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The present paper develops the idea of personnel marketing applica-
tion with the purpose of meeting recruitment needs. Personnel marketing-
becomes more popular among companies as it successfully complements
to their development solving a range of relevant issues. One of those issues
is satisfying recruitment needs of short and long-term character. The paper
also covers the challenges of companies applying personnel marketing in
their business activities and defines an HR brand andan employer brand.
The distinctive features of the employer practicing personnel marketing are
specified by the authors. Additionally the key functions of personnel mar-
keting are described. The main objective of the paper is demonstration of
the advantages of companies practicing personnel marketing in compari-
son with their competitors not applying it. The specificity of recruitment
steps implementation by the mentioned companies is analyzed in detail.
Finally, the paper concluded positive influence of personnel marketing on
human resource management by satisfying short-term recruitment needs
and securing long-term recruitment tasks.

Key words: personnel marketing (PM), recruitment,HR-brand, em-
ployer brand, steps of personnelrecruitment, recruitment needs.

Ocbl MaKaAaHblH Heri3iHAe PeKPYTUHI KaXKETTIAIrH KaHaraTTaHAbI-
Py MakcaTblHAQ KbI3MET MapKeTUHIiH KOAAAHY MAesicbl >KaTblp. Komna-
HMSAQP apacCbiHAA KbI3MET MapKeTUHIIH KOAAAHY ©3iHiH GipHelle e3eKTi
CypakTapFa >KaFbIMAbI biKMaAbIMeH TaHbiMaA 6oAyaa. OcbiHaan 6ip cy-
pak, BakaHTTbl KbI3MeTKe KaHAMAQTTbI TaFarbIHAQY KQXKeTTIAITiH KaHaFaT-
TaHAbIpaabl. KbI3MeT MapKeTUHIiH KOAAQHATbIH YMbIMAAPABIH aAAbIHAQ
KYPAEAI MOCEAE XKYMbIChIH KOPCETEA] >KaHE >KYMbIC GepilliHiH 6peHaiHe
»keHe HROpeHaiHe TyciHikTeme 6epeai. MakaAaHblH aBTOPAApbl KbI3MET
MapKETUHTIH TOXKiPUBEAENTIH XKYMbIC GepyLLiHiH, epeKkLIeAIKTepiH >kaHe
GepiAreH TypAiH Heri3ri pyHKUMSACbIH KapacTbipaabl. MakaaaHbiH 6acTbl
MakCcaTbl KbI3MET MapKeTUHIH KOAAQHATbIH KOMMAHUSAQPAbIH, OHbl KOA-
AQHOANTbIH GaCeKeAeC KOMMaHUSIAApPFa KaparaHAQ epekLLeAiriH KepceTy.
KomnaHusinapaa amMTbIAbIN KETKEH PEKPYTUHI YAEPICIHIH caTbICbl ©3iHe
TOH CMMATbl )KYMbICTA TaAA@HFaH. KOPbITbIHABICbIHAQ aAaM PeCcypCTapbiH
6ackapy KbI3MET MapKeTUHTIHIH, PEKPYTUHITI KbICKA MEP3iMAI XKoHe y3ak,
MEP3IMAI KaHaraTTaHAbIPYAbIH, >KaFbIMAbI 9cepi 6ap eKeHiH kepceTeai.

Tynin ce3aep: kbiamet mapkeTuHri (KM), pekpyTuHr, HR-6peHa, >ky-
MbIC 6epyLliHiH GPeHAI, KbI3MET PEKPYTUHTIHIH Ke3eHAEpi, PeKPYTUHITIH,
KaXKETTIAITI.

