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EMPLOYER BRAND MANAGEMENT: METHODOLOGICAL ASPECTS

Abstract. The paper aims to develop applied aspects of the methodological support of a reasonable selection of
the company responsible for the formation and promotion of the employer brand using the tools of multicriteria analysis
and evaluation of the functionality of outsourcing companies based on the criteria that determine their competitive
advantage. Consequently, the need fo attract external resources to manage the employer brand has been
substantiated. The authors schematized the decision-making process on a reasonable selection of outsourcing
companies. The system of the criteria for the implementation of such a choice, which includes the requirements for
both the outsourcing company and the future project: the rate of successful previous projects, the rate of customer
satisfaction, the experience of work in Ukraine, the average cost of project development services, project development
duration, the comprehensiveness of the developed recommendations for the employer brand promotion, project
duration, project flexibility, the complexity level of project implementation, average monthly expenditures during the
project period has been formed. Moreover, the paper systematizes the main metrics of outsourcing companies’
projects on the employer brand formation and promotion, which include: a range of services for attracting, selecting,
retaining, developing and evaluating staff, competitor analysis, HR-advertising, HR-marketing, systems of search
engine management, leadership development programs, adaptation programs; differentiation of those organizational
metrics that distinguish the customer company as an employer from the nearest competitors and separation of
competitive advantages of the customer, values and the emotional component of the brand; development of its unique
brand identification system — corporate style, brand book, etc.; formation of the key employer branding metrics:
Employer Value Proposition (EVP), Employer Brand Personality, Employer Brand Positioning; insight formation - deep
understanding of the relationship between the brand and the target audience, positioning and repositioning the
employer brand on the labour market. The outsourcing company's direct selection is proposed to be based on
multicriteria optimization, particularly using the analytical hierarchy methods (Saati, T.) to determine the weight
coefficients of criteria and VIKOR to construct the resulting indicator. Thus, the method application result is to make
justified ratings of outsourcing companies, which will allow customer companies to choose the best alternatives on
the market of outsourcing services.

Keywords: employer brand, employer attractiveness, internal and external resources for the employer brand
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Introduction. In today's business environment, the employers who are interested in successful long-
term operation, obtaining competitive advantages in the market, and improving profitability should make
efforts in the direction of forming and developing their employer brand based on scientific developments
resulting in improving the quality of service programs for attracting, use and retention of valuable
employees. Many leading scientists have thoroughly researched the employer brand category's theoretical
principles and the practical aspects of employer brand formation and development. Despite this fact, the
paper updates the problems of developing methodical tools that enable companies to select the most
appropriate alternatives for attracting internal and external resources to form the employer brand. The
organizational support system for forming the employer brand represents an interrelated set of internal
structural services and enterprise units, which provide development and adoption of managerial decisions
on certain aspects of organization and formation of the employer brand, are responsible for the results of
these decisions, as well as of possibilities of attraction of external resources for optimization of auxiliary
business processes concerning the formation and promotion of the employer brand. Therefore, the need
to work out the criteria that will enable domestic companies to develop an employer branding strategy and
a team structure that supports it, primarily through the effective use of outsourcing, has been reviewed.

Literature Review. The evolution of the branding concept contributed to the transformation of ideas
about the brand semantic field, which was expanded with corporate branding and internal marketing
concepts that became the theoretical preconditions for forming the employer brand concept as a policy
and practice management of company's human resources. In 1996, Ambler and Barrow (1996) were the
first who used the employer brand term concerning the function of human resources management. In the
first decade of the 21st century, leading scientists researched the parameters and attributes of the
employer brand attractiveness (Berthon et al., 2005), the characteristics of successful employer brands
(Moroko and Uncles, 2008), the role of inner branding in the employer brand implementation (Punjaisri
and Wilson, 2007), the relationship between the corporate, the internal brand and the employer brand
(Foster et al., 2010), the development and measurement of the employer brand (King and Grace, 2012),
the application of the best brand management practices to the employer brand formation (Barrow and
Mosley, 2011), the fixed assets created by the company as an employer (Backhaus and Tikoo, 2004), the
conceptualization of the employer brand in stable organizations (Aggerholm, et al., 2011), the
preconditions for a positive assessment of the employer brand (King, and Grace, 2012) and the
implementation of its best version (Mangold and Miles, 2007). In further studies, Botha et al. (2011)
identified the employer brand components that can be integrated into a prognostic model of the employer
brand. Aggerholm et al. (2011) researched the process of employer branding in stable organizations by
different parameters. Minchington (2015) proposed a model of the employer brand contact experience and
a model of the employer brand capital (Minchington,2016).

