem statement.A necessary component of the personnel mar-
keting is the assessment of the attractivenesseotdmpany as an em-
ployer on the labor market. Employer attractiverre$srs to the subjec-
tive assessment of the employer value propositévP) on the labor
market and its ability to meet the functional, emmnc and psychological
expectations of the target audience [1]. The map@se of assessment
Is to determine the employer's ability to attraetvnpersonnel (external
labor market) or retain existent (internal laborrked).

Despite an ample attention of scientists to théler of personnel
marketing, some guidance as to the employer atteaetss assessment
needs to be improved.

Recent research and publications analysidn modern scientific
literature [2-6] two basic approaches to assesachiteness as an em-
ployer are considered. According to them the assess of attractive-
ness is associated with indicators of jobs quafitywith the employer's
ability “to win the war for talents”, attract newéretain existing staff.

Quite common is an approach to evaluating the cieness
through job quality indicators, namely the coetfitis of jobs, equip-
ment, employees’ satisfaction, employees stabdlitgr time, personnel
maintenance; actual expenditures of the employethi® maintenance of
work place; actual expenditures of the employertl@ retention of an
employee; size and dynamics of the average wagemplioyees com-
pared to similar indicator of the industry and tlegion, and others [3,
4].

However, the use of indicators to a greater exdiotvs to deter-
mine the level of staff turnover, financial investmts in personnel etc.,
but does not allow to determine the degree of @tir@ness of certain
characteristics of the employer's position from ploent of view of po-
tential or existing employees and does not retleetemployer’s position
comparing to other employers (competitors) on #i®f market.
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This shortcoming to some extent are taken into @atcm a differ-
ent approach - in determining the ability of "wingithe war for talents"
[2], which is reflected by such factors as: theeleof recruitment; em-
ployees satisfaction (research is carried out tjinogocial surveys);
pledge the loyalty of employees; the level of faanity of potential and
existing staff with the brand of the employer.

The development of this approach is found in [5,vé}ere atten-
tion is paid also to the retention of existing atttaction the new per-
sonnel. But the specified parameters, through witicls possible to
measure the retention (new staff turnover, turn@festaff with experi-
ence, the definition of employee satisfaction, picitvity) and acquisi-
tion (through indicators: the number of candiddteseach dollar spent
on advertising the position, the number of canaisldbr 1 currency that
was spent, the ratio of recruited candidates t@@oisthe price of hiring,
the time spent to fill a vacancy).

Thus, the existing approaches can only partialgess the attrac-
tiveness of the company as an employer is not egfddmecause they do
not envisage the use of complexity attractivenessessment from the
point of view of specific target audiences and dgpeelements of the
marketing staff (workplace, compensations, systdntommunication
with target audiences etc.). That is to say thatdémployer attractive-
ness’ assessment stays very imprecise for today.

Unsolved problems.Analysis of the existent approaches as to the
employer attractiveness assessment remains theamgtlex and little
known and now there is need to develop a methodjgatoach that will
allow to comprehensively assess the employer #iteaess, taking into
consideration the current criteria and charactesstf the company, as
well as trends and requirements as to the attexutiss formation, espe-
cially from the point of view of existing and poteh staff.

The purpose of the article —is to develop a methodical approach
as to the employer attractiveness assessment olalibe market from
the point of view of potential employees.

The main material of the study.While developing a methodolog-
ical approach as to the employer attractivenesssagsent on the labor
market it is advisable to take into account thd that the assessment
should be given from the standpoint of potentiapkyees and it should
take into account their expectation towards a gatkeemployer.
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To implement this provision, firstly, the attracivess indicators on
the external labor market should be determined. Bdses of the indica-
tors’ formation is the elements of the personnetka@ng complex "7P"

[7] — Table 1.

Table 1

Formation of the employer attractiveness indicatoron the labour market

Content of ele-
ments «P» (X)

Employer attractive-
ness factors ()

Employer attractiveness indicatois,)

1

2

3

PA: Position and
package of cer-

Match of position title to the modern criteria

The prevalence of the profession area

Position prestige

The degree of coherence of duties with the
sition level

vices according
to the position

Possibility of career
development

Number of programs of promotion and care
growth

Possibility of self-
development

Number of training programs

Wage

The degree of the wage compliance with th
position level

CA: Compensa-
tion package

The number of addi-
tional compensations
(benefits package ang
other financial com-
pensation)

] The number of additional compensations

po-

er

D

Availability the employer website

Acsess to the infor-
mation

Ads on the websites of employer work, pub
cations, etc.

