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THE EMPLOYER’S BRAND
FOR GENERATION Z

Building an employer’s brand is a strategic
objective for modern companies, as it allows
them to attract talented employees who are
motivated to achieve the company’s goals. This
helps to improve corporate culture and enhance
the company’s business reputation. In a world
where competition for qualified personnel is
growing and job requirements are evolving, a
strong employer’s brand is becoming a key
competitive advantage. The research is based on
the use of methods such as theoretical gene-
ralization, comparison and ranking, and statisti-
cal analysis. The content of the employer’s
brand value proposition for Generation Z is
determined. The components of the employer’s
brand value proposition among the represent-
tatives of generation Z are ranked. The compo-
nents of the value proposition of the employer’s
brand of the researched enterprises in the retail
sector are ranked in terms of their degree of
development. The degree of compliance of the
components of the employer’s brand value
proposition with the expectations of the repre-
sentatives of generation Z at the researched
enterprises is determined. Proposals aimed at
shaping the development of the employer’s
brand for the researched enterprises are
developed. The hypotheses about the expediency
of ranking the components of the employer’s
brand value proposition to determine their
importance for representatives of generation Z
are formulated and empirically tested; ranking
the components of the employer’s brand value
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BPEHII POBOTOIABIA
)i IIOKOJIIHHA Z

@opmysanHa OpeHdy pobomooasys Haje-
ACUMB 00 CMPAMELIYHO20 3A60AHHSL CYHACHUX
KOMAAHILL, OCKITbKU 0A€ 3MO2Y 3AIy4amu maiaHo-
UMUX  NPAYIGHUKIB, 30AMHUX  BMOMUBOBAHO
peanizogyeamu yini nionpuemcmsa. Lle dozeonse
NOKpAWyeamu  KOpnopamueHy —Kyibmypy ma
nioguwgyeamu 008y penymayilo KOMnauii. Y
cgimi, Oe KOHKYDeHYis 3a K8alipikosaHi xaopu
3pocmae, a umozu 00 pobOYUX MiCyb €BOIo-
YioHyomy, CuibHUll OpeHd pobomoodasys cmac
KIIOY080I0  KOHKYDEHMHOIO nepegazoio.  Jloci-
OJICEHHSL TPYHMYEMbCSL HA GUKOPUCIANHE CYKYN-
HOCMi MemoOis: MEeOPEemuYHO20 V3a2albHEHH s,
HOPIGHSIHHSL A PAHICUPYBAHHSL, CIAMUCIUYHO20
auanizy. Busnaueno 3micm yinnicnoi nponosuyii
bpendy pobomooasys onsi nokoninks Z. Ilpoge-
0€HO PAHICUPYBAHHSL CKIAOOBUX YIHHICHOT npono-
3uyii bpendy pobomoodasys ceped nPedCmasHUKi6
nokoninHs Z. 301CHEHO PaHICUPYBAHHS CKIA00-
8UX YIHHICHOI npono3uyii dpeHdy pobomooasys
00C0AHCY8AHUX NIONPUEMCME Y Chepi pumelln 3
no2nsidy cmynenst ix pozeumky. OKpecneHo cniy-
niHb GIONOGIOHOCMI CKIAO0BUX YIHHICHOI npono-
3uyii OpeHdy pobomodasys OUIKYBAHHAM Npeo-
CMABHUKI8 NOKOMIMHA Z HA  O00CTIONCYBAHUX
nionpuemcmaax. Po3pobaeno nponosuyii, cnpsamo-
6aHi Ha popmyeanHs ma pO3GUMOK OpeHOy
Pobomooasys 05t OOCHIONCYBAHUX NIONPUEMCING.
Copmymosano ma eMnipuyHO  nepesipeHo
einomesu  Wo00 OOYIIbHOCME ~ PAHICUDYBAHHS
CKIA008UX YIHHICHOT npono3uyii Opendy pobomo-
oasys 0N GU3HAYEHHA IX 3HAYywocmi Ons
NPeOCMAasHUKI6  NOKONIHHS  Z;  PAHIICUDYBAHHSL
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proposition in terms of the level of their deve-
lopment in the researched enterprises; Spear-
man’s rank correlation coefficient allows to
determine the level of compliance of the
employer’s brand of the researched enterprises
with the requirements of the representatives of
generation Z and to propose proposals for its
further development.

Keywords: value proposition, brand,
employer brand, brand assessment, generation
Z, employment.

