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The aim of the article is to develop a methodology of rapid diagnostics of employer brand appeal.
Scientific novelty of this work consists in the characteristics of employer brand nature and determination of
indicators to evaluate internal component of employer brand, quantitative determination of values borders
depending on the degree of employer brand appeal for each of the offered indicators. The use of this metho-
dology will allow to evidently determine the degree of employer brand appeal, which can be high, middle or
low. The indicators include nine indices: retirement turnover ratio, staff stability factor, the factor of per-
sonnel stability, average age of employees, the level of enterprise staffing, the rates of prospective employees
turnover, the rate of ROI (return of investment), the rates of productivity growth, the rates of enterprise prof-
its growth. The choice of these indicators is related to the necessity of complex description of all personnel
management's aspects. For every chosen indicator in this work the decoding of semantic loading of possible
quantitative values is conducted. The main attention is paid to the maximum values of indicators, the attain-
ment of which will negatively affect on the work of the enterprise and internal constituent of employer brand.
Further researches must be directed on the development of concrete measures on the increase of internal
component of employer brand appeal, the expansion of the amount of indicators of such estimation and the
development of the methodology for evaluating external constituent of employer brand.

Keywords: employer brand, image, company, personnel, employee turnover, human resource man-
agement, indicators of evaluation.

Formulation of the problem. Despite the dominance in the modern world of wealth over spiritual, in-
creasing the value and importance of acquiring these social and human values like security, care, safety, re-
sponsibility, stability, reliability, partnership, decent standard and openness of wage policy, the possibility of
personal development, guarantee employment and earning etc. Particular relevance they acquire during the ex-
acerbation crisis situations in the country economy and the world economy. Guarantor of all listed undoubtedly
favor the employer, in this case, the greater extent it is able to provide decent working conditions, the more
longer productive and committed be work at the enterprise perspective professional. It is under these conditions
may achieve a competitive and profitable activities of any company. Thus, creating an attractive form and hon-
est image of the employer or its brand, and its strict adherence is the actual demand of present.

Brand of employer is a difficult concept that reflects the complex relationship to the company by it’s
employees (degree of loyalty, the desire to continue to work at the plant, pride in belonging to the company,
etc.) and relationship to it customers, partners and competitors, candidates for vacancies and more. The first
part of attitude describes the inner, the second — the exterior of the attractiveness of the employer brand. Both
components are closely connected with each other and very important for creating a positive and attractive
image of the employer. However, if the external component forms the only public opinion about the compa-
ny, the interior — a direct impact on the efficiency of its industrial and economic activities. Thus, determina-
tion, justification, diagnostics and management of the internal part of the attractiveness of the employer
brand is a very important condition for improving the image of the company and formation of its production
and financial-economic efficiency and competitiveness.

Analysis of recent researches and publications. In management environment, the term "employer
brand" was introduced relatively recently — in the early 90's XX century. The founder of this direction of re-
search in the general theory of branding is considered S. Barrow [2; 11], whose thoughts further developed
T. Ambler [10], L. Chernatoni [12], S. Harding [13], B. Mynchynhton [6], G. Morgan [7], R. Mosley [11]. In
domestic science research various aspects of the formation of employer brand is dedicated to the works of
L. Balabanova and A. Sardak [1], A. Pasyeky and V. Krasnomovets [8], A. Yastremskaya, A. Timonina and
K. Timonina [9]. However, despite a wide range of research related to various aspects of the formation of
employer brand and still remain open many questions regarding the technology of creating employer brand
and quantify degree of its attractiveness.

The purpose of the article is to identify the components of forming the employer brand and develop-
ment rapid diagnostics for its attractiveness.
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The presentation of the main research material. Creating and distributing an attractive employer
brand is one of the defining conditions to achieve future development of the enterprise, its entry into compe-
titiveness for a long time. Long-term positive effect will not depend on how detailed and will be professio-
nally formulated and proved the main components of the brand, but mostly on how many talented and prom-
ising professionals using these attributes will be involved or ultimately enshrined in the company's staff. This
is particularly important in conditions when to find and persuade talented, highly professional and very qual-
ified personality in the feasibility of working in this company is very difficult even if sufficient amounts of
labor supply at the primary and secondary labour markets.