In the research (Bilorus and Firsova, 2018), the authors conducted online surveys among the leaders
of domestic companies to find out to what extent they understand not only the need to work out an
employer brand strategy but also to gather the team that will support and develop the employer brand.
The selected companies were from the same industries and sectors of the economy from which
HeadHunter Ukraine annually selects them for the Best Employer of the Year competition. According to
the online survey results, the most expedient alternatives for companies to attract internal and external
resources for the formation and development of the employer brand are the following: hiring a qualified
freelancer to perform the duties of an employer brand manager — 12% of the respondents; assigning a
company's department of marketing and public relations to form and promote the employer brand - 18%
of the respondents; gathering a company's inter-functional team of specialists of the personnel
department, marketing, public relations and communications, branding, etc. who will jointly solve the
issues of the formation and promotion of the employer brand — 27% of the polled; attraction of an
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outsourcing company specializing in the formation and promotion of the employer brand (signing an
outsourcing contract) — 24% of the respondents; assigning the company's HR department to form and
promote the employer brand —s 19% of the respondents.

The issue of organizational support for the formation and development of the employer brand should
be of a systematic nature, which determines the need for independent work based on the use of certain
methodological support. It is expedient to solve this issue using modern methods of multicriteria analysis.

Methodology and research methods. HeadHunter Ukraine conducts the contest «Employer of the
Year» and defines domestic companies' ratings from all industries and sectors of the economy. This rating
aims to examine the preferences that employees have in mind when they search for employers, what they
are looking for and value when they search for a new working place, and which employer is currently the
most attractive on the labor market according to job seekers respectively. As such, this rating's primary
purpose deals with the attitudes and judgments job seekers express towards their potential employers.
The last survey's target audience included active job seekers: students and young specialsits in their
respective domains with the work experience from 1 to 2 years and respondents whose working
experience exceeds 3 years. An online survey among respondence and experts has been conducted from
10 September 2018 till 16 December 2018. It included three «waves» of questionnaire sending. The first
wave occurred between September-October (1430 respondents); the second wave October-November
(1490 respondents); the third wave December (7 experts). In the final calculating employers' final rating,
search engineers and experts' opinion was taken into account in the ratio of the weight of the assessment
to 60:40. According to the results of the «Best Employer of the Year» competition, sponsored by
Headhunter Ukraine in 2018, the most popular areas among job seekers were: IT sector — 41%, media,
PR, advertisement — 21%, finances, banking, investments — 17%, trade — 15%, FMCG — 14%. The dataset
was obtained from the reports of the Employer Rating of 2018: HeadHunter Ukraine survey results.

In May 2019, authors conducted an online survey among the managers of domestic companies in
those industries and sectors which have been selected by job seekers in the top ranking of employees
according to HeadHunter Ukraine in 2018. The survey questionnaire contained 10 closed multivariate
questions. The survey's main task was to identify the most appropriate alternatives for companies for
attracting internal and external resources for the formation and development of the employer's brand,
which was identified in the framework of the previous study presented in the paper. The dataset was
obtained from the reports of the Employer Rating of 2018: HeadHunter Ukraine survey results. 250
questionnaires were sent, the percentage of returned questionnaires was approximately 53%. Among the
returned questionnaires, a deterministic proportional sample was made according to the percentage of
those industries and spheres of activity identified by job seekers as the most popular. According to the
results of the heads of domestic enterprises' questionnaire, the departments responsible for managing the
employer's brand in the section of the most popular industries were identified (Table 1).

