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ABSTRACT 

For final qualifying work: “Employer Branding Campaign for Positioning 

the Company as The Best Employer in The Ural Region".  

Master thesis is performed on 99 sheets (A4 format, font Times New 

Roman, font size 14, 1.5 line spacing), excluding attachments.  

Number of tables – 15 (excluding attachments).  

The number of figures – 28 (excluding attachments). 

Key terms: Employer branding, campaign, positioning, employer, 

organization, Ural region, Human Resources, Marketing, best place to work 

Final qualifying work consists in Introduction, three chapters, conclusion 

and bibliography.  

In the theoretical part presents the definition of employer branding, 

importance of the topic and best practices.  

The practical part describes the general characteristics of the investigated 

company, opinion of experts about employer branding and the analysis of gathered 

employees and students data with average results.  

Based on these results, there was developed a proposal of employer branding 

campaign to position a company as the best employer in the Ural region.  

In conclusion there are explained findings and how the objective was 

achieved. 
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ABSTRACT 

 

The combination of the strategies of Human Resources and Marketing have 

originated a new tendency called Employer Branding, which has enhanced the 

image of many companies around the world as good employers, allowing them to 

attract and retain the talented personnel that each one of these companies needs to 

reach its objectives 

The aim of this research is to develop an employer branding campaign for a 

construction materials sales company in Yekaterinburg. The proposed strategies 

considered the expectations of the internal customer and the future workforce. To 

achieve this goal, it was necessary to identified the reputation of the company, the 

level of engagement, some strategies that have been already applied and the impact 

these have had. In addition to this, a survey was applied to senior students of the 

region which shows what characteristics they consider a great employer has.  

The gathering and analysis of this information allowed to offer to the French 

company a customize employer branding campaign. 
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INTRODUCTION 

 

 The interest generated by the Employer Branding in the last decade has 

increased significantly. Nowadays, there are international congresses, websites, 

blogs and even applications dedicated only to this topic. 

 Employer branding has gone from being a trend to being a compulsory 

strategy in competitive companies around the world. According to Berthon, et.al. 

(2005) recognition for being “The Best Place to Work" is a status by which more 

and more companies are competing. This fight is generally won by those 

companies that have put more effort into their employer branding strategies. 

 Being cataloged as a great employer is an excellent strategy that potentially 

improves a company's reputation. This recognition also allows companies to be 

targeted by talented professionals who seek to belong to a successful and 

corporative environment, thereby confirming that success attracts success. 

 Having observed the above, the object of study of this research is employer 

branding from a practical and applicable point of view, since the final product is an 

employer branding campaign for the research subject, which in this case is a 

construction materials sales company in Yekaterinburg. 

 In order to create a custom employer branding campaign for the 

construction materials sales company, it was necessary to establish a plan that 

would facilitate the development of the same. This plan was divided into 5 main 

steps: 

1. Research and theoretical basis of employer branding  

2. Development of instruments 

3. Application of tools in and out of the organization 

4. Analysis of information gathering for obtaining hard data 

5. Elaboration of employer branding campaign with theoretical bases and 

information of employees and future workforce 

Problem statement 

 Communication has evolved. Traditional media are being replaced by 

digital media, which literally are in the palm of millions of people around the 
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world. With this great accessibility now it is possible to send information and 

obtain feedback almost immediately, allowing any brand to have a direct 

communication with its target through digital strategies. 

Those organizations that have given importance to these newmethods of 

communication coupled with strategies of human resources and internal marketing, 

have enhanced their image as an employer, attracting talented employees to their 

companies, recovering and increasing the investment in these strategies. 

There are many companies that have chosen employer branding as one of 

their fundamental strategies in their business plans with incredible results. 

According to Alnıaçık and Alnıaçık(2012) employer branding programs have been 

implemented since 1990's by numerous firms, which affirmed having positive 

results by investing several resources on this strategy. However there are 

organizations that still do not yet visualize the advantages that the implementation 

of this strategy can bring to their companies, considering employer branding as an 

expense, not an investment. 

The analyzed company in this research has developed employer branding 

strategies, however, those are strategies aimed at the 60 stores that operate 

throughout the country, in 25 different regions in which there are different profiles, 

needs and working conditions. 

That is why it is important to develop employer branding strategies adapted 

to the store in Yekaterinburg, since the more specific and targeted the activities and 

strategies, the impact on internal and external markets will be greater, attracting 

more talent and improving the levels of engagement among its employees. 

Objectives 

 

 To make research consistent and consistent throughout development, it is 

important to set objectives that guide each stage of this project. The objectives that 

establish the way of this investigation are the following: 
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General Objective 

 

To design an employer branding campaign that position a construction 

materials sales company in Yekaterinburg as a good employer in the region 

Specific objectives 

 

 Evaluate the reputation of the company among its current workforce 

 Identify the expectations of the future workforce of the region of a good 

employer  

 Identify the employer branding strategies that can position the construction 

materials sales company as a good employer in Yekaterinburg 

Hypothesis 

 

 The implementation of an employer branding campaign will position the 

construction materials sales company in Yekaterinburg in the mind of the 

workforce of the region as a good employer. 

Scopes 

 

 To show the mistakes and successes that have had their previous activities 

of employer branding 

 To propose customized branding strategies considering the expectations of 

employees and potential employees 

 To set the start of an employer branding campaign 

Limitations 

 

 Lack of accessibility by the company or its employees to provide 

information that may be important in the development of this project 

 Difficulty in establishing effective communication for language differences 

 The project will only be a proposal and its implementation will depend on 

the company 
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1. THEORETICAL FRAMEWORK 

 

 The collection of the academic and practical experience of experts in 

Resources, Marketing and even Employer Branding as such is gathered in this 

research to support each strategy and activity proposed in the campaign designed 

for the company. 

1.1 Employer branding 

 

Currently employer branding is a trend among human resources and 

marketing specialists, but this term is not new, in fact according to Jiménez (2015), 

this concept emerged in the late 80s in the United States as a strategy to attract 

successful professionals since the birth rate had fallen considerably, which made it 

harder to fill the vacancies. 

Research around employer branding has potentially increased, so it is 

possible to consult many definitions of this concept. 

Although there are experts who believe that "something as logical and 

common sense as employer brand development" (Walker, 2007, p. 4) should not be 

defined, for the purposes of this research this term will be understood as 

"organizations' efforts to communicate to Internal and external audiences what 

makes it both desirable and different as an employer. " (Jenner, Taylor, 2005, p.7). 

As an extra contribution, after consulting different sources, comparing 

definitions and analyzing the best practices, in this research the employer branding 

will be understood as the sum of marketing and human resources strategies to 

communicate the virtues and philosophy of a company in order to maintain and 

Attract talent. 

The development of this definition aims to consider the 2 target markets of 

the employer branding campaign proposed in this project: current employees and 

potential employees. 
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1.1.1 Background: Employer Image 

Every company, whether manages its brand as an employer or not, sends 

messages to candidates, employees, customers and suppliers, which are coded and 

generate a perception of the company as an employer. 

According to Lievens and Slaughter (2016) "an employer image is made up 

of specific attributes that an individual associates with the organization as a place 

to work" (p.411).In their research, these authors also found that associations made 

by individuals require a complex cognitive process.  

The attributes that make up the employer image of a company are functional 

(instrumental), symbolic and experiential. The functional is related to the tangible 

attributes of the organization such as its location, office style, etc. In contrast, 

symbolic attributes are related to the intangible and subjective, which convey 

symbolic information such as values, work environment, etc. (Lievens, Slaugther, 

2016.p.411) 

1.1.2 Importance of employer branding 

 

The University of Alicante recognizes that the establishment of the employer 

branding strategy meets two very clear objectives: 

1. Position brand as a good employer 

2. Attract talent to the organization and retain loyalty to employees 

In addition to these results, according to Acebedo (2015) from IEBS Business 

School it can identified other benefits as a result of the application of employer 

branding strategies: 

a) The recruitment process becomes more agile and efficient 

When a company turn to be more attractive as an employer, it will be 

observed an obvious increase in the arrival of resumes and interest by the 

workforce (available or not) through all the media generated by the company. 

This interest will allow the human resources area to spend less time 

searching for candidates. 

b) Reduction in costs 
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This is related to the previous point, since the costs of recruitment decrease 

as a consequence of having a larger portfolio of potential employees. Human 

Resources have the opportunity to choose the better candidate, the one that has 

more experience and knowledge in the position to be covered, reducing costs and 

time in training. 

c) Increase in productivity. 

When levels of engagement rise it means that employees have found a 

reason to go to the same company every day. At this point they know their work is 

meaningful and they do it in a happier and more effective way. 

On the other hand, the Employer Branding Academy (2017) presents in 

percentages other advantages of developing a solid employer brand: 

- 28% lower employee turnover 

- 50% lower cost per hire 

- 100% increased job consideration 

Randstad is a leading human resources and recruitment company, which 

year after year has conducted research around the world on employer branding. 

In their latest global report, they listed reasons why every company should 

consider developing employer branding strategies (Randstad, 2007): 

- Companies that have a bad reputation spend 10% more on each hiring 

- Candidates investigate companies on their social networks before applying 

for a vacancy 

- 50% of the candidates would not work in companies with a negative 

reputation, even if they make them a bigger salary offer 

In the 2015 edition of this same research but in Spain, Randstad presented 

the following chart of levels of attraction (Randstad, 2016): 

 

 

Figure on next page 



13 
 

 

Figure 1. Attractiveness level vs scope (Randstad, 2016, p.25) 

The figure 1 shows how those companies that are more attractive and have 

greater reach, have advantages when choosing the best qualified candidates. 

1.1.3 Development of employee value proposition (EVP) 

 

Probably, the most important step, after making the decision to implement 

an employer branding strategy, is to define the Employee Value Proposition, 

identified as EVP. 

The importance of this element, says Goncer is that the EVP shows the DNA 

of the organization since it derives from the mission, vision and values of it and is 

mixed with the culture of the company and the way of being of people and other 

elements that constitute it, as the organizational processes, the way of working or 

the way of managing the teams. (Goncer, 2014, p.62). 

It is not possible to talk about Employer Branding without mentioning the 

Australian specialist Brett Minchington, who has extensive experience consulting 

companies like Coca-Cola, General Electric, among others. For Minchington the 

EVP is defined as " a set of associations and offerings provided by your 

organization in return for the skills, capabilities and experiences an employee 

brings to your organization" (Minchington, B. 2011, p. 34) 
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To define the EVP in an organization, Minchington suggests to make 

researches with target groups in order to identify which are the most important 

attributes they are looking for from a work experience, why current employees 

chose to work with the company and what motivates them to continue in it.  

Research must be deep since the attraction, engagement and retention 

motivators must be identified as well as the gap between the expectations of 

potential employees and the actual organizational culture of the company.  

To achieve this, the Australian consultant suggests two main actions: 

1. To design a reliable online survey for all the staff 

2. To do focus groups in which employees of all departments participate 

1.1.4 Employer branding process 

 

There is no a unique process to develop an employer branding strategy, since 

the characteristics of each company such as size, industry, location, etc., define the 

speed of development of this strategy.  

However, Peyron (2016) through the Employer Branding Academy listed in 

9 steps the development of employer branding: 

1. Understand the business needs: It is necessary to know the competencies 

that the organization needs so that the employer branding activities are well 

directed. 

2. Define the target: According to the competencies that the company needs, 

the company must consider what type of employees it wants to recruit and know the 

competencies of the current staff. 

3. Understand the target: Through market research the company will where to 

find the target and what motivates them 

4. Optimize the EVP: Knowing the attributes will allow establishing a better 

and more honest communication with the target 

5. Establish objectives and indicators: This step will help to mark the way 

forward and how to measure the progress and successes  
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6. Develop the creative strategy: In this stage the company should highlight 

the EVP and expose them creatively. Being different in the internal campaigns and 

in the way of sending the messages is the key in this stage 

7, Choose optimum communication channels: The research will provide 

information about the best media to establish communication with the target, at this 

stage the company should open those channels to reach the target. 

8. Design an annual plan: In this stage all components must be set, so it is 

only necessary to define the activities with a description of how and when these 

should be applied. 

9. Execute the strategy and follow up: With the plan already established, 

KPIs should be executed to measure from the first results and make corrections if 

necessary 

 
Figure 2. Employer branding process (Van Mossevelde, 2014) 

In the figure 2 Van Mossevelde (2014) presents an employer branding 

process in diagram, which shows how this strategy is always cyclical and in search 

of continuous improvement. 

It also demonstrate that there is no deadline and that this strategy should be 

followed-up continuously to achieve the objective. 
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1.1.5 Best practices 

 

The interest generated by the Employer Branding allows finding more and 

more information on the subject, as success cases and best practices applied in 

several companies around the world. 