B ocHOBe AQHHOW CTaTbW AEXKMT MAES NMPUMEHEHWS MApKEeTUHIa nep-
COHaAQ C LIeAbIO YAOBAETBOPEHUS MOTPEOHOCTEN pekpyTUHra. MapKkeTuHr
nepcoHaAa HabrpaeT NOMNyAIPHOCTb CPEAM KOMMaHui 6Aaroaapst CBoemy
MOAOXKUTEABHOMY BAMSIHMIO HAQ MX Pa3BUTME MOCPEACTBOM pELLeHUs psi-
AQ aKTyaAbHbIX BOMpocoB. OAHMM M3 TakMX BOMPOCOB SIBASIETCS YAOB-
AETBOpeHUWe MoTpebHOCTel B MPUBAEYEHMM KAHAMAATOB HA BaKaHTHbIE
AOAXKHOCTM. PaboTa Takyke OMMCbIBAaeT CAOXKHbIE 3aAauu, CTOsLME Ha
MyTW OpraHu3aumii, NMPUMEHSIIOLLMX MapKETUHI MepCcoHaAa, M AQeT Of-
peaeAeHns HR6peHAy 1 6peHAy paboToaaTeAs. ABTOPbI CTaTby MPUBO-
ASIT OTAMUUTEAbHbIE YepTbl PaboTOAATEAS, MPAKTUKYIOLLEro MApPKETUHT
nepcoHaAa, U OCHOBHbIE (DYHKLIMM AQHHOTO BMAQ AEATEAbHOCTW. [AaB-
HOWM LLeAbIO CTaTbM SIBASIETCS BbISIBAEHWE MPEUMYLLECTB KOMMAHWIA, Npu-
MEHSIIOLLMX MaPKETUHI MepCoHaAa, B CPABHEHMMU C MX KOHKYPEHTamMu, He
MCMOAb3YIOLMMM €ro B CBoei AesTeAbHOCTH. Crieumuueckuii xapaktep
OCYLLECTBAEHMSI CTyMEHel MpoLecca pekpyTMHra YromsiHyTbIMU KOMMa-
HUSMWM AETaAbHO MPOaHAAM3MPOBaH B paboTte. B 3aKAlOUEHUM CAEAaHbI
BbIBOAbI O MO3UTUBHOM BAMSIHUM MApKETMHra nepcoHaAa Ha ynpaBAeHue
UYEAOBEUYECKMMI Pecypcamm MoCcpeACTBOM YAOBAETBOPEHMS KPAaTKOCPOY-
HbIX M AOATOCPOUHbIX NOTPEBHOCTEN PEKPYTUHTa.

KatoyeBble caoBa: MapkeTWHr nepcoHana (MIT), pekpyTtuHr, HR-
O6peHA, GpeHA paboToAaTeAsi, CTaAMM PEKPYTMHra NnepcoHaa, notpeo-
HOCTU peKpyTHHra.
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Personnel marketing meansthecompany’s activities directed to
build an image of abeneficial and responsible employer with the best
employees in its staff. Personnel marketing assumes the high level
of theemployer’s responsibility before his/heremployees from one
side and employment of the most professional personnel with the
enterprise from another side. Consequently personnel marketing has
to operate in two directions,that is inside and outside.

Inside personnel marketing is closely connected with such
human resource management terms as motivating, compensating,
retention, employee turnover, personnel commitment and loyalty
to the enterprise. Outside marketing requires investing in corporate
social responsibility, participation in public events, advertisement,
public relations, and promotion. The Universum conducted the survey
“2020 outlook: the future of employer branding” in the period from
October till December 2014. Above 2,300 interviews were carried out
in 18 countries with CEOs and HR managers operating in various
industries. This research identified that the companies invested more
in externalemployer brand than in internal [1]. The research results
allow to make the conclusion that personnel marketing of the majority
of companies is more focused on external employer brand than on
internal, hence employer is ready to put up money in public events,
charity, employer brand direct promotion, public relations and save
on employee compensation, motivating, etc.

Personnel marketing is similar to the new trend in human
resource management called human resource (HR) branding.
MansurovR.  designates = HR-brandingas  “acomplexofgoal-
orientedeventsforbuilding an employer’s positiveimageto constantly
attract best of the best specialists in their fields”[2,p.8].Meanwhile
personnel marketing purports to be a wider term in comparison with
HR branding, simply taking into account that branding is just only
one element of marketing. HR brand means a positive employer’s
image.Personnel marketing does not create onlyemployer image, the
second serious contribution to personnel marketing is an employee
image. Both two images must have their specific characteristics to
perform their main function — attraction of candidates who consider
the company as the best workplace with perfect personnel.