Table 1. Results of an online survey of domestic companies managers, %

Responstible fgr employer IT sector Medig, PR, ?22?5125 Trading FMCG
randing advertisement .
investments
HR-department 10 15 10 19 16
Marketing department 5 10 12 15 18
CEO 2 2 3 3
Functional directors 2 1
Board of directors 1 1
HR-department, marketing
department, communication 18 13 17 24 18
department of branding
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Continued Table 1
HR department, marketing
department 5 5 4 8
HR-department, communication
department 5 12 10 7 6
Communication department 8 5 2 4
Branding department 2 3 5 8
Talent management 2 1
department
Freelancers 28 15 13 3 4
Outsourcing company 27 16 20 12 22
Total 100 100 100 100 100

Sources: developed by the authors.

Table 1 demonstrates respondents' answers in the context of each popular industry. An alternative to
the most interesting ones for the authors of this study is highlighted in italics. Thus, the percentage of
companies that attract internal and external resources for the formation and development of the employer's
brand varies depending on the sectoral distribution. Therefore, freelance auditors prefer the 28% of
respondents from the IT sphere and only 3% from the trade sector. Formation of an employer brand using
outsourcing company services requires 27% of IT respondents, 22% of respondents to the FMCG
segment, 20% finance, banks, investment, 12% of the trade, 16% of media, PR, and advertising. Almost
20% of domestic companies' top managers prefer outsourcing for employer branding design and
development in their organizations. The methodological support of implementing a reasonable choice of
a company-outsourcer based on the criteria that determine their competitive advantage with the use of
multicriteria analysis tools becomes even more important. Methodical provision of the process of making
a reasonable selection of the company, which will deal with the issues of the formation and promotion of
the employer brand, has been developed by the authors and presented in Figure 1 in the form of an
algorithm for making such a decision VIKOR method almost at full extent meets the criteria of simplicity,
universality, informativeness, and ranking (Opricovic,1998; Opricovic and Tzeng, 2002, 2004, 2007). This
method is widely used by its authors, their students, and experts involved in the evaluation of complex
processes using multicriteria methods of analysis (Tzeng et al., 2005; Lin et al., 2010; Liou et al., 2011,
Sanayei et al., 2014; Bazzazi et al., 2011); Wang and Tzeng, 2012; Chiu et al., 2013; Yazdani and Graeml,
2014; Bausys and Zavadskas, 2015; Tavana et al., 2016; Chatterjee and Kar, 2017) VIKOR method
involves solving an urgent multicriteria optimization problem: let there be a plurality of alternative variants
of a system, each of which is characterized by a set of indicators evaluating the system's functioning. For
each of the indicators, the weight coefficient is defined that characterizes its importance. It is assumed
that each of the indicators has either a monotonically increasing or a monotonically decreasing target
function. According to such data, it is necessary to build a priority set of available alternatives according
to the degree of their relative advantage. In contrast to the well-known and similar TOPSIS multicriteria
analysis method, in the VIKOR method, in addition to determining the shortest distance to the ideal positive
decision and the longest one from the negative decision, the relative importance of these distances is also
taken into account. The article aims to develop the applied aspects of methodological support of the
process of making a reasonable selection of the company responsible for the issues of the formation and
promotion of the employer brand of a financial and credit institution using the tools of multicriteria analysis
and evaluation of the functionality of outsourcing companies based on the criteria that determine their
competitive advantage.

Results. Outsourcing of business processes is a general tool in the practice of business entities'
activity. Currently, several companies are specializing in the formation and development of the employer

Marketing and Management of Innovations, 2021, Issue 1 161
http://mmi.fem.sumdu.edu.ua/en



0., Zhylinska, S., Firsova, H., Aksom. Employer Brand Management: Methodological Aspects

brand in the Ukrainian market of services. The essence of their offers and the cost of services are quite
diverse.