Among all this information it is possible to analyze which are the practices 

that have given better results in all types of organizations. Regardless the size or 

industry, companies must consider some basic practices in their employer branding 

strategy: 

 Define scope and objectives 

According to Minchinton (2015), organizations are in a rush to implement 

employer branding strategies without first establishing a clear direction. Based on 

his experience of more than 10 years, he says that defining objectives and 

establishing return on investment (ROI) indicators is a mandatory practice in any 

employer branding strategy. 

At this point, it is recommended to establish whether the scope to be 

achieved with this strategy will be global, national or regional. Also, identify the 

resources, not only economic but human and technological that the company will 

use in this strategy. 

 Reduce bureaucracy 

Michington (2017) suggests eliminating processes that foster bureaucracy in 

the organization. For this it is necessary to evaluate the processes and identify that 

they are not duplicated or redundant. 

A key process that must pass through this evaluation is the recruitment 

process, with the aim of reducing times and even costs. 

 Consider change management 

When it comes changes in a company, it is common to face negative 

attitudes or rejection. To face this, Minchington (2015) suggests considering the 

implementation of strategies of change management. It is recommended to apply 
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them from the very first stages, since it is the moment in which there are usually 

doubts because results are not immediate. 

The key in times of change depends on whether leaders find a significant 

reason to join the new stage. The participation of the leaders is essential in the 

employer branding so they must be trained in the subject so that they can share 

with their teams the benefits that the employer brand will bring to all the staff in 

the future. 

 Promote work-life balance 

The answer to the question "What do workers want" is sought by employers 

around the world. Randstad global report for 2017 shows that the workforce 

demands that companies promote the work-life balance, since it was placed in the 

third place on the list of answers to mentioned question:  

Employers can support their staff by delivering encourage better work-life 

balance as well as being more flexible about when, where and how work is done. 

This could include enforcing rules around replying to emails after hours or a 'no 

mobile phones on holiday' policy. (Randstad, 2017, p. 11) 

About this practice Minchington recommends to "... train leaders how to 

better manage work flexibility for their people and encourage time off for 

employees to attend school functions or other important family occasions. You will 

get ROI in performance and attitude ten times over. "(Minchington, 2015) 

 Identify brand ambassadors 

Identifying brand ambassadors is a vital employer branding strategy. The 

University of Alicante defines the brand ambassador as "a person, employee or 

collaborator, who speaks about the attributes of an organization, which 

differentiate it from its competitors, identifying it as a good place to work" 

(University of Alicante, Unknown) 

To strengthen this idea, Manpower, a leading human resources firm, says 

that "candidates, both active and passive, are likely to find more credible 

experiences that are directly related to other employees than any other source of 

information." (ManpowerGroup, 2015). 
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Also, according to the magazine Merca 2.0, "workers who are happy in their 

jobs can increase customer satisfaction by 12%" (Sánchez, 2012). 

 Develops programs of motivation and recognition. 

The company specializing in Social Recognition, Madison, states that "most 

employees feel over worked and underappreciated; they are productive now 

because they have to be, not because they want to be; And they are planning to 

leave their present employers when the opportunity presents itself. "(Ryan, 2012, 

p. 1) 

The feeling of not feeling valued is negative for both the individual and the 

organization, which is why Minchington (2015) proposes to develop recognition 

programs that are part of the organizational culture. 

An important variable of employer branding is how organizations make their 

employees feel, because at the end this is what they do not forget, even when they 

no longer work in the company. 

 Invest in digital strategies 

To describe the digital strategies of employer branding it will be needed to 

do another research work since there are many options with many variables to 

consider.  

However, there is no doubt that the use of digital media is imperative in an 

employer branding strategy. 

The People Matters consultancy highlights the importance of social 

networks stating that "they are fundamental to identify the best talent and to 

communicate and establish dialogues with the target audiences of a company in the 

searching processes .... In addition, rely on social networks enlarges the area of 

influence of companies through the activity of employees, partners, followers, etc. 

" (Jimenez, 2016, p. 49) 

Although this is a broad topic, the HR director and Vice-President of the 

Spanish digital consultancy Incipy, Mireia Ranera, lists some good practices to 

consider in the digital employer branding campaigns: 

- Involve the employees 
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Their opinion is important since they are the protagonists of this strategy. All 

the digital material should include photographs of the staff and the actual offices of 

the company. The objective is to show potential employees the dynamic of the 

company from the inside out so that those who share the same way of work will be 

identified. 

- Create digital communication channels managed by the HR team 

The interaction with potential employees is key in the digital employer 

branding, so it should be the HR specialists who update the employment website, 

job board and social networks. The social networks must also show the corporate 

culture, as well as all the initiatives and activations that are organized within the 

company. 

 Build talent communities 

According to Manpower "... these groups are integrated of people who may 

not be fully ready to apply for jobs or they are just waiting" (ManpowerGroup, 

2015). The success of this initiative depends on the continuous communication that 

human resources executives have with talent. 

One of the benefits of this initiative is that the candidates who are part of this 

group will continue training to qualify for vacancies since for them it is important 

to be part of a company whose brand reputation is good. 

Another benefit is that the members of this group are developing a sense of 

identity even when they are aware that it is not certain that they have a job 

opportunity in the company, so when they are hired their commitment really high. 
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2. ANALYSIS OF EMPLOYER BRANDING IN A CONSTRUCTION 

MATERIALS SALES COMPANY IN YEKATERINBURG 

 The employer branding strategies that were successful in one organization 

are not going to bring the same results in another, even if companies belong to the 

same industry. All employer branding strategies must be adapted to each the 

company, so having full knowledge of the organization is vital to the proposal of 

an employer branding campaign. 

 To contextualize this research below some general information of the 

company are presented: 

2.1 Company Background 

 

 The company that is the subject of study of this research, is an organization 

of French origin that belongs to the home construction and decoration sector. With 

almost 100 years of history, the company has presence in 12 countries and almost 

400 stores. 

 In 2007 the company joined Grupo Adeo which brings together different 

brands in the construction and decoration sector. According to Zarrabeitia (2012) 

Grupo Adeo is currently conformed by 24 companies in 12 countries with a total of 

62,000 employees, becoming the first French group and the second European in the 

international market for construction and decoration. 

 The beginning of activities in Russian territory was in 2004. In just 13 

years the company has opened 60 stores in 25 regions of the country and according 

to its strategy of development in the next 5 years the number of stores will be more 

than double, since they are planning to open 140. 

2.2 Characteristics and organizational structure of the company 

 

 The mission of the company as a brand is to make it possible for everyone 

to repair and equip their home. According with Human Resources department in 
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Yekaterinburg, they also have stablished an organization mission which is related 

with some variables like increasing profitability, expanding the market, 

increasingproductivity, increasing the capacity of the organization, updating 

products and technology, improving human resources, etc. 

 Based on the official website of the company in Russia. currently the store 

that is the subject of study of this research, is the only one in Yekaterinburg and is 

relatively new, since it began its activities in December 2012.In this shop there are 

441 employees, which are divided into the following main departments: 

- Building materials 

- Joinery 

- Electrical goods 

- Tools 

- Floor coverings 

- Tile for floor and walls 

(indoor and outdoor) 

- Sanitary 

- Plumbing 

- Garden 

- Ironmongery /hard 

ware/clamp 

- Painting 

- Decoration materials 

- Products for lighting 

- Products for storage 

- Kitchen 

- Administration 

- Logistics 

 The organizational structure of the store is based on the following 

organizational chart: 
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Figure 3. Organization chart of the company. (Leroy Merlin, Organization chart, 

2017) 

 

2.3 Analysis of digital employer branding in the company 

 

It can be observed that this company has had the advice of specialists in 

developing digital employer branding strategies as it covers. The following is an 

analysis of the successes and areas of opportunity found in their digital media: 

 

Table 1. Analysis of digital employer branding of the company by media 

Employment website YouTube Other social networks 

Good practices 

- They have exclusive website 

for potential customers 

- It is possible to apply to 

vacancies directly in the 

employment website 

- There is a section to read 

success stories of some 

executives 

- It is possible to identify the 

factors that have been 

possibly recognized as the 

employee value proposition 

(EVP), such as professional 

development and training. 

- It is possible to find 

corporate culture videos 

- There are videos of social 

development 

 

- In their digital 

material the company 

use photographs of 

employees rather than 

models 

- They publish 

internal marketing 

strategies and vacancies 

- They have an 

specific Instagram 

account for the store in 

Yekaterinburg 

Practices to improve 

- Vacancy publications are not 

standardized 

- There is no section to upload 

professional information, so 

they are not generating 

portfolio 

- It is not possible to identify 

- In the videos, leaders 

are not presented as brand 

ambassadors 

- There are the sections 

such as construction of 

country houses, electrician 

with your own hands, among 

- The Instagram account 

does not have a defined 

strategy. 
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the profile of the desired 

employee 

 

others, but no section 

dedicated to organizational 

development and career 

growth 

 

2.3.1 Methodology 

 

 A characteristic that differentiates a research work on an article or essay is 

the methodology that marks the limits and reaches of the same. The 

methodological variables chosen for this research are described below: 

 Approach 

 The creation of an employer branding campaign developed specifically for 

a company must be based on a series of studies, analyzes and observations of the 

environment that directly intervene with the organization. These research strategies 

will be based on the mixed approach, which is defined by Hernández (2003) as the 

highest level of research, which involves the use of quantitative and quantitative 

techniques. 

 Sample  

 There are several types of samples, among which are the non-probabilistic 

samples of experts, which is adapted to the needs of this work. 

Non-probabilistic sampling of experts aims to recover "the opinion of 

experts in a subject" (Hernández, 2003, p. 328). In this case the experts will help to 

develop ideas for the proposal of an employer branding campaign in the 

construction materials sales company. The experts contacted have more than 5 

years of experience in medium or large companies in Russia, especially in the 

region. 

 On the other hand, in order to know the internal and external reputation of 

the company as well as the expectations of the current and potential workforce, 

simple probabilistic sampling will be used, where senior students from Ural 

Federal University and a representative sample of employees will be surveyed. 
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2.3.1.1 Instruments 

 

 As a research with a mixed approach, it is necessary to have quantitative 

and qualitative instruments. therefore, the two surveys applied, represent the 

quantitative approach of this research. 

The name of the company was replaced by “LM”, however the printed 

version included real name, 

 Survey for senior students 

 This survey represents the quantitative approach of the research and aims to 

achieve a specific objective: To identify the expectations of the future workforce of 

the region of a good employer. 

Survey for senior students 

       

The use of the information provided in the following survey is anonymous and will be for 

academic purposes only 

       

Age: Less than 20 

From 21 to 

25 

From 26 to 

30 

From 31 to 

35 

From 36 to 

40  

From 41 to 

45 

From 46 to 50 More than 50     

       

Gender:   Masculine Femenine      

       

Years of experience in 

the labor field  

I do not 

have 

experience 

Less than 1 

year  

From 1 to 5 

years 

From 6 to 

10 years 

More than 

10 years 

       

What are you currently 

studying 

Bachelor 

degree 

Master 

degree 
Speciality PhD Other 

       

Study area 

Management 

/ Economics 

/ Sociology 

Other 

humanities 

Technical 

science 

Natural 

sciences Other: 

_________________ 

       

1. Where do you usually find the most interesting job offers for you? (Rate options from 5 

to 1 according to the order of importance, being 5 the most interesting and 1 the less 

interesting for you. No number can be repeated) 
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__________ 

Mass-media (newspaper, 

radio  and others) __________ Job board on company websites 

__________ Apps __________ Social media (Facbook, Vk) 

__________ Employment website     

       

2. Where would you like to find job offers?  (Rate options from 5 to 1 according to the 

order of importance, being 5 the most interesting and 1 the less interesting for you. No 

number can be repeated) 

__________ 

Mass-media (newspaper, 

radio  and others) __________ Job board on company websites 

__________ Apps __________ Social media (Facbook, Vk) 

__________ 

Employment website  

(Write down which) ___________________________________________ 

       

3. What is the first aspect you get interested in when you read, listen or know a vacancy? 

(Rate options from 6 to 1 according to the order of importance, being 6 the most interesting 

and 1 the less interesting for you. No number can be repeated) 

__________ Salary __________ Convenient location 

__________ Benefits __________ Reputation of the Company 

__________ Working hours  __________ Professional development 

       

4. When receiving an official job offer, what aspects would you consider to make the 

decision? (Please select only five aspects, and list them from 5 to 1, being 5 the most 

important for you. No number can be repeated)  

__________ Good salary __________ 

The quality of the organization of the 

hiring process as an indicator of the 

quality of all company processes 

__________ Good benefits __________ Good location 

__________ Professional development __________ Good reputation in the labor field 

__________ Good work environment __________ 

Good relations / mutual understanding 

with the immediate superior 

__________ 

Employment stability / 

Long term contract __________ 

Company updated with the use of 

technology 

__________ 

Values compatible with 

mine __________ 

The company is socially responsible 

(cares about the environment and 
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society) 

__________ Flexible working hours   

 
 
       

5. What factors would make you quit a change a job? (Please select only five options, and 

rate them from 5 to 1, being 5 the most important for you. No number can be repeated)  

_________ Low salary _________ Bad location 

_________ Limited benefits _________ Lack of professional developmen 

_________ Bad reputation _________ 

Bad relations with the immediate 

superior / lack of understanding 

_________ Bad working environment _________ 

 

Not feeling committed to the company 

_________ Many hours of work _________ No job stability 

_________ 

To receive a better job 

offer _________ 

There are not enough resources to do a 

good job 

       

6. What aspects do you consider that make a company an excellent place to work? (Please 

select only five options, and rate them from 5 to 1, being 5 the most important for you. No 

number can be repeated)  

__________ 

Training system for its 

employees __________ Motivates and values its employees 

__________ Offers competitive salary __________ Offers professional development 

__________ 

Offers competitive 

benefits __________ Has a good working environment  

__________ 

Has flexible working 

hours __________ 

Modern and comfortable interior and 

equipment for work 

__________ Encourages teamwork __________ Is up to date with the use of technology 

__________ Offers job stability __________ 

Is a socially responsible company (it 

cares about the environment and 

society) 

       

7. Do you know the concept of employer branding? If so, briefly explain what you 

understand by this concept? 
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8. Do you know LM? 