ECA: External
communication

Communication in-

formative

The degree of disclosure of the informat
about the employer

on

Possibility to get in

Possibility to get in touch with employer

touch with employer

Speed of response

EBA: External
branding

The employer website popularity

Prevalence of th

cEmployer brand popularity

main factors of em
ployer attractiveness

-Information about the main benefite of t
employer (EVP)

he

Information about employer values

EA: Categories
of employees

who contact with
candidates

The level of profes-

The level of positive feedback about the em
ployees

sionalism, appear-
ance, feedback from

The level of professionalism of the employe
who communicate with candidates

es

the existent employ-
ees

The appearance of employees who interact

with candidates
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Ending the table 1

1 2 3

Awareness of the candidates about all stag
E;M:rAs.olrE\;(gIzr of the recruitment
ber: Recruiting procedure Process duration
marketing pro- . .
Number of interviews
cess ——
Process coordination

D
(7]

PEA: The at- The level of candidates cost coverage
mosphere and The state of building in which interviews are
conditions dur- being hold

ing the recruit-
ment process

Recruitment process
conditions

Friendliness of staff

Secondly, the method of assessment should be detstmAmong
the variety of existing methods convenient to use method of multi-
choice alternatives based on fuzzy logic [8-11]sThethod will take in-
to account the subjective opinion of a potentiapkyee (by which it
determines the best employer) by a degree of cami with the em-
ployer's to his image about the "ideal place ofkNa@klso, this method
makes it possible to compare the evaluation of rmpl@yer with other
employers that are represent on the labor market.

Thus, the employer external attractiveness is asdeaccording to
the “7P” elements of personnel marketing complexdpct attractive-
ness (PA); compensation package attractiveness, @ttactiveness of
external communication (ECA); external brandingaattiveness (EBA);
attractiveness, which is created by people, i.eegmaies of employees
who communicate with candidates (EA); attractivenegich is created
by an organization of process for external persbnmarketing
(EPMPA); attractiveness, which is created by thgspial environment,
l.e. atmosphere, environment and conditions offénedhe employer to
candidates during recruitment process (PEA).

Linguistic variable is characterized by the follogiset of objects:

(X, T(X),U,G M), (1)

whereX — ariable name (“atractiveness of the enterpigsanaemployer”,
“attractiveness of the position and package oficesvaccording to the
position” etc.);
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T(X) — set-variable term, which is the name of fuzayiables
with values from the universal set ("high", "mediyritow");

G — syntax, generating a name variable fuzzy linguisiriableX;

M — semantic rule that gives each fuzzy variableealf M(X), or
fuzzy subseM(X of the universal plurality of.

Linguistic variables are proposed to divide intoeth levels: "first
level", "second level" and "third level". The "fireevel" corresponds to
the overall employer attractiveness; "the secondlle- is the attractive-
ness of elements of the model "7P"; "third levethe attractiveness in-

dicators (Fig. 1).

First level X,
second Y ¥ Y v v ¥ v
level Xo X3 X4 Xs Xe X7 Xs
Third level v v v v v v v
1_Il - 1_[5 HG - 1_17 HS - le H13 - HlG l_117 - ng HZO - H23 H24 - H26

Fig. 1.Levels of employer attractiveness indicators

Linguistic variables are denoted as follows:

X1— overall external employer attractiveness (EEA);

X, — the level of the product attractiveness (PA);

X3 — the level of the compensation package attractise (CA);

X, — the means used to bring the goods to the cussofaerternal
communication attractiveness) (ECA);

Xs — the promotion tools (external employer brandatgactive-
ness) (EBA);

Xs — the level of atractiveness, which is createghédgple (category
of employees who are communicating with potentiaplyees) (EA);

X7 — the attractiveness created by the organizatfothne process
(external personnel marketing process atractivgr{EsSMPA);

Xg — the level of attractiveness, which is createdhgyphysical en-
vironment (atmosphere, environment and conditidifered by the em-
ployer to candidates during the recruitment and gelarch process)
(PEA).

To determine the external attractiveness as anampkan intro-
duce a model of evaluation:
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EEA =F(PA, CA, ECA, EBA, EA, EPMPA, PEA). (2)

Given the characteristics of the employer attractess, which is
characterized by seven elements, each of whidlyim is determined by
a set of indicators a model proposed for each eleme

For example, for a product model would look likesth

PA = F(Hlv H21 H31 H41 H5)1 (3)

wherell; — match of position title to the modern criteria;
I1, — the prevalence of the profession area;
I1; — the degree of coherence of duties with the posiével,;
I1, — the number of programs of promotion and carezwth;
I15 — the number of training programs, that are béimgnced by
the employer.
Similarly models for each of the seven elementdaieg formed.
Linguistic variableX:, X5, X3, X4, X5, X5, X7, Xg Set on a base set of
J,  representing a unit interval [0;1] with  values

J={ 005020304050607,08091. This can take a set of val-
ues that make up the term-sEiX): HIGH, AVERAGE, LOW. These
proposed values set using these membership fusctaaiculation rules

HBi(j))
P = HIGH (PERFECT) -

(x)— 1,if x=1 <03 )
e 0,if x=0
S = AVERAGE (SATISFACTORY) —
Hs(x)=x xO J; (5)
US = LOW (UNSATISFACTORY) —
Hys (x) =1-x,x0 J. (6)

Based on the information about the values on wthehemployer
attractiveness is assesed, a series of statensmis the acceptability of
given level of the studied parameters are beingfikaited.