The concept of brand — it is purely a marketing term that symbolizes the complex information about
the company, product or service; popular, legally protected symbols that are easily recognizable. That is, the
brand is a coherent set of concepts generalize the way people thought about the relevant product, service,
company or individual. A significant role in this complex concept plays such its part as employer brand (HR-
branding) — a set of functional, physical, social and psychological benefits that the employee may receive
from working on a particular company [4, p. 310]. At the same time the employer brand also understand the
totality of an enterprise's efforts on interaction with existing and potential employees, making it an attractive
place to work and actively image in the eyes of investors, partners, potential employees and competitors. In
other words, it is set of what the enterprise is associated in the market as the employer.

The employer brand has to perform the basic function — to form a positive image and implicit trust that
provides the perception of the company as a reliable partner, a responsible employer, attractive to its target
audience today and in the future. There is a pattern — the stronger and more attractive is the company brand
as an employer, the less the cost of hiring, retention and turnover rates, it will carry. Providing these condi-
tions will enable senior management fully concentrate their efforts and resources on promising strategic de-
velopment of the company that over time will further arranged through its brand as an employer and will
gradually contribute to the trends to increase loyalty and trust of the staff to it. And the staff formed a clear
idea of its possibilities for professional and career growth in the company and ways of their full practical rea-
lization.

Employer brand is a complex concept, the formation of which is carried out on inner and outer levels
simultaneously, Fig. 1.
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Fig. 1. Levels and factors of creating an attractive employer brand
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Factors of external level gradually create in society general idea about reputation of the enterprise as
employer, and their positive impact can be estimated the number of persons interested to work at the enter-
prise, and, first of all, highly professional and skilled persons. Factors of internal level promote formation of
a confidential situation, favorable moral and psychological microclimate in collective, loyalty of personnel to
the enterprise. Indicators of employee turnover can measure influence of these factors. At the same time in-
ternal factors also influence the external environment, serve as a peculiar bait for candidates for employment.
The situation when an external and internal brand of the enterprise as the employer coincide is ideal. In this
case, the candidate who was employed, after a certain time of labor will not change his mind on the opposite,
will not be disappointed.

Creation of employer brand is consistently carried out in three stages, Fig. 2.
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Fig. 2. The stages of creating an attractive employer brand

Productivity of creation of employer brand is influenced by such conditions:

1) creation, formalization and bringing to personnel of corporate ethics and culture, history of exis-
tence of the enterprise; the management and top management have to show on own example use and propa-
gandize elements of corporate culture;

2) involvement of personnel in decision-making processes is one of effective forms of motivation and
promotes interest of workers in increase of efficiency of the general activity of the enterprise and achieve-
ment of competitiveness by it;

3) monitoring the ratio of attracted resources on the formation of employer brand and expenses that the
company suffers from the movement of personnel;

4) providing maximum opportunities for comprehensive professional and personal development of
staff both within the enterprise and beyond, targeting the personnel management system at its highest level —
talent management that will comprehensively promote the accumulation of human capital and gradually
bring social and economic return on funds invested to professional development;

5) the level of compensation package which the company offers to candidates for the position elo-
quently testifies about its capabilities and reputation. The transition to a more prestigious company may not
be accompanied by the expected growth of wages, but such decision will be compensated by other advantag-
es. Thus, the work in the company with an attractive employer brand usually increases the value of profes-
sional resume.