Yes No 

       

9. What do you know about LM? 

a) I do not 

know it 

a) I have heard only the 

name 

b) I know the store and 

products 

c) I know the company, its 

products, its origin and 

social actions 

       

10. Have you ever considered working at LM? 

a) Never b) I considered once c) Yes, I want to work there now 

       

11. In question 10, if you choose option b or c, please write down why you have considered 

working there? 

 

 

 Survey for the staff 

 

 This survey complement the quantitative approach and its purpose is the 

accomplishment of the following specific objective: To evaluate the effectiveness 

of the employer branding strategies used previously. 

Survey for LM staff 

       

The use of the information provided in the following survey is anonymous and will be for 

academic purposes only 

       

Age: Less than 20 
From 20 to 

30 

From 31 to 

40 

From 41 to 

50 

From 51 to 

60 
More than 60 

       

Gender:   Masculine Femenine      

       

Time working in the organización: 
Less than 1 

year  

From 1 to 5 

years 

From 5 to 

10 years 

Más de 10 

años 

       

Last degree of studies:  Highschool 
Bachelor 

degree 

Master 

degree 
Other 
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Area / Department:   

       

1. Do you know the organizational philosophy of LM? (Mission, vision, values and 

principles)  

a) Yes, by 

heart 

b) Only one or two of the 

above points 

c) I know where I can find 

them but I do not know 

them 

d) I do not know it 

 
 
      

2. In your daily activities do you live and identify the mission, vision, principles and values 

that LM has established? 

Definitely yes Mostly yes  Mostly no Definitely no 

       

3. Before working here, did you know LM? 

a) Yes (Continue to question 3) b) No (Continue to question 4) 

       

4. Before working here, what did you know about the company   

a) I did not 

know it 

a) I had heard only the 

name 

b) I knew the store and 

products 

c) I knew the company 

and its activities in favor 

of the community  

       

5. Through which medium was the first contact with the company? 

a) I write them in ther 

website 

b) I send my CV / I upload 

my CV in a employment 

website  

c) Someone who works/worked here 

recommend me  

d) They found my 

information in a portal job/ 

social media 

e) Through a head hunter Other (write down):  

       

6. What aspects did you consider when making the decision to work here (Please select only 

five aspects, and list them from 5 to 1, being 5 the most important for you)  

_________ Salary 
 

_________ Work hours 
 

 

_________ Benefits 
 

_________ Location 
 

 

_________ Professional development _________ Reputation 
 

 

_________ Work environment _________ 

Empathy / understanding with direct 

boss 

_________ Employment stability _________ 

The good recruitment process made me 

feel secure in my decision 
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7. Would you say that the recruitment process in LM… 

Excellent Good Normal Bad Terrible 

       

8. In three words or short phrases, what do you consider to be the three major strengths of 

the company? 

1. _____________________________________________   

2. _____________________________________________   

3. _____________________________________________   

       

9. In three words or short phrases, what do you consider to be the three major weaknesses of 

the company?  

1. _____________________________________________   

2. _____________________________________________   

3. _____________________________________________   

       

10. Do you consider that the company is interested in generating a sense of belonging 

(engagement) in its employees? 

Definitely yes Mostly yes  Mostly no Definitely no 

       

11. What actions does the company do to develop a sense of belonging (engagement) in its 

employees? (You can choose more than one) 

__________ 

We have continuous 

training __________ We have good communication channels 

__________ 

We have recognition 

programs __________ We have flexible working hours 

__________ 

They show our 

achievements outside the 

company __________ 

Managers tell us the general objectives 

of the company 

__________ 

Managers let us know that 

our work is important __________ 

The company promotes a positive 

attitude 

       

12. Do you feel committed to the company? 

Definitely yes Mostly yes  Mostly no Definitely no 

       

13. In LM I feel… (You can choose more than one) 
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Listened ______ Valued ______ Trained ______  

Challenged ______ Respected ______    

Motivated ______ Involved ______    

       

14. How long do you visualize yourself working in LM? 

a) I'm thinking to quit soon 
b) One more 

year 
c) 5 more years 

d) I want to work here 

until my retirement 

       

15. Would you say that LM is… 

a) The best place to work b) A good place to work  c) Not good, not bad. Normal 

d) A bad place to work  e) The worst place to work 
   

       

16. Describe LM in one word _______________________________________ 

 

 Interview to specialist in Human Resources and Marketing 

 

 The interview represents the qualitative part of this research and its purpose 

is to provide results for the achievement of the following objective: To evaluate the 

effectiveness of the employer branding strategies used previously 

Interview to specialist in Human Resources and Marketing 

 

Subject: Employer Branding  

 

The use of the information provided in the following interview will be for 

academic purposes 

 

Name: 

Company:  

Job position: 

Last grade of studies: 

Years of experience:  

 

1. Do you consider that currently there is a shortage of talent and war of 

talent in the labor field? 

 



31 
 

2. What are the positive aspects of your company as an employer? 

 

3. What does the company where you currently work need in order to be 

the best option to work in this region?  

 

4. What strategies for attracting and retaining talented specialists are 

developed by the company in which you are currently working? 

 

5. Does your company develop strategies for involving young people in 

the company's activities? 

 

6. Do you know the concept of "employer branding"? If yes, briefly 

explain what do you understand this concept? 

 

7. Do you know employer branding strategies being implemented in 

international organizations? 

 

8. Do you consider "employer branding" a good way to attract and retain 

talent in the organization? Please justify your answer 

 

9. What elements and strategies do you consider essential for creating a 

successful Employer Branding campaign? 

 

10. In the company where you currently work, have you participated in the 

development of employer branding strategies? If so, please explain which 

ones 

 

11. Have you had any problem or complications when applying these 

strategies? 

 

12. Do you currently work or have you ever worked in LM?  

 

Only for LM 

 

13. What positive aspects can you identify in the recruitment process of 

LM? 

 

14. What negative aspects can you identify in the recruitment process of 

LM? 
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15. Does the managers share with the employees the philosophy of LM? 

(mission, vision, values and principles) 

 

If so, what strategies does the company use to promote its philosophy? 

 

If not, what would you say are the reasons and what would you 

recommend to correct this situation? 

 

2.3.2 Results 

 

 The graphs and interpretations shown below are the results of the 

application of the instruments to the following groups: 

- 2 experts in human resources and 1 in marketing 

- 2 managers of the company 

- 150 employees from all areas 

- 70 senior students 

 

2.3.2.1 Quantitative results 

 

 The results of the surveys applied to the students of the Ural Federal 

University shows the following trends in terms of employment preferences: 

Question 1. Where do you usually find the most interesting job offers for you? 

 

Figure 4. Media where students find the most interesting job offers 
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Question 2. Where would you like to find job offers? 

 

Figure 5. Media where students would like to find job offers 

In order to obtain the ratings, respondents were asked to rate each variable 

from 1 to 5 without repeating any number, where 5 represents a higher preference 

and 1 lower preference. 

 In the figures 4 and 5 it is observed that the conventional mass media is 

losing the battle against the different internet media, obtaining an overall rating of 

1.74. The employment websites have double the rating compared to the 

conventional mass media, obtaining a 4.45 rate. 

 It is observed a proportional relation in the answers to questions 1 and 2, 

however, the employment websites and the job boards on the websites of 

companies has an increase in their scores on the second question, consolidating 

these as the preferred media when searching  attractive job offers. 

Question 3. What is the first aspect you get interested in when you read, listen 

or know about a vacancy? 

 

 

Figure on next page 

Figure on next page 
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Figure 6. Interesting aspects in a vacancy 

Question 3 has 6 variables, for this reason, the highest possible score was 6. 

In this case, the students chose "salary" as the first factor that they get 

interested in about a vacancy. The second best-rated variable is "working hours", 

which media that the respondents want not only to be valued by being well paid, 

but also by having a balance between working hours and the time for their personal 

activities, being this two aspects the first questions they would ask about a 

vacancy. 

 Contrary to what could be thought, "benefits" is the aspect with less 

preference, being surpassed even by the location. 

Question 4. When receiving an official job offer, what aspects would you 

consider to make the decision? 

Figure on next page 
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Figure 7. Aspects to consider when receiving a job offer 

 Question 4 involved 12 variables, so respondents were asked to choose 

only 5 options and to rate them according to theirs preferences. It should be noted 

that some respondents assigned a value to all variables. 

 According to what the figure 7 shows, "salary" is a constant in the 

preferences of the respondents since 96% of them chose this variable. 

 It is also observed that variables related to the environment within the 

organization are well valued. The understanding with the immediate supervisor and 

a good working environment occupy the second and third place respectively. 

 In contrast, only 58% of the respondents considered as an option the fact 

that the organization is socially responsible, having an overall rating of 2.98. 

 A good location and the use the best technology would not be considered 

by many respondents when accepting a job offer. 

 According to the previous analysis, it could be inferred that respondents 

would prefer variables related to their personal their stability, feeling assured, 

human relations and development, sacrificing some commodities 

 

Question 5. What factors would make you quit a change a job? 
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Figure 8. Factors that would make the students quit a job 

The trend is constant, since 88% of the respondents chose "low salary" as 

one of the reasons that would lead them to give up their work, obtaining an average 

score of 3.97. They also claimed that receiving a better job offer and not having a 

job stability would lead them to give up an employment, reinforcing the previous 

notion which affirms that the respondent seeks feeling assured by stability. 

Having a bad location is again ranked in the last places with an average 

score of 2.88. Having limited benefits would be the last reason the respondents 

would quit an employment. 

Question 6. What aspects do you consider that make a company an excellent 

place to work? 

 

 

Figure on next page 
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Figure 9. Aspects to consider a company an excellent place to work 

Once again the variable "competitive salary" tops the list, since 82% of the 

respondents considered it as one of the variables that make a company the best 

place to work, having an average score of 3.90. 

 The emotions that a worker develops within a company are important and 

this is confirmed by the given scores to the "motivation and valuation" variable, 

which is the second preferred to the respondents with an average rating of 3.80. In 

addition, experiencing a professional development also is valuable for the 

respondents who gave this variable an average rating of 3.64. 

 On the contrary, the less-chosen variables are again related to the 

investment in technology (3.12), benefits (3.16) and the company's concern to be 

socially responsible (3.15). 

 However, the difference in these scores is not as noticeable as in other 

questions, so a preference cannot be clearly seen. 

Question 9. What do you know about LM? 

 

Figure on next page 
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Figure 10. Percentage of students who know the company 

From this question, it is possible to analyze positive and negative aspects. As 

shown in the figure 10, the positive side is that most respondents know the brand, 

whether they have at least heard the name (5%) or even they know the products 

(71%).  

 However, and continuing with the negative side, only 14% knows the 

origin of the company and its activations. With this assertion is inferred that the 

positioning of analyzed company as a brand and as a store, is good, but it is 

necessary to include in the marketing campaign some strategies which place the 

company as an option to work, through positive aspects that people remember of 

the company both, as a brand as an employer, in such a way that the percentage of 

knowledge about the company increase. 

Question 10. Have you ever considered working at LM? 
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Figure 11. Percentage of students who have considered working in the company 

The figure 11 represents the position of the company as an employer in the 

mind of the future workforce. 