CKNIA008UX YiHHICHOI npono3uyii 6peHdy pobomo-
0asysi 3 020y PIGHsL IX PO3GUMKY HA QOCIIOMNCY-
6AHUX NIONPUEMCMBAX, MO20, WO KoeiyicHm
paneosoi’ kopensayii Cnipmena 003601€ BUHAYU-
mu pieeHv 6iOnogioHoCcmi 6peHdy pobomodasyst
00CTOAHCYBAHUX NIONPUEMCING BUMO2AM 00 HbO2O
NpeoCmasHUKi6 NOKOMIHHA Z I 3anponoHyeamu
nPono3uYii 11020 NOOATLUIO20 PO3BUINKY.

Knwuosi cnosea: UiHHICHA MPOIO3MIIIs,
Openn, OpeHn poOOTONABII, OIIHKA OpeHnxy,
MOKOJIIHHSA Z, IpalleBIalTyBaHHs.

JEL Classification: M51, M54, M31.

Introduction

The level of the Ukrainian economy development in wartime is
characterized by factors that cause competition in the labor market for young
and talented specialists: a decline in GDP, inflationary processes in the
economy, demographic changes determined by migration and the invol-
vement of a significant number of men in the ranks of the Armed Forces of
Ukraine.

Deloitte, as a scientist, noted in his research that 32% of the modern
population is representatives of Generation Z (Deloitte, 2021). According to
a study by Dell Technologies (2020), the share of representatives of
Generation Z in the total number of employees is 20%. It is, firstly, the largest
among the working-age population, and secondly, the most productive and
important for the development of the Ukrainian economy. Therefore, for
employers to form an effective employer’s brand (EB) and increase its
competitiveness in the labor market, it is important to identify the factors of
attractiveness from the side of representatives of generation Z.

Competition for highly qualified specialists is growing in the labor
market, so companies are interested in standing out among competitors in
order to attract the best specialists, and a strong EB helps them in these
processes. The content and level of EB development is determined by the
value proposition (VP), which identifies the perception of the company as
a prestigious place to work according to certain characteristics.

The value proposition is usually considered a set of associations and
tangible and intangible offers that a company employee receives (Pawar &
Charak, 2015).

For the most part, the VP is aimed at retaining talents in the company
and their further development (Pawar, 2016). Employees have complete and
clear information about their future employer, while employers, for their part,
must meet the expectations of potential employees and maintain a compe-
titive position (Jha S. & Jha Sh., 2015).

The EB components of the value proposition directly affect the level
of employee productivity, loyalty to the employer, increase the value of the
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company from the perspective of employees and determine further com-
munication in the company (Nagpal A. & Nagpal G., 2019). The employer’s brand
value proposition is also focused on internal customers are employees. Employees
themselves have an impact on the formation of company values. Satisfaction
feedback is obtained through the following tools: anonymous audience surveys,
exit interviews with dismissed employees and analysis of labor market trends
(Staniec & Kalinska-Kula, 2021). High-quality interaction between the employer
and employee is the consistency between the desired and actual level of VP
employer brand.

Daniel et al. (2020) classified employee needs according to employer
attractiveness factors using the ERG (Existence, Relatedness, and Growth)
theory established by Alderfer (1969), which is a further development of
Maslow’s hierarchy of needs theory. According to this theory, a person has
three basic needs that they strive to satisfy: material existence needs
interpersonal relationships with other people, and the search for opportunities
for personal development.

HR consulting company Sibson Consulting proposed its own model
for forming an employer’s brand "Reward of Work" (ROW) (Seemiler &
Grace, 2017). According to this model, which lists the best elements and
processes for creating an attractive workplace, the employer’s VP is
determined by the following parameters:

compensation 1s material remuneration, which includes salary and
additional payments;

benefits are cash payments for health insurance, pension provision,
and the possibility of leaving the company at the employee’s request;

work tasks are the level of satisfaction and involvement of the
employee in fulfilling the tasks and goals set;

career 1s opportunities for professional development and career
growth in the company;

involvement 1s the level of involvement of the employee in the
corporate culture and the formation of a favorable atmosphere in the com-
pany (Seemiler & Grace, 2017).

The possibility of career development, the realization of personal
values, corporate culture, material rewards, social responsibility and
workspace are functional factors that form the employer’s value proposition
(Huang et al., 2012).

During online recruitment, there is also an impact of the components
of the VP employer’s brand on its attractiveness to potential candidates.
However, the study of the EB competitiveness during online recruitment
requires attention (Liu, 2020).

In the context of the informatization of society, the reputation of a
company is determined by the completeness and content of career pages and
pages of search sites, which, in turn, increases the competitiveness of the EB
value proposition (Liu et al., 2018).

72 ISSN 2786-7978; eISSN 2786-7986. SCIENTIA FRUCTUOSA. 2024. Ne 6



MARKETING

Despite the significant level of attention to determining the essence,
evaluation and formation of the employer brand, further research is required
to find tools to substantiate the substantive content of the EB value
proposition from the perspective of generation Z.