Determination or at least approximation to understanding the existing degree of attractiveness of the
employer brand in the eyes of its own staff, that its internal component, is a complicated process that requires
consideration of many diverse aspects. Existing methods of assessment [14] based largely on qualitative and
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not quantitative component that does not allow a comprehensive assessment of the attractiveness of an em-
ployer brand. At the same time it is very important to ensure the company's management by method for rapid
diagnostics degree of attractiveness of own employer brand which would allow quickly and without wasting
time and resources to monitor the achieved level of satisfaction of employees with their work in the compa-
ny. In order to provide these conditions is offered to choose indicators that quantify allows management to
get closer to understanding the significance of the company for employees, which is manifested in their de-
sire to work on it and productive return of this work. For each of the nine selected indicators was developed
scale allowing to assess the degree of attractiveness of employer brand, Fig. 3. At the same time is proposed
to measure attractiveness as high, medium and low.
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Fig. 3. Scale of rapid diagnostics of internal component attractiveness level of the employer brand

Value of the coefficient of turnover disposal is one of the common indicators that comprehensively
describes the reaction of company staff on established by leadership employment conditions and provided
labor relations, illustrates the satisfaction level of employees by the administrative decisions taken by man-
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agement. At the same time concrete conclusions regarding the quantitative level of this indicator is largely
depend on that category of employees for which it was designed.

So, if the object of study were young (under 30 years), prospective skilled workers and the most expe-
rienced and highly qualified specialists in professional development of which during the last two or three
years were invested funds, then will be positive dynamics to reducing the value of this indicator with its
maximum permissible limit of no more than 0-2 % [4]. In all other cases is acceptable to bring the upper lim-
it of this rate to 10 %, which will promote the improvement and rejuvenation of staff.

Level of constancy coefficient of staff characterizes the degree of staff satisfaction with pay and condi-
tions of labor, employment and social benefits at the enterprise. At the same time the most important is defi-
nition the degree of loyalty of young perspective skilled workers who have been accepted during last two
years. Increase in time of specific weight of young workers who have worked at the enterprise one year can
also indirectly indicate about the correctness of the chosen enterprise development strategies and growth of
the prestige of the employer brand. That is why quantitative limit that defines a high degree of attractiveness
of employer brand was limited by range of constancy staff coefficient in the range of 95-100 %. At the same
time these 5 % are taken away on those workers who for certain objective reasons will not be able to bring
any social and economic benefit to the enterprise.

Objectivity calculations and interpretation of staff stability values coefficient significantly depends on
the total period of the existence and functioning of the enterprise for which the assessment of attractiveness
the employer brand is carried out. If the index value is calculated for a young company, which operates for 7-
10 years, then the boundary values of this indicator that characterize the zone of high attractiveness of em-
ployer brand should be quite high — in the range of 80 to 100 %. If the company has a long history of its exis-
tence (over 20 years), then the boundary values for the same zone should be in the range of 70-90 %. For
such companies bringing the index value to 100 % would indicative of complete lack of the annual trends of
update and rejuvenation of personnel that may adversely affect the possibilities of further development.

The average age of enterprise employees is very eloquent indicator of the degree of internal attractive-
ness of the employer brand. Only companies with high brand attractiveness may be interested and keep
young perspective highly qualified personnel for a long time. At the same time, in order for the future to en-
sure getting value of this indicator in the desired range of 20 to 45 years, the company has constantly pursue
a policy of staff rejuvenation and primarily those categories whose work directly affects the competitiveness
and efficiency of activity. Strengthening factor that allow the most fully realize this opportunity is the exter-
nal positive component of the employer brand attractiveness, which creates conditions for the selection of the
best and most competitive candidates in the labor market.

At the same time to admire staff rejuvenation procedure is impractical and even dangerous because of
the threat of a unique experience loss and, consequently, a gradual reduction of enterprise competitive edges.
That is why an important condition of personnel policy should be compliance closer to the optimal age struc-
ture of staff in the enterprise, where the vast majority must represent highly skilled workers, for example, 10-
20 % — young perspective professionals (under 30 years), 30-40 % — middle-aged professionals (aged 30-45
years), 40-60 % — workers who are carriers of the unique professional experience, knowledge and corporate
culture of the company (over the age of 45 years). Compliance with such structure will help to create a clear
system of succession experience, professional knowledge and skills.

