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Using employer branding
to attract and keep the right employees

Budovani znacky zameéstnavatele:
Jak prilakat a udrzet si ty pravé zameéstnance

Protoze trh prace postupné vysycha a uchazedi si mohou

As the employment market dries up and candidates have
more and more job offers to choose from, it is crucial for
small and medium companies to focus on building a strong
employer brand. This is often the key factor in the job

candidate’s choice.

Many small and medi-
um companies have lost
control over the employment
process, having no option but
to employ anyone who applies
for the job, regardless of their
qualifications. Why?

Small and medium compa-
nies worry that they cannot
compete with big internation-
al companies that spend mil-
lions to build strong employ-
er brands. In reality, the cost
of developing a strong and ef-
fective employer brand is con-
nected with the size of the
company. The more employ-
ees the company has, the big-
ger the cost of communicating
their employer brand.

A strong employer brand is
based on the Employer’s Value
Proposition (EVP) which rep-
resents what the company
stands for, its mission and vi-
sion, its relationship with em-
ployees, and how these values
are communicated.

What makes an employer
attractive?

In order to present your com-
pany as an attractive place for
employees, you must use a mix
of tangible and intangible fac-
tors. These can include the sal-
ary and benefits package, the
culture and work environ-
ment, the engagement of man-
agement as well as brand im-
age and reputation.

The company’s branding mes-
sage has to be based on the
real situation at work; other-
wise attracting the right peo-
ple does not necessarily mean
that they will also remain loy-
al to the employer. A good em-

vybirat z vice pracovnich nabidek, je pro malé a stredné velké
spole¢nosti nezbytné soustredit svou pozornost na budovani
silné znacky zaméstnavatele, nebot’ ta je pro uchazece pfi
vybéru nabidky klicovym faktorem.
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ployer keeps its promises. One
reason why people leave a com-
pany is because the real work
conditions do not correspond
with what they were promised
at their interview.

An employer branding strat-
egy’s success depends on how
you communicate it to your
current employees and how
you project the company’s im-
age to the outside world. You
can spend a lot of time and
money planning a sophisticat-
ed employer brand, but if you
do not engage your people in
supporting and believing in
it, you will not achieve the de-
sired effect.

Where to start?

‘When planning your branding
strategy, it is recommended

to start by doing an employer
brand audit, in order to deter-
mine the strengths and weak-
nesses of your actual brand.
The audit will evaluate the en-
tire recruitment and HR strat-
egy as well as your corporate
brand.

It is a good idea to use an ex-
ternal independent specialist
in employer branding to help
you define all these issues and
create an effective strategy.

Mnoha malym a stred-

né velkym spoleénostem
se proces zaméstnavani vymkl
z rukou a nezbyva jim nic jiné-
ho, nez zaméstnat téch néko-
lik 1idi, kte¥i se u nich o praci
uchazeli, ackoli nejsou pro da-
nou praci ti pravi. Pro¢ tomu
tak je?

Malé a stt¥edni spoleénos-

ti se obavaji, Ze nejsou schop-
né vybudovat si efektivni znag-
ku, protoze nemohou soupetit
s velkymi nadnarodnimi spo-
le¢nostmi, které za timto uce-
lem investuji miliony. Ve sku-
te¢nosti naklady na vybudovani
silné a G¢inné znacky zamést-
navatele souviseji s velikosti
spole&nosti. Cim vice mé spo-
leénost zaméstnanct, tim vys-
§i jsou také naklady na $iteni
jeji znacky.

Silné4 znac¢ka zaméstnavate-

le spoéiva v hodnoté spole¢-
nosti z hlediska zaméstnance
(Employer’s Value Proposition
- EVP), ktera predstavuje pod-
statu spole¢nosti, to co repre-
zentuje, jeji poslani a vizi, vtah
se zaméstnanci a zptsob, ja-

kym se piedava dal.

Co stoji za pritazlivosti
zaméstnavatele?
Aby byla spole¢nost zaméstnan-

ci vnimana jako pt¥itazliva, mu-

site vyuzit kombinaci material-
nich a nehmatatelnych faktoru,
jako je bali¢ek zaméstnanec-
kych vyhod, kulturni a pra-
covni prostiedi, zapojeni ma-
nagementu, image a reputace
znacky.

Budovani znac¢ky zaméstnava-
tele se musi odvijet od pravdi-
vé situace na pracovisti, jinak
ziskani spravnych lidi nemusi
znamenat, Ze spoleénosti ztista-
nou vérni. Dobry zaméstnava-
tel plni své sliby. Jednim z dii-
vodit, pro¢ lidé od spoleénosti
odchazeji, je fakt, ze skute¢né
pracovni podminky neodpovi-
daji slibtim, které slySeli béhem
pohovoru.

Uspéch strategie budovéani
znalky zaméstnavatele zalezi
na tom, jak ji napliiujete inter-
né, ve vztahu ke konkrétnim
zaméstnanciim, a jak ¢innost

a chovani spoleénosti ptisobi

na lidi zvenéi. Planovani velmi
sofistikované znacky zaméstna-
vatele muzete vénovat spoustu
¢asu i penéz, ale pokud si nezis-
kate podporu a davéru lidi, vy-
touzeného u¢inku nedosahnete.

Kde zacit?

P#i planovani strategie znacky
se dopoructuje zaéit vyhodnoce-
nim aktualni zna¢ky zamést-
navatele, éim? zjistite, kde jsou
jeji silné a slabé stranky. Tento
audit zhodnoti celkovou stra-
tegii prijimani zaméstnanct

a personalniho managementu
ivasdi firemni znacku.
Doporuéuje se vyuzit sluzeb ex-
terniho nezavislého odbornika
na budovani znacky zaméstna-
vatele, ktery vam pomuze tyto
skuteénosti rozpoznat a navrh-

nout efektivni reseni.
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