The aim of the research is to substantiate a methodological approach
to evaluating and improving the employer’s brand value proposition based
on the expectations of generation Z.

In the process of research, several hypotheses were put forward:

the first is the choice of companies for employment by representatives of
generation Z is influenced by the EB value proposition, which is formed by each
employer and broadcast on the labor market during personnel selection. To do
this, it is necessary to assess the level of significance of the components of the
VP employer’s brand for representatives of generation Z;

the second is retail enterprises form their own EB to attract the
younger generation and evaluate it in terms of the level of development of
the VP components;

the third 1s to determine how much the current state of the employer’s
brand corresponds to the desired views of generation Z on it; it is advisable
to determine the level of compliance of the BR with the requirements of
representatives of generation Z with the justification of proposals for its
further development.

The following methods were used in writing the article: theoretical
generalization is to determine the components of the VP of the EB for
generation Z; comparison and ranking are to determine the priorities of the
components of the CP for generation Z and to determine their level of
development at enterprises in the retail sector; graphical methods — to
illustrate the results of the analysis; statistical analysis — to determine the EB
compliance of the studied enterprises with the requirements of generation Z.

The materials for the research were the results of a survey of 1341
students on determining the VP priority of the EB. The audience of
respondents includes 776 students without work experience and 565 students
or graduates with work experience from 1 to 5 years.

The main part of the article considers the following issues: the first
section is devoted to the professional and behavioral characteristics of
generations X, Y, and Z, and also indicates the VP essence of the EB for
generation Z; in the second, based on the results of a survey of students, the
significance of the VP components of EB for generation Z is determined;
the third section formulates methodological approaches to justify the
directions for creating a desired employer’s brand for generation Z.

1. The employer’s brand value proposition from the perspective
of generation Z

The Employer’s brand Value Proposition (EVP) has a set of elements
that create a unique and valuable offer for employees, helping to attract,
motivate and retain talent. For graduates of educational institutions, it should
be aimed at developing the professional and leadership qualities of future
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candidates and the opportunity to grow in the company. Due to the specifics
of generation Z, careful attention is required in the choice of communication
methods at different stages of recruitment: brand awareness, initial
assessment, interview, job offer and adaptation period (Jouany, 2024).
Table 1 shows the main characteristics of each of the three generations
present in the labor market that are important for the formation and EB
development.

Table 1
Comparative characteristics of generations X, Y and Z
Characteristic Generation X Ger}eratlgn Y Generation Z
(Millennials)

Year of birth 1965-1980 1981-1996 1997-2012
Technological Witnessed the advent of Grew up with the Digital generation
literacy computers and the Internet development of the

Internet
Education Importance of education, Great emphasis on higher | the Desire for Practical
but more practical approach | education Knowledge

Social awareness | Growing attention to social | Highly involved in social | Inclusion and social

issues issues justice

Flexibility Balance between stability Adapt easily to change Expecting flexibility in
and adaptability work

Work-Life Striving for stability and Highly value work-life Desire for stability and

Balance security balance well-being

Work Benefits Stability, work ethic, Flexible schedule, Modern technologies,
career growth development, feedback career opportunities

Source: compiled by (Daniel et al., 2020; Dzhulai et al.; 2022; Ixoroma, 2023; Jouany,
2024; Loffler & Giebe, 2021; Blu Ivy Group, 2021; Gomez et al., 2021; Jones, 2020; Anwar
& Salo; 2024, Jana et al., 2023; Grguri¢ et al., 2023; Chen et al., 2022).

According to Table 1, it is possible to identify common and distinctive
features of generations Y and Z, which will be useful when developing HR
strategies, marketing campaigns or when studying consumer behavior
patterns.

For generation Z, EB is a set of characteristics and activities aimed at
creating a positive image of the company among users, taking into account
the behavioral, psychological, economic and social views of their employees.

Generation Z replaces generation Y (Millennials), which today makes
up the largest share of the world’s population. As generation Z enters the
labor market, the impact of their entry is predicted to be rapid and profound,
extending to the workplace, consumption, technology, politics and culture.
This generation is radically different from Millennials and has a unique
perspective on careers and how to define success in life and work (Gomez
etal., 2021).