 The strategies that position this company as a good employer in the region 

have achieved that 19% of the respondents have considered working in this 

organization at least once, however, only one person was interested in working in 

the company immediately. 

 These respondents were asked to comment why they had considered 

working at the company at least once. The results were the following: 

 

Table 2. Aspects that students consider to work in the company 

Variable Times mentioned 

Flexible schedule / Good timetable 3 

Company of prestige 3 

Good salary / Competitive salary 2 

Professional development / Professional growth 2 

International Company / Large Company 2 

Opportunity to work without previous experience 2 

Reliable company 1 

Train its employees 1 

It has good location 1 

 

 In addition, one respondent claims to have participated in a recruitment 

process. This is the citation of his comment:  

“Once they had a contest for students to get a job in a management 

position. It was interesting. In addition, I think in this company there is 

much to learn and possibilities to grow. But I did not like the way HR staff 

talked to me, and the good impression of the company decreased.” 

 With these results, it cannot be said that there is a general opinion of this 

contruction materials sales company as an employer, however the gathered 

information gives a slight idea of how the company is seen outside its walls. 
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 In general, these are positive ideas, so it can be inferred that there are 

employer branding strategies that are reaching a small part of the future workforce, 

however these efforts must be greater in order to increase the percentage of people 

who want to work in the company, since having obtained only one interested in 

developing in the company is a very negative aspect for the company as an 

employer. 

 The opinion of the staff is the most important, as they are those who day by 

day are in contact with the organizational culture and the messages that the 

organization sends through different strategies. 

 The results obtained from the analysis of the gathered information are: 

Question 1. Do you know the organizational philosophy of LM? (Mission, 

vision, values and principles) 

 

 

Figure 11. Percentage of employees who know the organizational philosophy of 

the company 

 

Question 2. In your daily activities do you live and identify the mission, vision, 

principles and values that LM has established? 

 

 
Figure on next page 
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Figure 12. Organizational Philosophy in the Daily Activities of the Company 

The success of getting the employees engaged to the company depends on 

the knowledge they have about the company, especially its mission, vision and 

goals. This knowledge provokes that all the activities have a defined purpose for 

the employees, so they realize they are actually helping to achieve the goals.   

 The figures 11 show that only the 4% of the employees does not know the 

philosophy of the company and they even do not know where they can find this 

information, however it could be inferred that the organization has used strategies 

to make the organizational philosophy known to almost all employees and that 

what is written on paper is done day by day in the procedures. 

Question 4. Before working here, what did you know about the company? 
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Figure 13. Knowledge of the organization before working in the company 

The results of this survey suggest not only the implementation of employer 

branding strategies, but also a change in branding strategies to position the 

company, since 41% of employees say that before working at this organization, 

they did not know even the brand. 

 21% confirmed having listened or known only the name and 28% knew the 

brand and its products. 

 As shown in figure 13only 4% knew the company beyond the brand. 

Question 5. Through which medium was the first contact with the company? 

 

Figure 14. First contact medium 

One of the best practices of employer branding is to have brand ambassadors 

who attract talent to the company through their good recommendations of the 

company as an employer. 

It is unknown whether this French enterprise applies strategies that promote 

this practice, however, 28% of respondents had their first contact with the 

company as a potential employer through a recommendation, which is quite 

positive. 

 In the answers given by the respondents who chose the "Other" option, two 

forms of first contact stand out: Advertising and Form filling in the facilities. 
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 This percentage is also positive, since it speeds up the recruitment process, 

since the talent touches the door of the organization. 

Question 6. What aspects did you consider when making the decision to work 

here? 

 

Figure 15. Considered aspects by employees to accept working in the company 

 

Question 7. Would you say that the recruitment process in LM is… 

 

Figure 16. How employees consider the recruitment process in the company 
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A key in the employer branding strategy is the recruitment procedure since it 

is the first contact the potential employee has with the company, so it is very 

positive that 39% of the respondents consider it good and 36% consider it 

excellent, meaning that the first experience with this enterprise is already good for 

any potential employee.  

 However, there must be some possible improvements since 23% of 

employees consider this process normal and not outstanding. 

Question 8. In three words or short phrases, what do you consider to be the 

three major strengths of the company? 

 

Figure 17. Company Strengths 

 

Question 9. In three words or short phrases, what do you consider to be the 

three major weaknesses of the company? 

 

Figure on next page 
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Figure 17. Weaknesses of the company 

The figures 16 and 17 show the perception that the internal client has over 

the organization. It can be observed that the strengths of the company are much 

clearer than their weaknesses since the strength with the higher percentage was 

identified by 69% of the respondents, stating that it is a "stable" company. The fact 

that these characteristics came to the mind of a large group of employees, turns 

them into the “Employee value propositions” (EVP) of this organization.  

 In contrast, only 11% of respondents identified the "Working time or 

schedule" as the greatest weakness. All other contributions have very low 

percentages. 

Question 10. Do you consider that the company is interested in generating a 

sense of belonging (engagement) in its employees? 

 

 

Figure on next page 
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Figure 18.Percentage of interest of the company to generate a belonging feeling in 

the employees 

 

Question 11. What actions does the company do to develop a sense of 

belonging (engagement) in its employees? 

 

Figure 19. Company actions to develop sense of belonging in employees 

 

Question 12. Do you feel committed to the company? 
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Figure 20. Commitment rate 

 

Question 14. How long do you visualize yourself working in LM? 

 

Figure 21. Time considered by employees to work in the company 

For retention of talent, engaging activities are essential in any employer 

branding campaign, which is why the four previous figures are related to this topic. 

Strategies to promote a sense of belonging have had an impact on employees 

as shown in the figures 18, 19, 20 and 21since 38% claimed being definitely 

committed and 54% are mostly engaged. Only 2% of the respondents said that the 

company hardly cares about developing a sense of belonging in the staff. Similarly, 

only 2% said that they have almost no sense of belonging. 
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 The figure 19places the "positive attitude" as the most effective strategy. In 

contrast the less mentioned practice is the application of "effective communication 

channels", being mentioned only by 22% of the respondents. 

 59% of the respondents visualize themselves working in the organization, 

which is positive since is the result of the strategies that the company has 

developed to achieve a high engagement in their employees. However, if there are 

considered the other percentages shown in the figure 21, it could be inferred that in 

a period of no more than 5 years, 35% of the workforce will have changed. 

 

Table 3. Percentage of engagement by department 

Department / Question 

12. Do you feel 

commited to the 

company 

14. How long do you 

visualize yourself 

working in LM? 

1. Building materials 40% 40% 

2. Joinery 60% 100% 

3. Electrical goods 40% 40% 

4. Tools 33% 44% 

5. Floor coverings 64% 27% 

6. Tile for floor and 

walls 
  

7. Sanitary 33% 67% 

8. Plumbing 33% 83% 

9. Garden 40% 80% 

10. Ironmongery/hard 

ware/clamp 
40% 40% 

11. Painting 43% 57% 

12. Decoration 

materials 
45% 64% 

13 Products for ligthing 17% 67% 

14. Products for storage 25% 100% 

15. Kitchen 40% 60% 

Administration 40% 80% 

Logistic 15% 29% 

CPOK 31% 69% 
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 Continuing with the commitment theme, the purpose of the table 3 is to 

identify the engagement percentages by department, so it was decided to use only 

question 12 and 14. The first column on the table represents the respondents who 

in question 12 selected the option "definitely yes" and the second column is for the 

respondents who in question 14 said that they wish to "work in the organization 

until their retirement." 

 The table 3 shows that only two departments, floor coverings and joinery, 

have more than 50% of their staff totally compromised. Despite this, the floor 

coverings team is the department with the fewest employees who want to work for 

a long time in the enterprise. 

 On the other hand, the logistics department has fewer employees who are 

definitely committed to the organization. 

 Joinery is also recognized as the department that, like the products for 

storage department, has the largest number of employees who want to make their 

professional career within the organization. 

Question 13. In LM I feel… 

 

Figure 21. Feelings of employees towards the company 
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Engagement is achieved when a company develops in the employee the 

variables mentioned in the figure 21.In this question the respondents had the 

opportunity to choose all the variables if they felt it like doing it. Therefore, it can 

be inferred that all the mentioned characteristics has the opportunity to be 

improved since none was mentioned beyond 65% of the employees.  

 However, in the figure 21 it is observed that more attention should be paid 

to the development of the variable "challenged", since only 7% of the respondents 

say they feel challenged in the organization. The lack of this feeling in the 

employees can mean in a long or medium term the boredom or loss of motivation, 

generating them the curiosity to look for a new "challenge". 

Question 15. Would you say that LM is… 

 

  

Figure 22. Employee opinion of the company 

The results shown in the figure 22are the summary of the entire survey and 

confirm that in general the reputation of the company with the internal customer is 

positive since 31% of employees affirm that there is no better place to work. 61% 

support the idea that this company is a good place to work and no respondents 

think it is a bad or the worst place. 

Question 16. Describe LM in one word 
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Figure 23. Description of the company in a word 

This question serves as a brainstorm that confirms that the main feature of 

the French company is its stability. There are some other positive qualifications 

such as family or home that are a product of the good treatment given to 

employees. 

 

2.3.2.2 Qualitative results  

 

There are many articles and researches about companies which have had 

great results when applying employer branding strategies, however it was 

important to consider the opinion of experts in Human Resources and Marketing in 

the region with years of experience to strengthen the purpose of this research work. 

 The following table represents the qualitative approach of this research and 

shows the results of the interview. The last column is the interpretation for each 

question, highlighting the convergences and divergences in the answers of the 

specialists: 

 

 Table on next page 
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Table 4. Concentrated answers from experts 

Expert 1 

Chief of Marketing 

department.  

Company: Assorty 

Restorants 

7 years of experience 

in Marketing  

Expert 2 

Human Resources 

Analyst and auditor.  

Company: Etagi 

Expert 3 

Human Resources 

representative. 

Company: 

Schlumberger 

5 years of experience 

in HR 

Interpretation 

Do you consider that currently there is a shortage of talent and war of talent in the 

labor field? 

There is a lack of 

practical and 

relevant knowledge 

to potential 

employees. And not 

enough relevant 

experience in a 

narrow field. 

Yes, there is such 

problem, kind of 

fight. 

For example, in 

takes us around 6 

months to find a 

really good director 

(even 8 or 10) who 

match with the 

profile and the 

philosophy of the 

company. To 

achieve this, we 

even do assessments 

for top managers.  

I would say that 

there is a war for 

motivated personnel. 

It’s not the talent, 

which is required, 

but the willingness 

for new knowledge, 

readiness for 

challenges, readiness 

to learn new 

language and to 

develop the skills, 

willingness to spend 

personal time for 

further development 

of professional 

skills. 

More than a lack 

of talent, experts 

agree that there is 

a lack of 

meaningful 

knowledge, as 

well as 

experience and 

willingness to 

learn. This 

complicates the 

selection process 

in such a way that 

it may take 

months to find the 

desired profile. 

 

What are the positive aspects of your company as an employer? 
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We have a young, 

friendly team. We 

work in a large, 

successful, 

dynamically 

developing 

company. 

We have excellent 

opportunities for 

career growth, high 

and stable wages, 

vocational training, 

official employment, 

paid vacation, paid 

sick leave, paid 

bonus for each year, 

free food and free 

transport from and to 

job 

They are several. 

First, we are a 

federal /national 

company. For our 

employees, it is 

important to know 

they are working in a 

federal company, so 

this point is 

increasingly 

highlighted. 

We offer courses for 

students who will be 

the future 

professionals of IT. 

After these courses, 

IT managers contract 

the best students. 

Also, we use job 

boards, head hunters 

and local web sites 

(depending on the 

region). We are in 

contact with our 

target employees 

through social 

networks such as 

VK. 

We have very good 

training and 

development 

programs. In 

general, human 

capital is the main 

thing for Etagi.  

The company 

provides excellent 

career opportunities, 

constant training of 

employees 

(classrooms, schools 

in Training centers, 

on job training, 

Web-based seminars 

and trainings), 

promotion from 

within (we “grow” 

our people from the 

junior to senior 

positions during 

their careers), we use 

“borderless career 

opportunities”, 

promote diversity 

and respect for 

colleagues and 

families of our 

employees’, offer 

competitive 

compensation 

package with 

benefits such as 

medical insurance, 

life insurance, 

pension plan, etc. 

There is an “open 

door” environment 

in the company, 

employees can 

always ask 

everybody in the 

company a question. 

As the technologies 

are developing, we 

are keeping up and 

trying to reduce 

paper work as much 

as possible and as 

much as the Russian 

The 

implementation of 

training and 

professional 

development 

programs are 

strategies that are 

applied in the 

organizations of 

the interviewees, 

who also agree 

that human 

capital is the most 

important for 

their companies. 