1.Selection and justification of the system of the criteria for the selection of an outsourcing company: K, K, ... K,

v

2. Determination of the weight coefficients of the criteria for the selection of an outsourcing company (using the hierarchy
analysis method) : w, w,, ... w,

v
2.1. Construction of the 2.2. Calculation of the
comparison matrix weight coefficients of the 2.3. Checking the level
based on Saati T. criteria of consistency:
scale > J=<0.1-J?

f '

3. Obtaining estimates of each company by the defined criteria and building a decision matrix (m is the number of outsourcing
companies to be compared; N is the total number of evaluation criteria)

v
3.1.Normalization of the decision matrix: r;; = —
A 4
3.2. Determination of artificial alternatives: an ideal positive and an ideal negative decision
v
3.3. Calculation of the indicators;, for each i-th alternative, which characterizes its proximity to the best point
\4

3.4.Calculation of the indicatorR;, for each i-th alternative, which characterizes its maximum distance from the best point by
the indicator with the greatest distance

v
3.5. Calculation of the value of the generalized preference indicator Q;,
. . S;—s* R;—R*
for each i-th alternative: Q; = v * (S__S+) +(1-v)* (m)
v

3.6. Ranking of alternatives according the calculated values Q;
(the higher the value is Q;, the «weaker» the alternative is and vice versa)

Figure 1. Decision-making algorithm for selecting an outsourcing company
Sources: developed by the authors.

To make an optimal choice of a potential outsourcer, the proposals of five indicative outsourcing
companies with strong market positions, best responses, and well-known clients have been analyzed.
Here is a brief description of each of the offered projects for the employer brand development and their
component mefrics. For convenience, the companies will be defined as future alternatives for multicriteria
analysis.

Consequently, to determine the resultant indicator to rate the outsourcing companies, one of the
methods of multicriteria analysis of alternatives, the authors selected the VIKOR method. The matrix of
the criteria values and the vector of their weight coefficients present the output data for the VIKOR method.
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Table 2. The essence of outsourcing companies' offers on the formation and promotion of the
employer brand
Company Core metrics

A1 Full range of services in commodity and corporate branding, creation of Internet projects and
presentations, development of complex solutions for business, advertising, marketing promotion.
The result will include focusing on what the organization is planning to do (formulation of the
strategy, mission, vision, and brand essence) and how it does it (analysis of the market situation
and positioning of the brand, value, style, corporate culture). Potential and existing employees will
be able to see the tangible benefits offered by the company stability in following general corporate
norms and values over a long time.

A2 Full range of services for attracting, selecting, maintaining, developing, and evaluating staff.
Competitors analysis, HR-advertising, HR-marketing, search engine management systems,
leadership development programs, adaptation programs. Formation of the key employer branding
metrics: Employer Value Proposition (EVP); Employer Brand Personality; Employer Brand
Positioning. Creation of a holistic employer brand.

A3 Insight formation is a profound understanding of the relationship between the brand and the target
audience, positioning, and repositioning of the employer brand on the labor market. The work will
answer the following questions: What is a new idea of the brand and its content? What targeted
brands will the updated brand work with? From what key attributes will it consist, and what changes
will it bring? What new benefits will it provide to the buyer/user?

Ad Differentiation of those organizational metrics that distinguish it as an employer from the nearest
competitors and distinguish the competitive advantages of the customer, values and emotional
components of the brand, the development of its unique brand identification system — brand identity,
brandbook, etc. As a result, the following goals will be achieved: creating a positive image of the
company, its values; formation of the customer communication system with the consumer;
development of the concept of positioning the brand on the market; creation of visual and verbal
identification of the service; definition of the concept of an advertising campaign and advertising
media.

A5 Familiarization of the main target groups with the brand characteristics. Creation of a media plan,
grouped according to advertising directions, indicating the contractors, parameters, and
recommendations for launching one or another advertisement. Analysis of the advertising quality,
links, the effectiveness of selected media, and the proposal of an alternative advertising strategy
work with Internet sources: sites for job search, promotion, and development of its own customer
company career site.

Sources: developed by the authors.

In the opinion of the authors, the system of criteria for selecting an outsourcing company to develop a
project for the employer brand formation and promotion should include the following indicators (criteria):
K1 - the rate of successful previous projects (%): K2 — the rate of customer satisfaction (%); K3 — the
experience of work in Ukraine (in years); K4 — the average cost of outsourcing company services for project
development (% of total project cost); K5 — thr project development duration (in months); K6 -
comprehensiveness of the developed recommendations for promoting the employer brand (points — 10);
K7 — project duration (in months); K8 — project flexibility (points — 10); K9 — complexity level of project
implementation (points — 10); K10 — average monthly expenditures during the project period (% of total
project cost).