For example, to assess the attractiveness of aipr¢BA) the first
statement is formulated:
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dy: «If match of position title to the modern crigenis HIGH, the
prevalence of the profession area is HIGH, the elegf coherence of
duties with the position level is HIGH and the raenof programs of
promotion and career growth SATISFACTORY, than léneel of prod-
uct attractiveness is HIGH» or «IH,; = HIGH andIl, = HIGH and
I1; = HIGH Ta I1; = SATISFACTORY, than PA = HIGH».

The following 8 statements for this element arevfglated in the
same way, given the input data (Table 2).

Table 2

Matrix definition of employer attractiveness accordng to the "7P” elements

Attractiveness indicators

second| third P
level |level d; d, ds
I, HIGH HIGH
I, HIGH HIGH
Xo(PA) | 113 HIGH HIGH HIGH
I, | SATISFACTORY |SATISFACTORY | SATISFACTORY
15 SATISFACTORY | SATISFACTORY
S
da ds ds
I HIGH LOW HIGH
I, LOW HIGH
Xo(PA) | 113 HIGH
I, | SATISFACTORY LOW
I1s5 SATISFACTORY
us
d; ds dg
I1; [UNSATISFACTORY UNSATISFACTORY
IT, [UNSATISFACTORY|UNSATISFACTORY
Xo(PA) | TIs [UNSATISFACTORY|UNSATISFACTORY|UNSATISFACTORY
I, [UNSATISFACTORY|UNSATISFACTORY|UNSATISFACTORY
I1s5 UNSATISFACTORY|UNSATISFACTORY

Similar tables are used to form statements of ateh elements

II7 Pll.

Evaluation of employer attractiveness by a p-thdadate, is de-
termined by the formula:
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o max

Fo(Eq)=1/0 a0 [ M (Ey)da. (7)
0

Thus, for the enterprise "MTEL" indicators of inpudf the first
level (Table 2), the second level indicators calted values presented in
Table 3.

Table 3
Level of attractiveness indicators for the enterprse MTE1
Attractiveness indicators Level of | Attractiveness indicators Level of
attractiveness attractiveness
second third level indicators for | second third level indicators for
level the enterprise| level the enterprise
MTE1 MTE1
I, 0,6 142 0,8
HZ 0,4 H14 0,5
X, (PA) i 0.2 X5(EBA) Mye 05
I, 0,5 T4 0,2
Hs 0,4
I 0,3 Xs (EA) g 0,3
X3(CA) , 0.7 Ty 0.6
g 0,9 g 0,4
Iy 0,6 X7 14 0,3
X, (ECA) 4 0,4 (EPMPA) I, 0,2
144 0,4 155 0,4
1, 0,5 Xg(PEA) I, 0,3

Similarly the first level elements attractiveness lbeing calculated
to find out the overall external employer attraetiess X3), (table 4).

Calculations are made for each candidate; thenuleadd the
arithmetic mean of the overall attractiveness kg firmula (8), taking
into account the evaluation of the total numbercanhdidates (r), who
participated in the assessment of the employer (8),

EEA= Y EEAL

p:]_ r

(8)

Thus, according to the assessment of the “MTE1"BER&= 0,540.
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Table 4
Second level of attractiveness indicators for thengerprise MTE1
Attractiveness indicators Results of attractiveness indicators
first level second level assessment for the enterprise MTE1
X, (PA) 0,63
X3(CA) 0,55
X, (ECA) 0,68
X1 (EEA) X5 (EBA) 0,63
Xs (EA) 0,58
X7 (EPMPA) 0,58
Xg (PEA) 0,52

The conclusion about the level of total externalpkayer attrac-
tiveness is based on the construction of membefahigion.

To interpret the results, the following criterisositd be used:

- if the level of attractiveness of the elemenis € Xg) is consid-
ered to be low (which is in the range of linguistariables between 0
and 0.39), new measures for personnel marketingldh® integrate;

- if the level of attractiveness of the elemenis € Xg) is consid-
ered to be average (which is in the range of lisiguivariables between
0.4 and 0.69), it is considered to integrate messtor personnel mar-
keting improvement;

- if the level of attractiveness of the elemenis € Xg) is consid-
ered to be average (which is in the range of lisijrivariables between
0.7 and 1 (while "1" is considered as the idea¢lgythan the personnel
marketing measures result should be monitored.

Conclusion. Thus, a methodological approach as to the employer
attractiveness assessment was developed. To evdheatemployer at-
tractiveness it is considered to be appropriatest multi-criteria choice
on the basis of fuzzy logic conclusion, which tak#s account the ex-
pectations of the potential employers towards thpleyer.
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