The strategies that 

each expert 

comment on is for 

the welfare of the 

worker inside and 

outside the 

organizations. 

Continuation of Table 4 
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legislation allows to 

do it. 

The main values of 

our company are 

People, Technology 

and Profit 

What does the company where you currently work need in order to be the best 

option to work in this region? 

Bigger salary maybe. The company is in 

the top 20 of the best 

employers in Russia. 

We know there is 

stillso much to do, 

but we always 

consider the 

feedback of our 

employees, so this is 

just a matter of time.  

Not answered It may be more 

difficult to 

identify the areas 

of opportunity in 

a company that 

has well-

developed 

employer 

branding 

strategies, 

however, asking 

feedback from 

employees is 

essential to 

achieving the 

recognition of 

weaknesses 

within the 

company. 

What strategies for attracting and retaining talented specialists are developed by 

the company in which you are currently working? 

Vocational training, 

official employment, 

paid vacation, paid 

sick leave, paid 

bonus for each year, 

We have developed 

a strong strategy to 

retain talented 

people. As soon as 

we perceive that 

We have a 

recruitment strategy 

based on interaction 

with Russian 

universities. This has 

Motivation is a 

key factor in 

attracting and 

retaining talent. 

Some companies 

Continuation of Table 4 
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free food, free 

transport from and to 

job, compensation of 

fuel (if you use your 

own car at work) and 

other motivation 

bonuses like paid 

gym, tickets to 

concerts and 

performances and so 

on. 

someone has lost 

their motivation we 

work in the 

development of a 

new one according 

to their expectations 

and desires, creating 

an individual 

development plan 

based on the MBO 

objectives 

methodology. 

On the other hand, 

we have three ways 

of attracting talent: 

1. Programs at 

institutes and 

universities. We are 

open to receiving 

project proposals 

from students. We 

also create our own 

projects and invite 

them to join 

(especially web 

programmers). 

2. Hunting: We look 

for talented and 

successful 

professionals from 

different areas, both 

in the city and 

outside. When we 

find someone, who 

match with the 

profile we are 

looking we invite 

him to join us with a 

good offer. 

3. Social 

communication: We 

encourage the 

recommendations. If 

you know someone 

been a long-term 

interaction by 

Russian specialist. 

This team also 

participates in some 

events such as job 

fairs in universities 

or presentations 

about the company 

where people get to 

know how we work 

at Schlumberger. 

This team also 

assists educators in 

the industry so they 

train students 

according with the 

real necessities of 

the industry. 

Also, we offer 

intensive training 

programs which 

stimulate their 

professional growth. 

These are within the 

company, in our 

training centers in 

Russia and abroad.  

We offer good 

salaries, which are 

based both, on 

personal goals 

achievements and 

the performance of 

the company as a 

whole. 

We also attract 

talented people from 

different cultures to 

work in the company 

with new ideas. and 

extraordinary 

potential. For us 

their further 

invest in 

attractive benefits 

packages and in 

giving bonuses to 

employees who 

reach or exceed 

their goals. Other 

companies are 

concerned about 

developing new 

personal and 

work motivations 

for those 

employees who 

are losing their 

motivation by 

creating 

individual 

development 

programs. 

The attraction of 

talent is also 

successful when 

there are strategic 

programs with 

universities and 

institutes, which 

allow them to 

identify talented 

students who can 

be developed and 

trained in the 

companies. Some 

organizations 

attract staff 

through 

recommendations 

that the own 

personnel give to 

the human 

resources 

specialists.  
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who is very good in 

their specialty we 

invite him to know 

us 

development is the 

key to our success 

today and in the 

future 

 

Does your company develop strategies for involving young people in the company's 

activities? 

We do. Young future 

professionals can get 

their summer 

internship in our 

company. Within 18 

years they can get a 

part time job without 

leaving a study 

We involve young 

people by involving 

their motivations 

into their work. 

From the interview, 

we asked them what 

their real interests 

are in order to know 

their motivations. 

Each person has 

their own 

motivations and we 

seek to achieve that 

match. 

We also invite them 

to join new projects, 

regardless of the area 

they belong to and 

we pay them for 

each new project in 

which they 

participate. In 

general, the 

company is 

attractive for the new 

generations because 

we are a company at 

the forefront that 

develops quickly. 

Also, they notice 

that we are ready to 

teach, not just to 

receive something 

from employees. 

The company has a 

wide range of 

communities ranging 

from professional 

fields to those 

related to free time. 

These communities 

are web-based, 

providing webinars 

and also some of 

them are ‘live’, so 

you can join it 

anytime on your 

location and spend 

spare time together. 

(eg. Cycling club, 

sport activities, 

holidays creative 

celebrations, 

teambuilding events, 

etc.). 

There are also 

volunteer and other 

communities, where 

all employees can 

enter and participate. 

Young professionals 

are active and 

initiative, the new 

ideas are always 

welcome. 

Companies know 

that in order to 

attract and engage 

new generations, 

they must first 

listen to their 

needs and 

motivations. For 

instance, 

companies 

realized that the 

time of the new 

generations is 

valuable, so some 

enterprises offer 

part-time jobs, so 

they have enough 

time to attend to 

their classes or 

any other activity. 

Feedback through 

technological 

attractive 

communication 

channels for 

young people is a 

strategy that has 

also been 

successful, as 

companies are 

increasingly 

interested in 

listening to the 

youngest 

generations and 

obtaining new 

contributions 

from them. But 

Continuation of Table 4 
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surely the key is 

the feeling of 

belonging and 

involvement the 

enterprises are 

generating in 

them, whether 

inviting them to 

participate in new 

projects or even 

in sports groups. 

Do you know the concept of "employer branding"? If yes, briefly explain what do 

you understand this concept? 

Employer branding 

is the process of 

promoting a 

company, or an 

organization, as the 

employer of choice 

to a desired target 

group, one which a 

company needs and 

wants to recruit and 

retain. The process 

facilitates the 

company’s ability in 

attracting, recruiting 

and retaining ideal 

employees – referred 

to as Top Talent in 

recruitment – and 

helps secure the 

achievement of the 

company’s business 

plan 

It is the strategy of 

being attractive to 

different generations 

and getting them 

interested in what we 

are doing. 

The employer brand 

must go hand in 

hand with the 

strategies used to 

position the brand. 

The bigger the brand 

the bigger the HR 

brand has to be. 

It must reflect the 

style of the 

company. 

We are trying to 

reach this point, 

considering all the 

changes that exist 

and the needs of the 

different 

generations. 

Not answered Whether 

employer 

branding is 

viewed as a 

strategy or as a 

process, experts 

recognize the 

benefits that the 

application of this 

strategy can mean 

for the company. 

They are also 

aware that the 

goal behind all 

employer 

branding 

strategies is to be 

attractive to the 

desired target, in 

such way that 

even the 

recruitment 

process could be 

more effective. 

Do you know employer branding strategies being implemented in international 

organizations? 

Not specifically, but 

I guess every big 

company do this. 

We have seen that 

many companies 

have been dedicated 

to developing their 

Not answered During the 

interview, they 

did not recognize 

any specific 
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brands of human 

resources being 

increasingly present 

in the media, from tv 

advertising to 

articles and digital 

content 

strategy, but they 

recognize that it is 

a strategy that 

must be applied 

by all 

organizations. 

Do you consider "employer branding" a good way to attract and retain talent in 

the organization? Please justify your answer 

I think this is a 

mandatory direction 

of any large 

company that 

focuses on long-term 

success and growth. 

Absolutely. No 

doubt.  Every time 

we pay more and 

attention to the 

development of the 

HR brand. There has 

also been an increase 

in the budget for the 

development of the 

HR brand. 

Not answered Due to the results 

they have seen 

directly in their 

organizations, 

experts 

recommend 

without any doubt 

the application of 

these strategies in 

all organizations. 

What elements and strategies do you consider essential for creating a successful 

Employer Branding campaign? 

It should have an 

identity that is true, 

credible, relevant, 

distinctive and 

aspirational. It also 

has to contain 

activation and Talent 

Sourcing, KPI 

Development and 

Tracking 

Not answered Not answered The employer 

branding 

activities have 

many marketing 

fundamentals, so 

the expert in this 

area was the one 

who 

recommended 

creating a 

campaign based 

on an identity that 

is real, credible 

and aspirational. 

In the company where you currently work, have you participated in the 

development of employer branding strategies? If so, please explain which ones 

Yes, I am involved 

as a chief of 

marketing. Firstly, I 

develop the concept 

of our HR brand, 

then make up the 

Of course, first the 

excellent 

development of our 

HR brand. We 

always seek to 

innovate and be a 

Not answered Experts have been 

involved in the 

development of 

the employer 

brand of their 

companies by 

Continuation of Table 4 
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annual work plan 

and break tasks into 

blocks. For example, 

to compile an 

advertising 

campaign, develop 

promotional 

materials, launch 

promotion. And also, 

our marketing 

department get a 

feedback from social 

media in order to 

analyze the 

reputation of the 

Company. 

place where they can 

develop. This makes 

the candidates look 

for us because we 

are attractive to 

them. 

We have also created 

a work culture in 

which the employees 

develop as 

entrepreneurs, as if 

they run their own 

business. 

We offer fixed 

salaries, which is 

very important, 

however they must 

have more deals to 

earn more money. 

Actually, if they do 

not get new deals 

they simply no 

longer work in the 

company. 

Our training 

programs are the 

best. we teach them 

everything that 

universities do not 

teach, inviting them 

to join us since we 

will teach them 

everything about the 

real estate business 

even if they do not 

have any idea about 

the business. 

We always ask for 

feedback to know 

what are their 

training needs, what 

they want to learn. 

establishing 

different 

strategies. For 

them, the 

implementation of 

employer 

branding begins 

with the 

development of 

the brand of 

human resources 

of the 

organization. 

Because of its 

marketing 

fundamentals, it is 

necessary to 

create an annual 

work plan with all 

the activities that 

will be 

implemented 

during the year, 

as well as the 

benefits that will 

make the 

organization more 

attractive 

(training, wages, 

etc.). Finally, 

feedback has been 

a key element for 

the experts who 

have developed 

this strategy, 

since through this 

they know the 

reputation of the 

company and the 

scope of the 

implemented 

strategies. 

Have you had any problem or complications when applying these strategies? 
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Maybe, not enough 

marketing 

experience in 

creating HR 

branding strategy. 

And HR department 

doesn`t have enough 

knowledge so they 

cannot properly 

control the process 

No, we all are in the 

same channel from 

direction to first line 

positions. 

Not answered To achieve the 

implementation of 

employer 

branding 

strategies without 

any problem, 

marketing experts 

consider that the 

Human Resources 

department must 

have marketing 

knowledge 

 

 The shown interview to experts in Human Resources and Marketing, was 

also made to the team of the analyzed enterprise. The aim was to know if the 

company was currently applying some employer branding strategies and also to 

identify if they know this term. 

The following table shows the answers obtained. 

 

 

 

 

 

Table 5. Concentrated answers from executives in the company 

Control Manager 

From 1 to 5 years of 

experience 

HR department 

employee 

From 1 to 5 years of 

experience 

Interpretation 

Do you consider that currently there is a shortage of talent and war of talent in the 

labor field? 

Yes Yes The staff consider there is 

shortage of talent in the labor 

field. 

What are the positive aspects of your company as an employer? 

LM demonstrates loyalty 

to employees, they care 

about development and 

individual approach. We 

have official salary and 

social benefits. 

We have stability, social 

policy and the possibility 

of professional 

development. 

This company is described as 

loyal and stable that cares 

about its employees and their 

development. It offers official 

salary and benefits. 

What does the company where you currently work need in order to be the best 

option to work in this region? 

Table on next page 
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To continue developing 

the mentioned aspects, like 

development, benefits and 

so on.  

This is the best place to 

work in the region 

The enterprise is considered 

the best option to work 

already for the interviewees. 

The company has just to keep 

developing their employees, 

giving them an official salary 

and social benefits. 

What strategies for attracting and retaining talented specialists are developed by 

the company in which you are currently working? 

Each talent has the 

opportunity to express 

themselves, take the 

initiative, implement the 

project. 

Participation in different 

projects. 

The French company is 

concerned to make its 

employees feel involved, 

through the invitation to 

participate in projects, 

allowing them to express 

themselves and show their 

initiative. 

Does your company develop strategies for involving young people in the company's 

activities? 

We are looking for young 

talents for leadership 

positions. 

Yes Some initiatives are being 

developed to involve younger 

generations. For instance, one 

strategy is the opportunity to 

develop in leadership job 

positions. Besides this, it is 

not possible to identify any 

other. 

Do you know the concept of "employer branding"? If yes, briefly explain what do 

you understand this concept? 