The level of company staff manning characterizes the proportion of jobs that are fully staffed in the
unit or the enterprise. If the value of this index is 1.0, it means one hundred percent availability of personnel
available jobs and indirectly characterizes a sufficient level of demand for the products of the company. But
at the same time it should be concluded about the lack at the enterprise of actions for active spread the
movement of multimachine service and acquisition by workers of polyvalent qualification, which greatly
reduces the possibilities for their perspective development. If the level of this index exceeds 1.0, it may indi-
cate about multi-shift mode of work at the enterprise and otherwise is related to the technological features of
workplaces service or with the low level of enterprise personnel sufficiency with jobs, that corresponds to the
low level of employer brand attractiveness. If the value of this index is less than 1.0, it can be a sign of posi-
tive trends expansion of activity areas, multimachine service and combination of professions that has become
possible thanks to introduction of effective system of professional development, the rational organization of
work and effective system of personnel motivation [3].

The coefficient of perspective workers turnover, i.e. those of them in which professional and personal
development were invested funds over the last three years [5, p. 242], is a very important factor for the com-
pany. So, the fluidity of perspective workers is very negative phenomenon for the enterprise, because it re-
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duces the opportunity for return investment and minimize the probability of getting further economic pay-
back of invested funds. However, the mechanism of staff turnover is an instrument of renewal and rejuvena-
tion of staff and can be considered a positive phenomenon on condition of its insignificant level (less than
3 %) and the adoption in the company in place of retired workers professionals with potentially large oppor-
tunities, considerable experience of practical work and high motivation to achieve purposes [5]. In all other
cases, management has to make efforts for minimization of fluidity coefficient value of perspective workers.

One of the three resulting indicators which are quantitatively characterizing influence of degree of
employer brand attractiveness on the final results of its operations is an indicator of ROI (Return of invest-
ment) that allows to define and estimate productivity of training employees in monetary terms. Modern re-
searches of investment intensity into the human capital by the enterprises of different types of economic ac-
tivity have allowed to establish ROI indicator limits. Thus, as its minimum acceptable level was determined
20 % which decrease will lead to a sharp reduction of investment efficiency in human capital and even total
loss of invested funds. For the enterprises which take stable positions in the market for a long time the level
of ROI indicator has to fluctuate within 20-150 %. The enterprises using strategy of expansion of market
share have to be guided by ROI indicator level within 150-200 % or 300-500 %.

The second resultant indicator offers to choose growth rates of labor productivity which conclusions
are almost identical with the third chosen productivity indicator — growth rates of enterprise profit. In a case
when growth rates of labor productivity are less than 100 %, there is reduction of labor productivity level at
the enterprise according to the period, which was selected as the calculation base. In any case, it is rather
negative moment and demonstrates reducing the effectiveness of enterprise production activity, to what
with high probability could lead deteriorations of labor organization; the fall of the professional and qualifi-
cation level of the personnel; reduction the volume of production output, which has resulted from sharp de-
cline in demand for its in the market; deterioration of using working time level, etc. The action of each
these factors could have both individual and complex negative effect on the falling of labor productivity
overall level. In this case the reasons of productivity level reduction have to be carefully established and
measures for stabilization of a situation are carefully introduced.

Compliance with labor productivity growth of 100% indicates a constant level of this indicator in the
reporting period. Such value during the short period of time can demonstrate achievement of economic sta-
bility condition of the enterprise and to be characterized as positive. If the constant level of labor productiv-
ity growth s observed gradually over several years, the company management should take effective meas-
ures to increase labor productivity returns. The list of such activities must be formed on the basis of a com-
prehensive research of the main reasons for the lack of positive trends in the dynamics of labor productivity
and focus efforts on the most perspective and viable ways of increasing labor productivity level (e.g., in-
creasing wages, strengthening and implementation of new tools for moral and material motivation, re-
placement of outdated production technologies, improvement of working conditions).

If the results of the analysis found that productivity growth every year for a long period of time ex-
ceed 100 %, this trend is very positive and is the basis for allegations of a real opportunity for a radical im-
provement of the financial and economic situation of the company and increase the level of its competitive-
ness. In the case when there is a one-time (one year or over several non-contiguous years in a long period of
time) growth of labour productivity, it is necessary to establish the reasons which in each case led to these
positive trends, to develop actions for their fixing and further replication in time.