Table 3 presents the generated input data for multicriteria analysis based on the above criteria
analysis. To determine these criteria’ weight coefficients, Saaty (1980, 1982) suggested using the
hierarchy analysis method.

The first step is to construct a matrix of pairwise comparisons of the selected criteria (performed using
the Saati scale) based on the principle of discrimination and the comparison of judgments.
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Table 3. Input data for multicriteria analysis

K1 K2 K3 K4 K5 K6 K7 K8 K9 K10

A1 90 84 5 18 2 8 24 7 9 42
A2 87 81 3,5 20 2,5 9 18 6 7 5,6
A3 85 83 2,5 17 1,5 6 12 8 6 8,3
A4 85 75 3 18 3 8 24 6 8 42
A5 92 78 45 15 2 7 18 7 7 8,3

max max max min min max max max _ min min
Sources: developed by the authors.
The following is to define the weight coefficients using the formula:

@ XA XX
Wi — i1 i1 iN (1)

N
et MagaXag X Xagy

where w1, wa...wn — a set of true relative values of each element of the criteria range, ain— estimation
of the relative preference of Ki criterion over K;, i = 1, 2...N, aw — estimation of the relative preference by
N-th criterion.

Table 4 presents the calculation results of the weight coefficients of the criteria for selecting
alternatives.

Table 4. Weight coefficients of the criteria for selecting alternatives
Criterion K1 K2 K3 K4 K5 K6 K7 K8 K9 K10
Wi 0,06 0,06 0,02 0,09 0,11 0,26 0,02 0,02 0,15 0,21
Sources: developed by the authors.

An important step is to test the expert opinion consistency using the consistency index:

=t @

n-1
where J - consistency index, n* — largest eigenvalue, a n - number of criteria or alternatives.

Considering that the matrix rank is equal to 10, all elements of such a matrix should be close to 10.
The result is as follows:

n

n

(8,73 + 12,26 + 10,63+10,8+11,02+12,23+10,89+11,29+12,05+11,24) / 10
111,14/10=11,114

Thus, the consistency (organicity) index equals:

__In"-n| _ |11.114-10|
T on-1 0 10-1

=0.12338 (3)

J

The standard value of J’ consistency index for N = 10 equals to 1,49 (32). The expert opinion is
considered to be consistent if J < 0,7*J". Checking it out is: J= 0,1238; 0,1°J"= 0,1*1,49 = 0,149; thus,
0,1238 < 0,149, that is J< 0,1*J". Consequently, the expert opinion is consistent.
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Having all the source data to use the VIKOR method, an algorithm that contains the following steps
can be applied (Opricovic and Tzeng, 2002):

Stage 1. Normalization of the decision matrix. rj element of the normalized matrix is calculated from
the output decision matrix by the formula:

ro.o= (4)
K ZLl:lxl%j

First, the values X7, , Xk, xi; Ta X2, xi; should be calculated:

Table 5. Decision matrix interim calculations

Xz ; K1 K2 K3 K4 K5 Ké K7 K8 K9 K10
A1 8100 7056 25 324 4 64 576 49 81 17,64
A2 7569 6561 12,25 400 6,25 81 324 36 49 31,36
A3 7225 6889 6,25 289 2,25 36 144 64 36 68,89
A4 7225 5625 9 324 9 64 576 36 64 17,64
A5 8464 6084 20,25 225 4 49 324 49 49 68,89

R X2 i 38583 32215 72,75 1562 255 294 1944 234 279 204,42

/}}zlx,ﬁj 196,43 179,49 8,53 3952 505 1715 44,09 153 16,70 14,30
Sources: developed by the authors.

Then, the normalized decision matrix should be composed by calculating its values by the formula:

)

Tij =

(thus, ;=90 / 196,43 = 0,4582 etc.):

n 2
Zk:lxkj

Table 6. Normalized decision matrix D
K1 K2 K3 K4 K5 K6 K7 K8 K9 K10
A1 04582 0468 05862 04555 0,3960 04665 05443 04575 0,5389 0,2937
A2 04429 0,451 0,4103 0,5061 04950 0,5248 0,4083 0,3922 0,4192 0,3916
A3 04327 0462 02931 04302 0,2970 0,3499 02722 0,5229 0,3593 0,5804
A4 04327 0418 03517 04555 0,5941 04665 05443 0,3922 04790 0,2937
A5 04684 0435 05275 03796 0,3960 04082 04083 04575 0,4192 0,5804
Source: developed by the authors.