The distinctive features of such kind of an employer can be
better described by the given below characteristics:
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* caring;

» socially responsible;

*  proactive;

e successful;

* acknowledged.

In its turn, the characteristics of an employee
working for such a company should involve the
following:

* professional;

* experienced;

* loyal;

* committed to the company;

* outwardly emphasized the company image

by his/her appearance and behavior.

Once declared the personnel marketing as its
philosophy, the company cannot change the route
for another way not to ruin the developed image.
Personnel marketing puts serious responsibilities
on top management, public relations managers and
human resource specialists to constantly sustainthe
HR-brand for the general public.

Among the strong sides of personnel marketing
should be marked out: easier attraction of candidates
for vacant positions, better chances of getting best
people to fill in openings, higher level ofemployee
commitment to the place of work, spending less
time for finding candidates, saving financial
resources on advertisement, recruiting agencies and
personnel turnover consequences.The personnel
turnover causes a series of challenges: the necessity
of forming a new pool of applicants, repetitive
selecting and orienting. All the mentioned actions
demand additional financial resources in a form
of paying salaries to HR specialists, recruiting
agencies, and a loss of human efficiency. The
last issue is revealed through average time of a
new employee psychological, organizational and
professional adaptation, and decrease of overall unit
and company’s effectiveness until he or she is fully
socialized and integrated in the work process.

The challenges of personnel marketing embrace:
significant initial financial investment in building an
image of a good employer and its further constant
sustainment, spending great time resources for
keeping track on walk-ins, the necessity of special
software to keep a great deal of applicants’ data,
constant society’s stare to the company’s behavior
and high cost of mistakes in its activities. However,
in comparison to personnel marketing results these
obstacles are minor.

Being an activity personnel marketing plays
a range of functions. The functions of personnel
marketing are of general and specific character. By the
direction of personnel marketing the informational

and communicational functions are distinguished.
Informational  function  assumes  gathering,
processingand interpreting data to createpositive
informational basis for transmitting the enterprise’s
official messages to the public. Informational
function is interlinked with communicational
function. The last serves to transfer the obtained
information to stakeholders with the purpose of the
company’s HR-brand building, development, and
sustainment.

Considering personnel marketing in a time
perspective  the following classification  of
functions can be used: strategic and operational.
Strategic function of personnel marketing is based
on the company’s attachment to PM as its main
philosophy, when the company considers HR-brand
and consumer-brand the same. Operational function
deals the short-term issues: faster finding necessary
specialists, current filling in vacancies, orientation
timedecrease, etc.

The main advantage of personnel marketing is to
improvethe recruitment process therefore to provide
the company with the bigger pool of applicants.
The companies applying personnel marketing have
better chances to attract best talent in comparison
with their competitors lacking this activity. The rule
of recruiting is in the following: the more candidates
you have for one vacancy, the more effective will be
selection and placement, the better candidates you
possess for new openings, the higher chances to get
best personnel.

Inaccordancewith Head Hunter company’s
statistics, the enterprises with strong HR-brand have
the feedback from candidates on their openings
greater by 39%, decrease time of openings closure
by 24% and receive applicants’ quality CVs by
18%than their colleagues ignoring personnel
marketing [3].

Personnel recruiting is “finding and/or attracting
applicants for the employer’s open position” [4,p.161].
Recruiting is one of the most important functions
of human resource management. Attracting and
employment of perfect specialists leads to high quality
of performing work tasks that in its turn contribute to
overall organizational effectiveness improvement and
achievement of organizational goals.

Recruiting needs can be classified as long-
term (planned for the period from 1 to 5 years)
and short-term (till one year) should be thoroughly
forecasted beforehand basing on the human resource
management plan that for its part is developed
in compliance with organization’s strategic
plan. Personnel marketing and recruitingare
interlinked and interconnected. The Picture 1
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below demonstrates interconnection of personnel
marketing and recruiting.

