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Abstract: Globalization, the migration of workforce and the fluctuation of personnel are just a few of the phenomena that have induced pressure and created new standards in the strategy and practice of human resources management. The individualism, the work contracts on limited term, the uncertain and temporary relationship between individuals and organizations have eroded the employees’ loyalty for their companies. Catching the prospective candidates’ attention for a job and fighting the low rate of employees’ loyalty are the major issues on companies’ agenda. An answer to these issues might be the employer brand. Nowadays, the employer brand is being more and more valued, especially due to the organizations’ need for a better and more powerful image in order to attract brains and talents. In Romania, it is sought for by the employers, but only a few understand the whole concept. The present work aims at exploring the relevance of the employer brand, based on the analysis of the essential employer brand constructing mechanisms and taking into account the vital role played by the organizational culture. Thus, we have done a pilot-research focused on establishing the relevance on the Romanian market of the quality of Employer of Choice (EOC) in the prospective employees’ option for an organization.
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1. INTRODUCTION

The field of Human Resource Management is changing fast.  A major change on the labor market that needs to be considered by employers refers to employees’ personal expectations. The results of the research show that the increase in a company’s profit needs a substantial intervention at the level of three basic relations: employee-organization, prospective employee-organization, and employee-clients. The intervention consists in the need of building an employer brand. For example, a research of 2006, conducted by Bernard Hodes Global Network, investigated 487 companies worldwide and aimed at identifying the way the employer brand was perceived, what the expectations were, and what initiatives were being applied for its development. The research showed that over 52% of the respondents considered that “the employer brand is the essence of our offer as an employer, and the company is communicating it both internally and externally” (www.iventa.com, 2006, p. 16).

Built based on marketing techniques to help the recruiting for the company, promoted through public relations, the employer brand is more than a company’s reputation, which is not always a mirror of the realities within the organization. Therefore, to change the company into the most sought-for employer on the market and also to increase the personnel retention rate, the message the employer brand transmits needs to be in accordance with the reality lived by the employees. All these require an efficient management and a complete implication of the human resource department and of the management at all levels. Simon Barrow, who created the concept of employer brand in 1990, defines it as “the package of functional, economic and psychological benefits offered at employment and identified with the employer company” (Barrow, 2005, p. XVI).
Although the notoriety and the degree of understanding the employer brand were not significant in 2003 – 36% in the U.K., 38% in continental Europe, 42% in the USA and 42% in Asia-Pacific (www.employerbrand.com, 2003), today employers are very interested in it. In Romania, companies are already interested in attracting young people, with potential for and abilities in promoting organization’s values. The employer brand represents a synergy of its promises, aspirations, values and organizational culture (OC). The OC is a key instrument in building an employer brand, because it shows how people perceive their work within the organization – the brand reality (Barrow, 2005). The employer brand addresses not only the company’s employees, but also the potential applicants for a job with the company. This is what generates the need for a methodical research not only within a company, but also outside it – it is important for the employers to know the expectations of the workforce.
The above presented context represented the motivational background for our pilot-research meant to reveal to what degree the employees on the Romanian labor market are influenced by the quality of the Employer of Choice (EOC) in choosing the organization they would want to work for.

2. METHODOLOGY

The research was completed between May-June 2007, on the basis of a quantitative methodology. We consider that this exploratory pilot-research offers an image of what employees and potential employees expect from different companies, and therefore its results can be used as a guide for them. In addition, the study was meant to raise the interest for the employer brand in Romania, where there is a significant lack of systematic studies of the field.

Demographic data. The research targeted mainly young individuals: 12% between 15-25 years old, 38% aged between 26-35, 35% aged between 36-45, and 15% between 46-55. The majority of the subjects were female (64%), while 36% were male. As for the work experience, the percentages are as follows: 5% between 1-2 years, 19% between 2-5 years, 23% between 5-10 years, 29% between 10-15 years, 21% between 15-20 years, 3% over 20 years. 22% of the subjects belong to higher management, 33% to lower management, and 45% are operators (others). 36% are college graduates, 62% are post-graduates, and 2% are PhD graduates. Their professional training is as follows: 21% – training for a specific profession; 11 % – training for entrepreneurial work (administration, secretariate, accounting); 19% – training for technical/technological work (mechanics, electronics, IT, architecture); 8% – the health system (doctors, nurses); 25% – social and human sciences (philology, law, economics, psychology); 16% – exact sciences (mathematics, chemistry). As for the experience relevant for their profession, for most of them (73%) this was equal to their whole work experience. The areas of activity were very divers, covering a large range of professions and specializations. Therefore, the researched group consisted of subjects with knowledge about the theme of the research, know the dimensions and the values involved by the phenomenon if not at a theoretical level, at least by their practical manifestations within the organizations they were working with.