Stage 2. For each indicator, based on the data given in the normalized matrix [sz ] two artificial
alternatives of anideal positive A* and anideal negative A~ the decision should be defined, consequently:

At ={( 1y lj € Jma¥), (min 13ilj €M), i=1,2,...,m}= (", 1t, .1yt ), (5)

A = {( 1y lj E]max), (max 13ilj €Jmin),i = 1,2, ...,m} ={r,r5,..1v} (6)

where

Jmax = {jlj = 1,2, ..., N| should be maximized by j} 7
Marketing and Management of Innovations, 2021, Issue 1 165

http://mmi.fem.sumdu.edu.ua/en



0., Zhylinska, S., Firsova, H., Aksom. Employer Brand Management: Methodological Aspects

Jmin = {jlj = 1,2, ..., N|should be minimised be j} (8)
Table 7. Artificial alternatives of an ideal positive A*and an ideal negative A~ decision
K1 K2 K3 K4 K5 K6 K7 K8 K9 K10
max max max min min max max max min min
At Tt o 3t 't rst et rt rgt ot Tt
0,4684 04680 05862 0,38 02970 0,525 0,5443 05229 0,3593  0,2937
A~ - o - T s~ Te™ ICH g~ Ty~ Ti0~

3
04327 04179 0,2931 0506 05941 0,350 0,2722 0,3922 0,5389  0,5804
Sources: developed by the authors.

Stage 3. For each i-th alternative, the value of S; indicator, which characterizes its approximation to
the best point, should be calculated by the formula:

X +_r..
wy(r -rij)
+

i 7T

- m
Si = Ajz

, i=1,.,Nj=1.,m 9)

w]-*(r;'—r,-]-) i . . .
The value = for each j-th criterion is presented in the table:
i
Table 8. S; indicator value calculation
K1 K2 K3 K4 K5 K6 K7 K8 K9 K10
max max max min min max max max  min min Si

Wi 0,06 0,06 0,02 0,09 0,11 0,26 0,02 002 015 0,21

A1 00171 0,000 0,000 0,05 00367 0,087 0000 0,010 0,15 0,000 0,3545

A2 00429 0,020 0012 0,090 00733 0,000 0010 0,020 005 0,072 0,389

A3 0060 0,0067 0020 0,03 0000 0260 0020 0,000 000 0210 0,6127

A4 0,060 0,060 0,016 005 0,110 0,087 0,000 0020 0,10 0,000 0,5067

A5 0,000 0,040 0,004 0000 0,037 0173 0010 0,010 005 0,210 0,5340
Sources: developed by the authors.

Stage 4. For each -th alternative, the value of R;indicator, which characterizes its maximum distance
from the best point by the indicator with the greatest distance, should be calculated by the formula:

w(rF— (i
R = max HM]] (10
J T']- —T]-
Table 9. R;indicator value
A1l A2 A3 A4 A5
R; 0,150 0,090 0,260 0,110 0,1733

Sources: developed by the authors.
Stage 5. For each i-th alternative, the value of Q; generalized index of preference should be calculated
by the formula:

s;—s+ R;i-R*
Qi=v* (s——s+) +(A-v)« (R——R+) (1)
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ST =minS;' " =max S, R" =min R;» R~ =max R, (12)
i i i i
where v — balanced coefficient from [0, 1] interval, which takes into account the contribution to the

value of Q; indicator for i-th alternative, its approximation to the best point and the distance from the best
point by the indicator with the greatest distance.

The value of the Q;-indicator should be calculated for the several values of 'V coefficient.

The value v from [0, 1] interval leads to a different contribution to the value of the generalized indicator
of components of the formula for its calculation.