When employees and job 

seekers hear "LM" they 

mean: loyalty to 

employees, contribution to 

development, individual 

approach, official salary 

and social benefits 

Do not know it In the company employer 

branding is understood as the 

opinion that both employees 

and potential employees have 

about the company. The 

Human Resources department 

does not know the concept 

Do you know employer branding strategies being implemented in international 

organizations? 

No No At this enterprise there is no 

knowledge of the best 

employer branding practices 

used in international 

companies. 
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Do you consider "employer branding" a good way to attract and retain talent in 

the organization? Please justify your answer 

Yes I think yes There it is believed that 

employer branding is a good 

strategy for attracting and 

retaining talent. 

What elements and strategies do you consider essential for creating a successful 

Employer Branding campaign? 

To ensure the work of 

"word of mouth" - 

marketing through its 

employees 

I do not know Allowing employees to refer 

potential employees 

(marketing through 

employees) is a strategy 

recommended by the 

company in an employer 

branding campaign. 

In the company where you currently work, have you participated in the 

development of employer branding strategies? If so, please explain which ones 

No No The staff interviewed is not 

involved in the development 

of the employer brand. 

Have you had any problem or complications when applying these strategies? 

- - - 

What positive aspects can you identify in the recruitment process of LM? 

A step-by-step interview 

system for employment, 

all recruiters train each 

other and give feedback to 

each other after recruiting 

Single candidate profile, 

core competencies, 

recruitment strategy 

This organization has a 

strategic (step by step) 

recruiting process in which 

feedback and training of 

recruiters is an important 

part. 

What negative aspects can you identify in the recruitment process of LM? 

Sometimes the recruitment 

process is long 

No negative aspects It is thought that sometimes 

the recruitment process can 

be long. 

Does the managers share with the employees the philosophy of LM? (mission, 

vision, values and principles) If so, what strategies does the company use to 

promote its philosophy? 

Yes, by close management Yes, by working groups, 

meetings, animation, 

involvement in the 

common cause, social 

projects. 

The organizational 

philosophy is promoted 

through techniques that 

involve teamwork, such as 

social projects, meetings, 

work groups, etc. 
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2.3.2.3 Research findings  

 

 The results obtained from the application of the instruments are the basis 

for the recommendations to the organization. The following stand out: 

 Senior students 

- The future workforce shows preference for employment websites, job 

boards on company pages and social networks when looking for job offers. 

- The first elements that get their attention when knowing a vacancy are: 

Salary, hours of work and organizational development. 

- The factors that would lead them to accept a job offer are: good salary, 

good relationship and mutual understanding with direct supervisor and a good 

work environment. 

- A competitive salary, motivation and value to the employee and 

professional development are the features of a great place to work according to 

senior students 

- Students: The highest percentage of respondents know the company, but 

only 14% know their origin and their social actions. 

- Only 1% of respondents would like to work there now. 20% have 

considered working in the company for their flexible hours and for being a 

prestigious company 

 

 Staff 

- Most employees know its organizational philosophy 

- 40% of the employees did not know the company before working here. 

21% had only heard the name. 

- The most used media to apply for a vacancy is through personal references, 

sending the CV or uploading it to an employment page 

- Current employees considered job stability, salary and professional 

development when they agreed to work for the company 
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- The EVP of the organization are stability, career development and benefits 

- Staff feels committed to the company but does not feel challenged 

 The graphical presentation and interpretation of the results of the two 

quantitative instruments allows comparing convergences and divergences between 

the two groups of respondents: 

 

Table 6. Preferred media vs media used by the company 

Senior students Employees 

Where would you like to find job offers? 
Through which medium was the first 

contact with the company? 

Employment website 4.45 Upload my CV in an 

employment website 
20% 

Job board on company websites  3.67 I write them in their website 8% 

 

 Table 6shows the two media that students prefer to use to find vacancies. It 

is demonstrated that they do not entirely match the media by which the employees 

were located. On the one hand, students prefer to use employment websites, but 

this enterprise only occupies 20% of the times this medium. The job board on the 

site of the company was successful only in 8% of employees, while for students it 

is their second preferred option to find a good job offer. 

 

Table 7. Aspects that students would consider vs aspects that employees 

considered to accept a job offer 

Senior students Employees 

When receiving an official job offer, what 

aspects would you consider to make the 

decision? 

What aspects did you consider when you 

accepted working here? 

Good salary 4.18 Employment stability 3.89 

Good relations / Mutual 

understanding with immediate 

superior 

3.65 Salary 3.84 
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Good work environment 3.56 Professional development 3.78 

Professional development 3.49 Work environment 3.72 

 

 With the results observed in the table 7it can be inferred that the company 

seeks to meet the expectations of its potential employees. Students consider the 

variables good salary, good relationship with direct supervisor, good working 

environment and professional development when considering to accept a job offer. 

The organization offers three of these variables, but first of all, they are concerned 

about offering job stability. 

 

Table 8. Aspects that students consider in a great place to work 

Senior students Employees 

What aspects do you consider that make a 

company an excellent place to work? 

In three words or short phrases, what do 

you consider to be the three major 

strengths of the company? 

Offers competitive salary 3.90 Stability 69% 

Motivates and values its 

employees 3.80 
Development / Career growth  

31% 

Offers professional 

development 3.64 
Social Package / Benefits 

22% 

Offers job stability 
3.59 

Good salary / Official salary / 

High salary 18% 

 

 The features that the students identify in a company that distinguishes itself 

as a great employer, coincide with the strengths of the analyzed enterprise, which 

for purposes of this research will be called employee value propositions (EVP). 

The difference is that students believe that a good employer motivates and values 

their employees, but this feature was not mentioned by employees as a strength of 

the company. Instead of this variable, they chose the benefit package as one of its 

strengths. 

 Human Resources and Marketing external specialists 

Continuation of Table 8 
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- More than a lack of talent there is a lack of significant knowledge, 

experience and willingness to learn in the labor field.  

- Human capital is the most important resource in an organization, so 

development and training programs are considered as ones of the most positive 

aspects in their organizations. 

- Feedback directly from employees helps to recognize the weaknesses of an 

organization. 

- A key factor for retaining is motivation. Staff references and the 

establishment of programs with universities and institutions are key to attract 

talent to the organizations. 

- The attraction of young generations depends on how well their motivations 

and needs are listened. The communication and the means used for it are 

important for the yougest employees and potential employees. 

- Employer branding is a mandatory strategy in organizations. Its messages 

must be based on the identity of the company, showing it as it really is. These 

messages should be sent to the ideal candidate for the organization. 

- Human Resources department must have general marketing knowledge for 

the successful implementation of this strategy. 

 

 Human resources specialist and senior managers of the company 

- In the interview, the company was described as loyal, stable and concerned 

about its employees and their development. It is also interested in making them 

feel involved and allows them to express themselves. 

- Human Resources does not know the concept of employer branding, nor 

the strategies. The department is not involved in the development of employer 

branding strategies. 

- The recruitment process is rated as good. It is considered to be strategic and 

with trained recruiters, however it can sometimes be long. 

- They have strategies to promote his organizational philosophy. 
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3. PROPOSAL 

 

 The employees feedback, the opinion of the future workforce and the 

experience of the specialists is the most valuable and important information to 

develop the employer branding campaign that is proposed in this research. 

Therefore, the discoveries described in the previous chapter are the basis for the 

establishment of activities and strategies that will help to position this store located 

in Yekaterinburg as a major employer in the region. 

 Below is a series of recommendations presented in a marketing campaign 

format with the purpose of detailing each phase and activities facilitating the 

Marketing and Human Resources team of the enterprise implementing this 

employer branding strategy. 

3.1 Ideal scope of application 
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 For the successful implementation of the proposed employer campaign in 

this research, it is essential to define the human and technical resources that will 

propel the development of this project: 

3.1.1 Human resources 

 Employer branding strategies must have market and human resources 

fundamentals, so the team implementing the campaign must be composed of 

specialists from both disciplines. 

 

 

Figure 24. Human Resources Department Organization Chart 

The figure 24proposes the organizational structure of the Personnel Service 

department. It includes new job positions which would facilitate the development 

of the strategies described in the employer branding campaign.  

 As it can be observed, the department is divided in two, however, all the 

members must work as a team, most of the time to strategize and make the best 

decisions.  

 Also, the employer branding team needs a specialist in organizational 

development, however, if the budget or organizational structure does not allow it, it 

Figure on next page 
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is suggested that the head of the department plays this role, since as head of human 

resources should already have all Knowledge required to achieve the objectives of 

this strategy. 

 It should be noted that in order to cover the newly created positions, it is 

advisable to identify employees who have already developed the required 

competencies and who only have to receive specific training programs that provide 

them with the necessary knowledge to perform the tasks successfully. 

 The profiles and tasks of the proposed new positions are described below. 

3.1.1.1 Internal marketing Specialist 

 The marketing side of the Employer Branding team must be represented by 

a specialist who is oriented to both internal customer and external customer. 

 Profile 

 The desirable profile to cover this position is the following: 

Table 9. Internal Marketing Specialist Profile 
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Job position:

Academic training

Gender

Age

Years of experience: 

High

High

High

High

Medium

Medium

Medium

High

Innovation Medium High

Teamwork High High

Creativity High High

Listening

Reading

Writting

Job profile

Internal marketing Specialist

English

Medium

High

Medium

Social media
Technical knowledge

Design programs

Competences

Languages

Assertive communication

Customer orientation

Orientation to results

Brand positioning

Marketing

Organizational communication

Fundamentals of human resources
Human Resources

Marketing or Communication degree. Specialization in internal 

marketing

No preference

No preference

Preferably from one year onwards

Knowledge

Identification of markets and their needs

Digital Marketing Strategies

Internal marketing

 

As it is observed in the table 9,it is not mandatory that the specialist of 

marketing has great work experience, nevertheless this executive must have 

notions of Human Resources and Internal Marketing. The competencies of the 

person who holds this position are very important to share the philosophy that 

Employer Branding represents and the achievement of objectives. 

 Tasks and responsibilities 

 Creativity in employer branding strategies depends to a large extent on the 

competencies of the internal marketing manager. Some of the suggested 

responsibilities are: 

- Development of the HR brand of the store in Yekaterinburg 
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- Identification of internal (employee) and external (potential employee) 

customer profile 

- Choosing Communication Channels 

- Development of effective communication with internal and external 

customer 

- Development of digital marketing campaign 

- Development of talent attraction programs 

- Development of internal activities 

- Impact Measurement of Digital Marketing Strategies 

- Conduct periodic market research 

- Support in the development and implementation of corporate culture 

- Support in the analysis of human resources indicators  

- Support in the development of internal recognition programs 

- Support in the development of engagement programs 

- Follow-up to the social networking administration of the HR brand of the 

store in Yekaterinburg 

- Among other 

3.1.1.2 Organizational development specialist 

 The success of strategies in retaining talent will depend on the experience 

and knowledge that the Human Resources team has on the subject, especially the 

organizational development specialist. Here are the suggested features of this 

position: 

 Profile 

 If the company decides to include a new member to the human resources 

team, the recommended profile is as follows: 

Table10. Organizational Development specialist profile 
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Job position:

Academic training

Gender

Age

Years of experience: 

High

High

High

High

High

High

High

Medium

Medium

Technical knowledge Low

Teamwork High High

Toma de decisiones High High

Creativity Medium High

Listening

Reading

Writting

Job description

Organizational Development Specialist

No preference

Human Development

Career planning 

Organizational communication

Degree Psychology, personnel management, organizational 

communication or similar. 

No preference

Preferably from one year onwards

Knowledge

Human Resources

Motivation and recognition programs

Worker psychology

Performance assessment

Strategies for continuous improvement

English

Medium

High

Medium

Marketing
Internal marketing

Fundamentals of marketing

Social media

Competences

Assertive communication

Customer orientation

Orientation to results

Languages

 

 

 Tasks and responsibilities 

 Behind the success in retaining and attracting talent there is a lot of work 

and strategies developed by the employer branding team. The suggested tasks for 

the organizational development specialist are: 

- Development of the HR brand of the store in Yekaterinburg 

- Development and implementation of corporate culture 

- Development of career growth programs 

- Development of recognition programs 
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- Development of engagement programs 

- Development of programs for brand ambassadors 

- Development of talent attraction programs 

- Development of internal and external activities 

- Streamline processes and reduce bureaucracy 

- Standardization of processes 

- Assessment of work climate and job satisfaction 

- Continuous improvement of recruitment and training processes 

- Establishment of links with institutions and universities 

- Analysis of internal and external customer feedback 

- Implementation and monitoring of HR indicators 

- Support in the development and follow up of digital marketing campaign 

- Among other 

3.1.1.3 Recruiter 2.0 

 The new communication platforms enforce companies to dialogue with 

their candidates through new digital media, so it is imperative to include in the 

employer branding team a recruiter who is updated with these new forms of 

communication. 