The questionnaire design resulted from the research of the domain literature and casuistic. The identified dimensions were: leadership, communication, strong culture orientated towards values of the EOC type, internal and external reputation, efficient human resource strategies and policies, company’s social responsibility. These are the expression of the markers characteristic to EOC type organizations and of the markers characteristic to organizations positioned on the EOC direction. 

The next step was the construction of the diagnosis instrument – a two-section questionnaire. The first section consists of 36 statements evaluated on a five-level Likert scale. The second section consists in arranging according to personal preferences of different types of attitudes and behaviors related to a company’s EOC orientation. Items’ internal consistency index Cronbach alpha is 0.62, value accepted for pilot-researches.
3. RESULTS ANALYSIS

The quantitative and qualitative analysis of the data reveals that, although a theoretical concept newly introduced, is a phenomenon active at the organizational level and influences both the organizational policies for personnel, and the interest for the organization as a potential employer. For the quantitative analysis of the data SPSS statistics program was used. The results of the analysis show a strong orientation of the employees towards EOC. In other words, there is a major employers’ interest for the employer brand. The expectations of the employees and the prospective employees are strongly related to the organization’s employer brand, because the employer brand consists of a series of features and values attractive especially for the younger employees, dynamic, graduates of higher education, interested in personal development and in the long-term valorization of their professional potential.

Here follows the dimensional analysis of the EOC phenomenon, as perceived by the investigated subjects.

As shown in Figure 1, most of the employees are interested in working within an organization with a culture strongly orientated towards the EOC values. These values suppose a certain type of communication, of relations between employer and employee, a healthy human resource policy, continuous challenges and a favorable work climate. Still, the same chart reveals that a small but not insignificant percentage manifests disagreement regarding the EOC type culture. We can thus consider that, because of the novelty of the concept, these employees are not used to the values of this type of culture, or prefer a different type of values. Also, the data analysis reveled that these employees are still dependent on values such as the certainty of work continuity; they are willing to accept smaller wages, as long as they are certain of having a job, are afraid of taking professional risks etc.
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Figure 1. EOC type culture

On the other hand, the number of those considering that the internal reputation of a company is similar to its external reputation is only a little bit bigger than the number of those that disagree with it. An important percentage of the respondents consider that some organizations, although having a great external reputation, are greatly defective of the internal reputation, failing to satisfy the employees with their wage policy, their promotions system, employer-employee relations, etc. Although they manage to attract prospective employees with their good external reputation, these organizations fail in keeping their employees, because of their internal problems. Still, the issue of a company’s reputation is considered especially important, since the number of those of a neutral attitude towards this was considerably small.

As for the communication, the majority of the respondents considers that is plays a major role in an organization. It brings together all the other aspects of the EOC, being the necessary underlying condition needed for the development of the EOC phenomenon, for this to be perceived and accepted both by employers and employees. Still a small number of respondents considered that a proper, efficient communication is not essential to an organization. The explanation for this is related to the specificity of the employees’ work.

As for the human resource policy (Figure 2), the graph shows the ascendant trend of its importance in an organization. 

The recruitment manner, the remuneration system, the characteristics of the career development system, the lifelong learning and training opportunities, the quality of the informal environment, the system of rewards, all these represent very important features for the employee and they are part of the employer’s brand. The survey shows that the employees are highly interested in how the employer company understands to design and implement an attractive and rewarding human resources policy.
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Figure 2. HR policy

The leadership (Figure 3) is considered relevant, but not essential for the organization. This attitude is due to a change in the social mentality. The leader is not anymore the only one who makes decisions, takes risks, controls everything, delegates responsibilities, or establishes rewards and penalties. The investigation reveals the need of the employer to participate in the decision-making process, to take risks, to be an active element of the company, to be an appropriate partner for the management, aiming to a common goal. The growth of the organization requires the development of each and every employer, thus the staff members feel the need to be involved more and more in the company life hence controlling their own progress.
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Figure 3. Leadership

As for the social responsibility the survey shows a balance between the ones that consider the social responsibility an important factor for the organization and the ones that view it as less central. This can happen because of a partial understanding of the concept and its values, or because they consider this feature minor for the company. On the other hand, through a correlative analysis, we notice a similarity between the social responsibility and the internal/external image of an organization, as perceived by the respondents. The ones considering that a company should have a good reputation both inside and outside the system, view social responsibility as a vital organizational feature, while the others (that sense discrepancies between the internal and external image) consider the social responsibility as non-important for the company’s life. This correlation is understandable because both phenomena have social roots and influence each other. 


As for the importance the interviewed gave to each EOC cultural dimension, data reveal that the values and the internal/external reputation are considered the most relevant when the organization is evaluated as a potential employer. On the opposite pole we have the leadership and the social responsibility.


4. CONCLUSIONS

We can say that the employer brand (the quality of EOC) represents an important factor for every employee or prospective employee, the dimensions and values associated to the brand are essential criteria when it comes to finding or choosing a job. Therefore each organization, company or institution should be concerned by this phenomenon and should consider it in their human resources strategies and policies.
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