There is a calculation of the value of Q; for three values of v = 0,4; v = 0,5; v = 0,6. Basic formula
components defined in the preceding stages are as follows:

St =minS; =0,3545; S~ =max$; = 0,6127
L L

R* =minR; =0,090; R~ = maxR; =0,1733
L L

Table 10. Q; generalized indicator of preference

v=104 v=205 v=20,6
Q; Q; Q;
A1 0,4322 0,3601 0,2881
A2 0,0548 0,0686 0,0823
A3 1,6245 1,5204 1,4163
A4 0,3798 0,4148 0,4497
A5 0,8781 0,8476 0,8171

Sources: developed by the authors.

Stage 6. Ranking alternatives according to the calculated values of Qi (the greater the value of Qi is,
the «weaker» an alternative is and vice versa).

If the value of v = 0,4: A2—A4—A1—>A5—A3;

If the value of v = 0,5: A2—A1—A4—A5—AS;

If the value of v = 0,6: A2—A1—A4—A5—A3.

Thus, based on the results of the calculations performed based on the authors' algorithm using Saati
and VIKOR methods, the best alternative is the A2 outsourcing company. It offered a full range of services
for attracting, selecting, retaining, developing, and evaluating staff. The positive features of this
outsourcing company's offerings are the following: one of the highest rate of the comprehensiveness of
the developed recommendations for the employer brand promotion — 9 points, one of the lowest level of
the project implementation complexity — 7 points and one of the lowest rate of the project duration — 18
months. Among the negative criteria that did not affect the company's leadership, it is worth noting the
highest cost of project development services — 20% of the project's total cost and one of the longest project
development time — 2.5 months.

Conclusions. The last decade has shown an increase in the demand for expert knowledge and world
experience in creating and implementing an employer brand. At the same time, leading Ukrainian
companies view and implement their brand strategy in different ways. Domestic companies' leadership
understands that they have to develop an employer brand strategy and the team's structure to support it.
But who should be responsible for this: the department of personnel, marketing, all together or there is a
need to attract external resources (freelancers, outsourcing companies, etc.)? Therefore, the necessity of
attracting external resources for the formation of the employer brand has been substantiated; the criteria
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system for a reasonable selection of outsourcing companies has been formed. The company's direct
choice is proposed to be based on multicriteria optimization, particularly on using the analytical hierarchy
methods (Saaty, 1980; 1982) to determine the criteria weight coefficients and VIKOR to construct the
resulting indicator. The method application result is to make justified ratings of outsourcing companies,
which will allow the companies looking for outsourcing services to choose the best alternatives.
Among the research's promising areas is to find out the relevance of introducing in companies an employer
brand manager position and formulation of the official duties. The employer brand manager has to be able
to apply the principles of the employer brand concept based on the formation, support, and positioning of
the unique image of the company as an employer in the labor market, attractive for both potential and
actual staff, which will enable companies to operate in modern conditions successfully.

Authors Contributions: conceptualization T. B. and S. F.; methodological issue by S. F.; software
T.B.andS. F.; analysis and investigation T. B. and S. F.; resources T. B.; writing and original draft—T. B.,;
revision — S. F.; formatting— T. B. and S. F.
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TetsaHa Binopyc, K.e.H., AoLeHT, KUIBCbKUA HaLioHanbHUiA yHiBepcuTET iMeHi Tapaca LLlesyeHka, YkpaiHa

Fepman Akcbom, Ph.D., LLikona BisHecy Ta ekoHomiku yHiBepcuTeTy KOBsickions, ®iHnsHAis