 Profile 

 The recruiting team can be potentiated by training the team in recruitment 

2.0 or hiring a new executive expert in the subject. Whatever the case chosen by 

the company, the suggested profile is as follows: 

 

 

 

 

 

Table 11. Recruiter 2.0 profile  

Figure on next page 
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Job position:

Academic training

Gender

Age

Years of experience: 

High

High

Medium

High

High

Medium

Medium

High

High

High

High

Negotiation High High

Analysis capacity High Medium

Creativity Medium High

Listening

Reading

Writting

No preference

Job description

Recruiter 2.0

Degree psychology, personnel management or similar. 

Specialization social media and networking.

No preference

Preferably from one year onwards

Knowledge

Human Resources

Social recruitment

Active recruitment

Competency-based interview 

Analysis and segmentation of candidates

English

Medium

High

Medium

Marketing
Digital Marketing Strategies

Fundamentals of marketing

Social media

Competences

Assertive communication

Recruitment software

Administration of internal job board

Technical knowledge
Administration of employment websites

Networking

Customer orientation

Empathy

Languages

 

 Tasks and responsibilities 

 Networks and relationships are key competences in the profile of recruiter 

2.0, so many of the suggested activities are focused on establishing good 

communication with the talent and potential employees. Some of the tasks of this 

position are: 

- Development of communication channels with potential employees 

- Attraction of talent through digital media 

- Talent Development 
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- Maintain communication with talented communities 

- Continuous improvement in the recruitment process 

- Internal Job Exchange Update 

- Interview with potential candidates 

- Support in establishing links with institutions and universities 

- Support in the development of external activities 

- Support in the management of social networks of the brand of human 

resources of the company 

- Support in the development of attraction programs 

- Support in the development and implementation of corporate culture 

- Among other 

3.1.1.4 Directive committee 

 The employer branding rather than a strategy is a corporate philosophy, so 

the involvement of the management team is essential, from the establishment of 

objectives, to the review of the impact of the implemented strategies. 

 Tasks and responsibilities 

 As such, the main function of the management team is to approve the 

implementation of key activities, however, its intervention is key in the following 

tasks: 

- Development of the HR brand of the store Yekaterinburg 

- Development and implementation of corporate culture 

- Development of recognition programs 

- Development of engagement programs 

- Development of talent attraction programs 

3.1.2 Digital / Technical resources 

 In order to develop correctly their activities, it is suggested to provide the 

specialists the tools described below:  

 Updated computer with large storage capacity 
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 The executives must develop digital material, which most of the times is 

designed in heavy programs. This material includes audiovisual material which 

takes up a lot of space in the memory of the computer. 

 Excellent internet service 

 In general, executives will use the internet during many of their activities, 

from long distance interviews to the research of key information. 

 Intranet 

 Internal communication is fundamental in the Employer Branding 

campaign. 

 Software Licenses 

 The members of the Employer Branding team will use designing and 

editing programs, recruitment software as well as Microsoft Office. 

 Self-administered website 

 Due to the dynamics of work, it is suggested to have a website self-

administered in order to be able to update it as many times as necessary. 

 Job board 

 Recruitment 2.0 is most effective when the recruiters have a portfolio of 

potential employees that can be self-administered. 

 Premium packages on employment websites 

 An elemental strategy for attracting talent is hunting, so the recruiter must 

have access to as many profiles as he needs 

 Premium social networking packages 

 Achieving the positioning of the HR brand requires paid advertising on 

some social networks. 

3.1.3 Facilities and offices 

 The distribution of the office is important to promote effective 

communication, so it is suggested to have a common office for all human resources 

team in which there are no walls or doors that can interfere with the exchange of 

ideas. 
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Figure 25. Office Design 1 (Recovered in: https://es.pinterest.com/pin/134474738853733343/) 

 

Figure 26. Office Design 2(Recovered in: https://es.pinterest.com/pin/294774738081058961/) 

The figures 25 and 26 show some ideas of distribution of the job stations that 

would allow the communication between the team. 

 It is also suggested to have doors made of glass and kept them open unless 

there is a meeting, so that all employees can assist to the Human Resources 

department knowing that the doors are open for them. 
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 Ideally, the recommendations in this section should be applied in all 

departments, but to begin implementing the campaign the Human Resources 

department should start by setting the example to all areas  

3.2 Employer branding campaign: “Вот это дом!” 

 Since this company belongs to the construction and home decoration 

industry, the proposed name for the employer branding campaign is “Вот это 

дом!”, which is translated into English as “What a house!” 

 This sentence makes reference to the Russian interjection вот это да!, 

which  would be something similar to the WOW interjection in English. 

 On the other hand, the success of the campaign will depend on all the 

effort, work and commitment dedicated to the project before implementing the 

strategies designed, so the process will be divided into three phases: 

 

 

Figure 27. Employer branding campaign in stages  

  

The information included in each phase is based on the data obtained from the 

surveys and interviews, as well as information provided by human resources and 

researched on the internet. 

 The strategies presented below are proposals that must be detailed and 

improved by the employer branding team. 
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3.2.1 Phase 1. Setting 

The analyzed enterprise is an international company that already implements 

employer branding strategies. However, it is possible to potentiate the reputation of 

the store in Yekaterinburg and position it among the best three stores in the region 

for its excellent initiatives and high indicators of engagement and attraction. 

 For this, it is necessary to know where they want to go and how to measure 

the progress, so before designing and implementing the team you must define the 

path. 

3.2.1.1 Change management 

 The company might invest thousands of rubles in the employer branding 

campaign and even have the most creative team, but success depends on the 

management team getting engaged with the idea from the very beginning, adopting 

it as a corporate philosophy that has no expiration date, spreading it among their 

work team in every day-to-day task. 

 Therefore, it is highly suggested that the head of the whole team of the 

store in Yekaterinburg, establish with the employer branding team, key strategies 

of Change Managment that encourage the acceptance and commitment to the 

campaign in the management team of the store. 

Suggested Strategies: 

 Change Management Workshops 

 Workshops between director and heads of departments with the following 

topics: 

- We are LM 

- What it means to be LM (We are stability, we are development) 

- Advantages of joining LM 

- Leader profile LM 

- Dynamics with clients 

- Role changes 

- LM of the future 
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- Among other 

 Work sessions should be conducted in a friendly and informal atmosphere, 

so that the management team does not have the feeling that they are attending a 

work meeting or training. 

 The real goal of each meeting is to show the management team how 

employer branding is not a task to be developed, but a leadership function that 

must be lived in each process. 

 Internal campaign: Good can always be better  

 Designing internal campaigns such as "Changes are good" or "Good can 

always be better" will help create expectations not only among employees, but also 

stakeholders, so the activities of the campaign will start spreading the idea that 

something new and positive Is about to happen in the organization. 

 The aim is to gradually prepare all employees for the beginning of a new 

era in the store located in Yekaterinburg. 

3.2.1.2 Objectives  

 The establishment of a general objective defines the purpose of the 

campaign and the specific steps that must be taken to reach the main goal. 

 General objective 

 Position this store in specific in the mind of the workforce as the number 

one employer in the region over a period of no more than two years 

 Specific objectives 

- Develop the human resources brand of the store in Yekaterinburg 

- Define the value proposition to the employee 

- Design creative organizational development programs that increase 

employee engagement 

- Successfully implement employer branding strategies 

3.2.1.3 Establishment of markets 
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 Knowing the profiles and needs of the markets to which the campaign 

messages are directed helps to adjust the type of communication that will be used 

in the strategies, increasing the chances of success. 

 Internal market: employee 

 The internal customer is conformed as follows: 

- Total employees: 442 

Table 12. Features of current employees 

Gender 

Masculine Femenine 

220 221 

Ages 

Less than 20 20-30 31-40 41-50 51-60 More than 60 

0% 47% 29% 17% 8% 1% 

Education 

Basic general 

education 

Secondary 

general 

education 

Higher 

education 

Primary 

vocational 

education 

Secondary 

vocational 

education 

2% 8% 28% 9% 19% 

 

 The information provided is useful to propose some strategies, but still very 

basic. It is necessary to deepen their motivations and needs. 

 In general, the internal market is composed of men and women, mostly 

between 20 and 40 years. 

 By the observed ages, it is possible to identify that most employees belong 

to Generation X and Millennials, which means that the internal customer mostly 

encourages the use of technology, although some will make it easier than others. 

 The internal customer also cares about their academic preparation, whether 

through traditional or self-taught training. 
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 The main differences between the internal customer lies in the engagement 

to the company and the way they measure success. 

 External markets: Potential employees 

 Based on the research for the development of this campaign, it was possible 

to know some behaviors and motivations of the future labor force: 

Table 13. Preferences and motivations of future work force  

 

 

 

 Looking at this information, it is known through which media it is possible 

to establish a good communication with the external client, what they need to 

know about a vacancy and the needed elements to introduce to them as the best 

place to work. 

 With this information, the employer branding team can begin to design the 

first strategies, however it is important to consider that the messages of the 

campaign must be directed to the talent that wants to be attracted, so the Human 

Used media to find attractive vacancies 

1
st
 option 2

nd
 option 3

rd
 option 

Employment website Companies job board Social media 

Important elements when knowing a vacancy 

1
st
 option 2

nd
 option 3

rd
 option 

Salary Working hours Professional 

development 

Aspects to be considered when receiving a job offer 

1
st
 option 2

nd
 option 3

rd
 option 

Salary Mutual understanding 

with supervisor 

Work environment 

Elements that make a company the best place to work 

1
st
 option 2

nd
 option 3

rd
 option 

Competitive salary Motivates its 

employees 

Professional 

development 
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Resources team must create "The profile of the ideal employee", considering 

aspects such as: 

- Age: 

- Location: 

- Professional development area: 

- Motivations: 

- Values: 

 It is important to define these points and others more that the organization 

considers important, so that the employer branding team has the necessary 

elements to choose the media to use, the type of language, the information 

provided, etc. 

3.2.1.4 Employee value proposition (EVP) 

 For the establishment of the EVP, it will be considered the internal and 

external reputation of the company:  

 Internal reputation 

Table 14. Internal reputation 

What are the three major strengths of the company? 

1
st
 option 2

nd
 option 3

rd
 option 

Stability Professional 

development 

Benefits package 

What aspects did you consider to work here? 

1
st
 option 2

nd
 option 3

rd
 option 

Employment stability Salary Professional 

development 

 

 External reputation 

 

 

Figure on next page 
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Table 15. External reputation 

Why would you work in the company? 

1
st
 option 2

nd
 option 3

rd
 option 

Flexible working hours Prestige Good salary 

 

 Answers that excelled in the questions asked for this research can be 

identified. The fact that these variables have obtained the highest number of 

mentions in more than one question helps to define the EVP of the store. 

 The suggested EVP of this store is: 

- Stability 

- Professional development 

- Good salary 

 These identified strengths are like the DNA of the organization and must be 

present in each strategy and activity designed, highlighting these characteristics at 

all times, so that every employee identifies them as strengths and not just a 

percentage 

3.2.1.5 Indicators (KPI) 

 The recommended indicators to measure the human resources management 

are: 

- Average of training hours per employee vs improvement in work 

performance 

- Rotation of personnel 

- Reasons for Employee resign 

- Level of absenteeism 

- Average time to fill vacancies 

 The employer branding team should also establish indicators to help 

measure return on investment: 
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- Level of engagement 

- Talent retention rate 

- Number of resumes received by each media 

 Routine evaluations should be established to compare differences between 

before and after implementation of the campaign: 

- Assessment of work climate 

- Level of job satisfaction 

- Level of customer satisfaction 

3.2.2 Phase 2. Designing 

 This phase is the combination of creativity and strategy that makes the 

difference between average employers and great employers. 

 Every made decision is based on the needs and motivations of the internal 

and external client, not forgetting that the EVP (stability, professional development 

and good salary) of this store must be highlighted in every opportunity.  

3.2.2.1 Engagement strategies 

 Engagement actions improve employees' perception of the company as they 

recognize the strengths of the enterprise and find new reasons to go to that 

workplace every day. 

 The strategic activities of this campaign are: 

3.2.2.1.1 Recruitment 

 There are no second chances to create a first impression, so all the 

experience that the candidate lives during this process begins to generate a sense of 

belonging in him. 

 Recruitment protocols 

 The protocols will help all those involved in the recruitment process, from 

recruiter to the direct supervisor of the job position to fill, to follow the same 

procedure, by standardizing times and activities. These will also make a difference 

between all the recruitment processes that candidates have had before. 
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 This procedure should be seen as an experience, therefore the aim of all 

protocols should be to make the candidate feel welcome and important at all times. 