Conclusions. So, the proposed rapid diagnostics method of the employer brand attractiveness degree
provides the enterprise with easy to use scale of internal component assessment of the employer brand attrac-
tiveness. The results of this assessment should be laid in basis of development strategy of economic and fi-
nancial stabilization and improvement of the company. Further researches have to be directed to justification
of concrete actions for increase the internal component of employer brand attractiveness degree, justifica-
tion of its external component indicators and expand the number of such diagnostics indicators.
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0. 3axapoBa
EKCITPEC-AIATHOCTHUKA NIPUBABJUBOCTI BPEHJY POBOTOJABIISA

Memoro cmammi € po3pobka MemoouKu excnpec-0iaeHoCMuKY npueadbaueocmi operdy pobomooasysi.
Hayxosa noeusna micmumscs y xapaxmepucmuyi cymmocmi 6pendy pobomooasys ma eUsHAYeHHi iHOUKa-
mopie OYiHKU GHYMPIUHBOL CKIA00601 OpeHdy pobomooasys; KilbKiCHe 8USHAYEHHS OJisl KOJCHO20 3 THOUKA-
MOpi6 2PAHUYHUX MEeXC 3HAUEHb 3aNedCUmb i0 cmynens npueabnueocmi bpendy pobomooasys. Buxopuc-
MAHHA 3aNPONOHOBAHOT MEMOOUKU 003601UMb HAOYHO SUSHAUUMU CMYRIHb Npueadbausocmi o6pendy pobo-
mooasys, AKUL Modxce Oymu 8UCOKUM, CepeOHiM abo Huzbkum. /lo ckiady iHOuxamopis 6i0HeceHo Oes samb
NOKA3HUKIG: Koeiyicum obopomy 3 eubymms, Koepiyichm cmanocmi kaopie, koepiyicum cmabitbHocmi Kao-
pis, cepedHill 8iK NPayiGHUKIE, pigeHb YKOMNIEKIMOBAHOCHI NIONPUEMCMBA NEPCOHANOM, KOeMIYicHm NiuH-
Hocmi nepchekmunux npayienuxie, nokasnux ROI (nosepnennsa na ineecmuyii), memnu 3pocmanisi npooyK-
MueHOCMi npayi, memnu 3pOCMAaHHA NpUGYmKy nionpuemcmed. Bubip yux nokaznukie nog'sizanuil 3 Heoo-
XIOHICTIO KOMNAEKCHOT OIa2HOCMUKU NePCOHANY. s KO®CHO20 NOKA3HUKA 30IlICHEHO THMepnpemayio Moic-
JUBUX KITbKICHUX 3HAYeHb. Haubineuy yeazy npucesueHo MakCUMAnbHUM 3HA4YeHHAM NOKA3HUKIB, 00CACHEH-
H5l SIKUX He2AMUBHO NO3HAYUMbCA HA POOOMI NIONPUEMCMEA | 6HYMPIUHbOI CK1a0060i Opendy pobomooas-
ya. Tlooanvwi docniodxcenns maroms Oymu CnpaMOBAHUMU HA PO3POOKY KOHKPEMHUX 3aX00i8 w000 30ilb-
UWleHHs 6HYMPIWHBbOI CKIa00801 Npusadbausocmi OpeHdy pooomooasys, po3UUpPerHs KIbKOCMI NOKA3HUKIE
OYIHKU MA PO3POOKY MEMOOUKU OYIHKU 308HIUHBOL CKIA00801 Operdy pobomooasysi.

Knrouosi cnoea: opend pobomooasys, imiodc, nionpuemMcmeo, nepCcoHal, NaUHHICMb Kaopis, ynpaes-
JIHHA NEPCOHANOM, NOKASHUKU OYIHKU.

Cmammio npeocmasnsc 0.e.n. 3axaposa O. B., npoghecop xaghedpu menedscmenmy, Yepracvkuil depicasHuil
MeXHON02IUHULL YHIgepcUumem.