Inaccordance with Picture 1 personnel marketing
activities contribute to the development of HR-brand.
Next the advanced HR-brand positively influences
upon the growing number of candidates interested
in new openings. HR-brand also affects the quality
of applicants — mostly the best professionals apply
for vacancies as the company’s image forms the
opinion of employing the best staff. Better recruiting
influences a selection quality —the best candidates are
selected out of the best. For its part more qualitative
(more professional, experienced, corporate culture-
compatible) people are employed by the enterprise.
Top-management sets stretching goals before their
employees within personnel management:to sustain
the HR-brand the newcomers should be oriented,
trained and developed to become more professional
and loyal toward the joined enterprise.

The specificity of recruiting steps in companies
oriented to personnel marketing and ignoring it.
Personnel recruitment includes the following steps:

Identifying what people with what skills and
background an enterprise needs for the current
openings.

What sources the enterprise will use to fill in the
vacancies (internal or external, if both then in what
order).

Choosing and applying the most effective
recruiting method or methods (recruiting agencies,
college/university recruiting, participation in job
fairs, advertisements in newspapers, journals, on-
line networks, corporate or/and professional web-
sites, etc.).

Gathering, processing candidates’ information
and contacting applicants to form a large and
qualified pool for further selection.

The first step of recruiting is relevant for both
companies: practicing personnel marketing and

non-applying it. As for any opening in any
company one should have understanding of
work tasks, responsibilities, conditions, level of
management, subordination relationships, required
personal characteristics, etc. This information can
be found in job descriptions, job specifications,
organizational and workflow charts, asked from an
incumbent of the position, his/ her supervisors, and
colleagues and so on.

The next step — determining what sources to
use — is also essential for both types of companies.
Depending on the company’s personnel strategy, it
may apply first to internal sources, then to external
or vice versa. Additionally, a level of the position
influences upon internal or external sources to
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choose, in the majority of companies internal
sources of candidates are preferred for higher
positions.In companies with personnel marketing
the internal sources are screened preferably first for
the majority of positions. This preference requires
well-developed system of posting and bidding
through bulletin boards, intranet or other channels
of information transfer.

The third step is the most time and money-
consuming in which the recruiting process itself
takes place. As for the companies involved in
personnel marketing, they save time, human and
financial resources in comparison to the enterprises
not using this HR trend. It happens due to the
company’s image attracting a large number of walk-
ins and other types of applicants striving to obtain
a job at this popular enterprise. For this type of
organizations a few recruiting methods may be used
— posting a recruiting advertisement on the corporate
web-site and scanning through the database full with
application forms or/and CVs of those who have
already sent them beforehand.

The companiesignoring personnel marketing
clash against one more problem- the difficulty to
form a big pool of qualified applicants, due to the
orientation of the best professionals for well-known
companies. Consequently they have a few highly-
qualified applicants, hence the size and quality of
the pool suffers.

Personnel
marketing

7 ™

Development of

professionalism & HR-brand

loyalty

! )

Employment

~

Recruiting

yd

Selection

Picture 1 — Interdependence of personnel marketing and
recruiting Composed by the authors

The fourth step is faster implemented by the
enterprises lacking personnel marketing. Having
fewerapplicants, they spend less time forscreening
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candidates’ documents.The companies with HR-
brand spend more time for obtaining enormous
applicants’ data, keeping and processing them.
However, this is true only from the first glance, as
the less candidates you have, the higher chances
for recruiting worse specialists who will leave the
company during their probation period. Losing

workers means to restart the recruiting process
and again invest in all types of necessary resources
simultaneously lacking a person who must perform
ascertain work tasks at the moment.

The specificity of recruiting steps taking by
enterprises involved in PM and those that do not
apply it is given in Table 1 below.