YnpaBniHHA 6peHAOM KOMNaHii-po60TOAABLSA: METOAUYHI acneKTU

Y cratTi 06rpyHTOBaHO HEOBXigHICTb 3anyyeHHs 30BHIlLHIX pecypciB Ans ynpasniHHa GpeHaom pobotogasus. Y poboTi
aBTopamu Byno cxemaTu3oBaHO NPOLEC MPUIAHATTS pilleHHs LWoAo obrpyHTOBaHoOro BUGOpY koMnaHil ayTcopcepis. Mpu Lbomy
cchopMOBaHO cuCTEMY KpuTepiiB 3aiiCHEHHs Takoro BMBOPY, WO BKMIOYAE Sk BUMOTM 4O KOMMaHii-ayTcopcepa, Tak i BUMOMM [0
ManbyTHbOrO NMPOEKTY: PiBeHb BLANMX MOMEPeAHiX NPOEKTIB; piBeHb 3a[0BONEHOCTI KNieHTiB; AOCBIA poboT B YkpaiHi; cepenHs
BapTICTb MOCAYr ayTCOPCMHrOBOI KOMMaHii 3 po3pobku MpoekTy; TepMiH Po3pobKM MPOEKTY; KOMMAEKCHICTb Po3poBreHux
pekoMeHaaLliit LWoAo NpocyBaHHs BpeHay poboToaaBLst; TEPMIH Aii NPOEKTY; rHYYKICTb NPOEKTY; PiBEHb CKNAAHOCTI BIPOBAMKEHHS!
NPOEKTY; CepeaHiit piBeHb LIOMICAYHUX BUTPAT B nepiog Aii NpoekTy. ABTOpaMW CUCTEMATU30BAHO OCHOBHI METPUKM MPOEKTIB
ayTCOPCHHIOBIX KOMMAHii No hopMyBaHHIO 1 NpocyBaHHI0 BpeHay poboToaaBLs KOMNaHiA 3aMOBHUKIB, SiKi BKIKOYaOTb: KOMMIEKC
nocnyr 3 3anyyeHHs, BibOpy, yTPUMaHHS, pO3BMTKY Ta OLiHKM MepcoHany; aHanmis koHkypeHTis, HR-peknamy, HR-mapkeTuHr,
CUCTEMW YNPaBiHHS NOLLyKayaMu, Nporpamu po3BUTKY NiAepcTea, aganTaljiiHi nporpamm; ANdepeHLitoBaHHS TUX OpraHisaLiiHux
MeTPUK, SiKi BiApi3HsOTb KOMMaHilo 3aMOBHMKa sk poBOTOAA@BLSA BiA HaWOMUKYMX KOMMNAHIN-KOHKYPEHTIB Ta BMOKPEMIEHHS
KOHKYPEHTHWX NepeBar 3amMOBHMKa, LiHHOCTEA Ta eMoLiiiHOi cknagoBoi OpeHAy; po3pobreHHs CBOET YHikambHOI cucTemu
ineHTudikaLii 6penay — cipmoBuit cTunb, BperaBYK i T.4.; opMyBaHHS KIOYOBUX METPUK BpeHaumHry komnaHii-poboTofaBus —
LiHKicHoi nponoauuii komnanii-poboTogasus (Employer Value Proposition — EVP), iHgusigyanbHocti 6peHgy poboToaasls
(Employer Brand Personality), noauuioHyaHHs 6peHgy pobotogaBus (Employer Brand Positioning); dopmyBaHHs iHcaiiTy
(FMMBKHHOrO PO3yMiHHS 3B'A3Ky Mix GPEHAOM i LlinboBOI ayAuTopieto); No3uLiloBaHHs Ta penosuLitoBaHHs 6peHay poboToaasLs Ha
PUHKY npaLj. Y XxoAi AOCiMXeHHs 3anpornoHoBaHO 3pjlicHioBaTM 6eanocepepHiii BMBIp komnawii aytcopcepa Ha OCHOB
BaraTokpuTepianbHoi  OMTUMI3aLyi, 30kpemMa Ha BMKOpUCTaHHI MeToAiB aHanituyHoi iepapxii (T. CaaTi) — OnNs BU3HAYEHHS
koediLjieHTiB BaromocTi kputepiis Ta VIKOR — ansi nobynosu pesynbTyioyoro nokasHuka. PeaynbtaToM 3acToCyBaHHs METOAMKM
CTano 3gificHeHHs 06IPYHTOBAHOMO PENTUHIYBaHHS KOMMNaHii ayTcopcepis, WO A03BOMSIE KOMNAHIIM 3aMOBHUKaM ay TCOPCUHIOBIX
nocnyr o6patu kpally 3 anbTepHaTuB.

Kntoyosi cnosa: 6peHs pobotogasus, npusabnueicTb poboToaBLsi, BHYTPILLHI i 30BHILLHI pecypci hopMyBaHHst Bperay
poboToAaBLs, ayTCOPCHHT, METPUKM NPOEKTiB, BaratokpuTepianbHuil aHania, metog VIKOR.
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