Protocols to consider: 

- Phonecall speech  

- Welcome speech at offices 

- E-mail messages 

- Maximum waiting time at offices 

- Comfortable waiting room 

- Time for the interview 

- Include the EVP as the best benefits of the company during the interview 

 Recruitment process 

 Time for both the candidates and executives of human resources is very 

valuable, so the effectiveness of the recruitment process is an important variable in 

the campaign. 

 The aspects to achieve the continuous improvement of this process are: 

- Identification of key processes. Eliminate those that give a touch of 

bureaucracy to the procedure 

- To have maximum two interviews and only one visit to the offices 

- Continuous communication with the candidate until the resolution of the 

recruitment 

- Tie the organizational values with the values of the candidate 

- Have absolute knowledge of the vacancy to be covered 

- Always consider the ideal employee profile  

 Recruitment 2.0 

 Talent is on the web, so it is time to get closer to it through the media the 

potential candidates are using. 

 The organization has already developed some recruitment 2.0 techniques, 

however it is suggested to implement the following actions: 
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- Create social media accounts for the HR brand of the store in 

Yekaterinburg. The administrator will be recruiter 2.0 

- Enhance the personal branding of recruiters, specifically the recruiter 2.0 

- Generate communities of talent. The organization already has a job board, 

however, platforms should be developed where communication can be 

maintained with key candidates who meet the ideal employee profile. 

3.2.2.1.2 Induction 

 The objective of the induction process is to prevent new employees from 

having feelings of frustration or doubt during their first days in the company since 

these emotions are negative for the sense of belonging and engagement that the 

new members begin to develop in the first weeks 

The strategies for improving this procedure are: 

 Partner program.  

 This program consists of convening at least two employees from each area 

and training them to become trainers in their departments. These volunteers will 

train the new employees and resolve all their doubts about the company during the 

first month. 

 Partners should have incentives such as extra holiday days or bonuses. 

Also, they must be evaluated by new hires, so that the good work and effort of the 

best-rated partners during the semester be recognized every six months.  

 Partners with poor performance must be re-trained to meet program 

objectives. 

 Добро пожаловать домой! Day. 

 This induction course will be given on the last Friday of each month to all 

new employees who started working in that month. 

 During this day the new employees will have activities related to the 

following topics. 

- LM history 

- LM Yekaterinburg. Organizational Structure and history.  
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- Dynamics of presentation and integration 

- LM on the Russian market 

- Advantages of working at LM 

- Objectives of LM Yekaterinburg in the current year 

- What is expected of LM staff 

- Presentation of professional development program 

- Among others. 

 The day must end with dynamics about trust and teamwork that resemble 

the results expected of them during their development in the enterprise. 

3.2.2.1.3 Benefits 

 The benefits have a greater power of attraction than engagement, however, 

for current employees receiving an increase in benefits in this new stage would 

increase their level of commitment. 

 To establish the new benefits the employer branding team must consider 

the opinions of both the internal and external customer. 

 With the results obtained during the research, here are some examples:  

 Flexible working hours 

 The business structure makes impossible to implement home office 

scheme, however, it should be considered to make a change in the schedules of 

each shift, as employees do not agree with the schedule they way it is established 

now. 

 Flexibility in permits to attend family and health matters 

 The company must promote the balance between work and the personal life 

of each worker. 

 Gift tickets 

 To continue promoting life after work, it is suggested to give gift vouchers 

or tickets to certain activities. For example, after the first great snowfall, the 

organization can give the worker and his family entrance tickets to recreational 

centers for skiing 
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 Tea station 

Russians favorite drink is tea, so it is suggested to adapt an area in the offices and 

in the store with hot water and free tea and coffee, so that employees and suppliers 

can have a few minutes of rest. This area can be equipped with furniture and 

household appliances for employees to have their lunch at this place 

3.2.2.1.4 Professional development 

 Development programs are a key issue for this store in  Yekaterinburg, as 

the variable "career development" is part of the EVP of the company. Therefore, 

employer branding team, human resources department and regional and national 

managers must work in detail on establishing excellent programs. 

 The characteristics that must be considered for its development are: 

 Employees need to feel challenged 

Based on research conducted among employees, it is suggested that the scheme for 

the programs be as follows: 

 

Figure 28. Steps for development programs 

The figure 28presents the suggested steps for the establishment of the 

development programs. 

- Personal assessment. The employee makes a self-assessment where he 

recognizes his skills, aptitudes and knowledge. 
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- Evaluation of reality. The employee is evaluated by direct supervisor, 

colleagues, subordinates (if applicable) and clients, in order to be recognized 

within the organization. 

- Setting goals. Employee and human resources set goals. 

- Review of objectives. The times and levels of performance used to achieve 

objectives are measured. 

- Decisions and Actions. Based on the previous step decisions about the 

future of the employee are made. 

 To reach agreements with other stores to develop exchange programs 

3.2.2.1.5 Training 

 There is no better way to show staff how important they are to the company 

than to offer them continuous training, so training should be divided into three 

broad areas: 

 Вот это дом! 

 The purpose of these courses is to give the staff new reasons to belong to 

this organization, in addition to present them the new era of the store. 

 This training plan will play a fundamental role, as it will act as a strategic 

change tool. 

Some of the topics to be developed are: 

- LM in the Russian market 

- The future of LM Yekaterinburg 

- Advantages of belonging to LM 

- New professional development programs 

- New benefits 

- Dynamics for establishing new protocols 

- Standardization of processes 

- New media 

- Impact of good customer service 

- Among other 
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 Human development training 

 These courses should be chosen according to the feedback of the 

employees 

 It is suggested to give them a list of attractive workshops in such a way as 

to impart those who have more votes. 

 This type of training should not be compulsory, as the result could be 

counterproductive. 

 Technical training  

 Technical courses must be given by department based on performance 

assessments, employee feedback, and skills desired by employees. The suggested 

courses are: 

- Knowledge of product 

 The employees of each department must be specialists in their product, so it 

is suggested to invite suppliers to develop internal training. The goal is to create a 

link between the employee and the product. 

 These courses are implemented according to the products of each 

department, however, any employer who is interested in the product has the 

opportunity to participate in the workshops. 

- Sales Strategies 

 Sales strategies show the customer a lot about the company and its 

corporative culture, so the sales force must continually be trained on the best 

strategies to reach their sales goals. Before giving these workshop, it is important 

to establish sales protocols. 

3.2.2.1.6 Internal activations 

 The advantages of developing an annual campaign will allow the employer 

branding team to design monthly activities and events that promote integration. 

The goal is to increase the level of engagement by developing a family-friendly 

environment for the employees. 

Here are some suggestions: 
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 Women's Day.  

 Summon all men employee to a flash mob for the delivery of flowers to all 

their women colleagues. 

 Yekaterinburg has talent. 

 Make a call for a talent contest. The presentations will be during the new 

year party. 

3.2.2.2 Attraction strategies 

 The key in the development of attraction strategies is to consider them as a 

complement to the engagement strategies since the main task is to show off all the 

activities that are already implemented in the company and that make it the best 

place to work. 

3.2.2.2.1 Digital marketing 

 The digital world is the best medium for presenting this store more than an 

enterprise, as an employer brand. 

 Potential employees spend their free time on the internet, especially on 

social networks, so it is essential to develop a digital marketing campaign to 

position the HR brand of the store in Yekaterinburg. 

Here are some strategies: 

 Joab board 

 The enterprise has already developed a website aimed at potential 

employees http://rabota.leroymerlin.ru/ 

 In this site there are job offers, success stories and even games, however 

the analyzed store in Yekaterinburg should propose to the developers of this 

website to add more content related to career growth. Also, it should be suggested 

to add a specific landing page to upload their CV.  

 The employer branding team should generate content related to these 

topics. 

 Human Resources social media 
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 The username of all social networks of the HR brand should be "Вот это, 

дом!". 

 In all social networks should be shown the activities that are developed for 

employees, the professional development programs, goals and day to day in offices 

and shop in Yekaterinburg. 

The social networks to use are: 

- Youtube 

The information to be shown in this social network will be: 

 Corporate Video of the store located in Yekaterinburg 

 Video of professional development programs 

 Store Manager Posts 

 Testimonials from employees 

 Activity videos 

 

- Instagram 

 This is the most informal social network and it will present the day to day 

of employees: 

 Boomerang style videos 

 Show teamwork and work environment 

 Photographs of the day to day 

 Event Photos 

 Special acknowledgments 

 Instagram stories with link to the page of employment 

 

- VK 

 Vk is the ideal medium to publish what is shared in all other social 

networks. The main objective is to attract potential employees and direct them to 

the job board. 
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 In addition to sharing the material from YouTube and Instagram, in Vk it 

can publish: 

 Links to vacancies  

 Corporate culture and how the company works 

 motivational content 

 Employment websites 

 The HR brand must be present in all the employment websites and publish 

the vacancies highlighting the professional development that can reach those who 

join the team 

3.2.2.2.2 Brand ambassadors 

 Potential employees often give more value to the information they get from 

a company if it comes from an employee. Based on this, the employer branding 

team must develop the strategy of identifying brand ambassadors. 

Activities for this strategy are: 

- Identification of engaged employees who share the attributes genuinely 

- Sharing key information with brand ambassadors 

- Request continuous feedback from ambassadors 

- Sharing digital material to support their positive comments 

- Request their feedback and share this information in social media 

3.2.2.2.3 Referrals 

 Recruiters and the employer branding team should encourage all employees 

to invite their friends to join the company, especially when there are key vacancies. 

Strategies 

 We're looking for talented people like you. 

 The sent messages reinforce the interest of hiring talented people such as 

those currently in the team. 

 Share digital material with staff 
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 For employees to be able to share information about the company through 

social networking and mail, the employer branding team must keep all the staff 

updated with attractive digital material, such as: 

- Vacancies advertisement 

- Digital brochures about benefits and professional development Programs in 

the store 

 

 

3.2.3 Phase 3. Implementing 

 The establishment of proposed strategies can take from 6 months to a year, 

even more. It is important to differentiate between pre-start strategies and 

employer branding strategies. The first ones will be implemented to generate 

expectation, but they are not yet part of the campaign. It is not advisable to 

implement any employer branding strategy without having all the activities 

defined, with their respective indicators. 

 The internal and external strategies should begin to be implemented 

simultaneously, giving a continuous follow-up to each of them. 
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CONCLUSION 

 A large number of organizations continue operating under an old human 

resources scheme, in which the function of this department is summarized in 

hiring, training and generating month by month the staff payroll, however these 

tasks are only functions that must be part of the strategic plan of the human 

resources management. 

 The way of developing and stablishing strategies has also changed. 

Previously, companies identified through internal surveys their areas of 

improvement with the objective of creating action plans that would reduce those 

weaknesses. Companies are currently concerned about their strengths to highlight 

them in such a way that the workforce turn to see them. 

 Times have changed and strategic minds of organizations that are placed at 

the top of rankings like "Best Place to Work" know that competition goes beyond 

generating a good working environment and delivering good performance. 

 According to Yang and Xi (2011), the University of Glasgow stated that 

companies that develop employer branding strategies to attract talent have also 

shown other benefits such as conflict reduction, improved employee relations and 

loyalty. Therefore, one of the most meaningful results of these internal 

improvements is the reduction of the rate of job hopping. 
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 During this investigation it was observed that this organization does not 

belong to the old school of human resources, in fact they have directed resources 

and efforts to develop an employer brand for the entire workforce in Russia. 

 The French company has established basic employer branding strategies 

such as the development of an employment website, production of corporate 

videos, friendly installations, a good package of benefits, etc. However, these 

activities, although good, are not exceptional as they are aimed at the entire 

country, which by the way is the largest in the world. 

 This observation served as a justification for this research since it is 

suggested to implement employer branding strategies targeting the region's 

workforce, in order to place the store as an employer example by personalizing the 

strategies proposed in the campaign. 

 One of the most significant findings was to identify that both experts 

interviewed and experts consulted in different books and articles agree that 

sometimes there are some struggles when implementing this strategy by the lack of 

knowledge of human resources executives in Marketing themes. 

 This information allowed to offer, as an additional point, the description of 

all variables and resources, including human resources, that favor the development 

of employer branding strategies. This information is generally not found in the 

academic proposals of employer branding, but since it is a totally practical work, it 

was considered very important to establish all the variables. 

 Finally, developing a comprehensive employer branding campaign can be a 

great tool to place the store located in Yekaterinburg as a major employer in the 

region. The key to success lies in the discipline and passion people will placed in 

this task, considering that employer branding is a strategy with start date but 

without a final date, since over time, employer branding should be part of the 

organizational philosophy to achieve three main objectives: Reduce turnover, 

increase attractiveness, and increase engagement levels 
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