Table 1 — Recruiting in companies practicing personnel marketing and non-applying it

Company practicing

# Step of recruitin . Company non-practicing personnel marketin
P J personnel marketing pany P ep &
Identifying required . s . . . oy _
Study of job descriptions, job specifications, workflow and organizational charts, questioning
1 |people for the current . .
. incumbents, supervisors, etc.
openings

Determining what

22 o
recruiting sources to use

translation

Internal sources are screened preferably
first for majority of positions, requires
well-developed channels of information

Depending on the company’s personnel
strategy and vacant position(s), it applies first
to internal sources, then to external or vice
versa

Forming a pool of

Posting recruiting advertisement on corporate

Posting recruiting ads on web-sites, in
newspapers and journals, applying to recruiting

applicants information number of applicants’ data

33 . . web-site and examiningCVs and application . .
qualified applicants forms in the database agencies, HR databases, visiting colleges,
universities
44 Gathering, processing Initially needs much time to deal with great | First spends less time but often restarts

recruiting due to its inefficiency

The table is composed by the authors

In accordance with Table 1, three steps of
recruiting differentiate in companies practicing
personnel marketing and companies not applying
it.As a two-way process to form an image of the
most attractive employer — the company’s image
raises it in the eyes of own employees, if so many
people are eager to be employed with the company,
the employees start to value it higher. This leads
to employee higher motivation, better satisfaction,
loyal attitude, commitment to the organization, and
decreasing employee turnover rate. Allthe mentioned
above results in personnel efficiency raise and
overall organization effectiveness improvement.

The companies investing in personnel marketing
through development of advanced motivational
system, special compensation plans, offering flexible
benefit and incentive packages, creating atmosphere
of trust and fair treatment to their employees occupy
the first positions in the local and world rankings of
the most attractive employers. Then these employers
transfer the image of their satisfied employees to
the public as a brand — a workplace of the dream.
Students as the most mobile, interested and
advanced part of human population pay their close

attention to the place of companies in these rankings.
In accordance with the World’s Most Attractive
Employers — Business student 2014 research the
following companies occupied the first ten places:
Google, Ernst&Young, PricewaterhouseCoopers,
KPMG, Deloitte, Microsoft, Procter&Gamble,
Goldman Sachs, Apple, Morgan. The survey was
conducted among 200 thousand of business students
from 1541 universities worldwide from September
2013 till May 2014 [5].

The first award for the most successful work
on company’s reputation as an employer took
place in Kazakhstan in 2013. Accordingly to the
second Premiya HR-brand 2014 (Award HR-brand
2014)the winners in “Capital cities” nomination
were Chocolife.me, BazisA, Kaztranscom, in
“Kazakhstan” nomination—Dynamics Technologies,
Kazvtorchermet, Mediker, in “World” nomination —
“Samsung”, “Procter& Gamble”, “STADA”. This
award is given to the companies for the implemented
best human resource projects andobtained positive
results in attracting, motivating, and attainment of
personnel and company’s development as whole
and its employer image [6].
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Considering personnel marketing impact one
cannot fully rely on this award as it is subject only
to one HR project, the competition is conducted
just among companies who applied for the award
(20 companies participated) and appraisal of the
company is given not by prospective candidates, but
by HR management experts. However, this is the first
and successful step of Kazakhstani companies to start
sustainment and development of their HR brands.
It is proved by the presence of two international
companies in the ranking and in the winner list
— Procter & Gamble and Samsung occupied the
seventh and forty-seventh places inthe World’s Most
Attractive Employers — Business student 2014 and
the second and the first in PremiyaHR-brand 2014.

Personnel marketing has a serious impact
on personnel recruiting. It guarantees recruiting
improvement through its facilitation, acceleration
and quality raise. The company with HR-brand
saves time for finding best talent to fill in the
current openings. This time saving is expressed in

decrease of human resources: the enterprise needs
to have feweremployees who searching candidates
that leads to spending less financial resources for
these recruiting specialists’ salaries. The second
issue is quality that is seriously improvedby the
opportunities to attract first-class specialists without
applying to headhunters or executive recruiting
agencies. The companies practicing personnel
marketing are worthy to recruit best representatives
of labor population.

Another important contribution of personnel
marketingis to secure long-term recruitment needs
of the company. Developing and sustaining the
HR-brand the enterprise builds a steady basis for
strategic aspects of recruitment included in its
general strategy and personnel management strategic
plan. Securing its long-term recruiting needs,
the company introduces and implements various
strategic projects with lower risk to fail because of
the deficiency of required specialists with certain
personal and professional characteristics.
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