In Table 2 the main professional and behavioral characteristics of
generations X, Y, and Z and the trends in the global economy are provided
in which they were formed.
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Table 2

Professional, behavioral characteristics of generations X, Y and Z and the trends
of the global economy in which they were formed

Characteristics

Generation X

Generation Y
(Millennials)

Generation Z

Behavioral

Loyalty to employer,
independence and
entrepreneurship

. Stability, work cthic, Flexible schedule, Modern t.ce?hnolog}{, career
Professional development, opportunities, multitasking,
career growth . .
feedback rapid learning
Strive for

development, social
awareness,
multitasking

Social awareness,
inclusivity, short attention
span, digital socialization

Globalization, rapid
technological progress,
development of the digital
economy

Global economic
trends

Stability orientation,
traditional business

Startup growth, digital
transformation

Source: compiled by (Daniel et al., 2020; Dzhulai et al.; 2022; dxorouna, 2023; Jouany,
2024; Loffler & Giebe, 2021; Blu Ivy Group, 2021; Gomez et al., 2021; Jones, 2020; Anwar
& Salo; 2024, Jana et al., 2023; Grguric et al., 2023; Chen et al., 2022).

The generalization of opinions reflected in 7ables -2 allows us to identify
the main characteristics of representatives of generation Z in the labor market.
Their age 1s up to 30 years. Professional indicators are: involvement in digital
technologies, high technological awareness and ability to use new technologies,
preference for choosing a remote or hybrid work mode, desire for rapid career
growth and development, ability to quickly master new skills and knowledge,
preference for working in a startup or small agencies, preference for an individual
rather than a collective work format, priority for financial well-being, ability to
work on several tasks simultaneously. Behavioral indicators include: interest in
social justice and environmental issues, appreciation of diversity and inclusion in
society and at work, preference for online communication over face-to-face
meetings, preference for quick information retrieval, which affects attention span,
tendency to choose opinion leaders among famous people on social networks, use
of social media for communication and interaction with others, preference for
acquiring new skills and knowledge through online learning, tendency to online
shopping, volunteering and community activities, fast pace of life. Among the
main trends in the global economy that have influenced the formation of the
generation Z mentality are: the growth of a globally integrated economy, the
modern development of digital technologies, the increasing importance of
intellectual work and information technologies, the rapid development of new
technologies such as artificial intelligence, blockchain, etc., lack of experience of
life under communism, the growing importance of health and well-being at work
and in life in general, the russian-ukrainian war, the leading positions of the USA
and China in the global economy.

The current employer value proposition for graduates needs to be
revised, taking into account the specifics of the Gen Z mentality and new
approaches to HR management (Liu, 2020). In our opinion, the employer
value proposition for Gen Z is a system of support, recognition, and corporate
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values aimed at achieving the highest level of professional development of
employees and candidates, taking into account their professional, behavioral,
economic, and social needs.

2. The importance of employer’s brand value proposition
components for generation Z

To determine the priority of the components of the value proposition
for representatives of generation Z, an assessment of their level of
significance was carried out. The student audience is young people born in
1995-2005 and, accordingly, is generation Z. A survey of students of
Ukrainian universities and student organizations was conducted in the
Telegram channels and Instagram pages of student councils. Each of
the 1,341 surveyed students determined the priority of the employer’s brand
value proposition for their own place of employment. The survey proposed
to evaluate the components of the employer’s brand value proposition using
a 4-point rating system. Figure I shows the results of the survey.

Salary level [FrTw
Work schedule | Frrrlg

Reviews about the company in social media
Company values (organizational culture)
Products\services created by the company
Official employment

Additional benefits (insurance, food, transportation, etc.)

Office location

Company rating as an employer

Company business rating

Creativity, office design, comfortable workplace

Company motivation system | - - - [ l|l|l|l|l|l|l|l|l|
184 | [312 ] 31,9 18.6
Possibility of moving to another city\country [.~. . .7 .7.7."] [
13.6 [ [ 345 | 33,8 18,1
Social position of the company [+~ - -+ - 1 T
31,0 | | | 384 223 8.3
Dresscode [+ oo oo i i i s =
T T T T I T 1 1 I
0,0 10,0 20,0 30,0 40,0 50,0 60,0 70,0 80,0 90,0 100,0

01 —unimportant #E2 — less important @3 — important 04 — very important

Figure 1. Survey results on the importance of employer’s brand value proposition
components for generation Z

Source: compiled by the authors based on the results of an expert survey.

The average score (AS) was determined as a weighted average score
according to the formula:

AS:1'b1+2'b2+3'b3+4'b4, (1)

where: b1, b2, b3, bs are the proportion of respondents who scored 1, 2, 3 and 4
points, respectively.
The results of the calculations are shown in Figure 2.
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| 1
Salary]eve] IENENENENENENENENENENENENENENENENEN] IIIIIIIIIIIIIIIIIIIIIIIIIIIIII 3’6

WOrkSChedule IENENENENENENENENEEENENENENENENENENENENENENENENENENENENENENEE]) 3,4

|
|
|
|||||||| 34
|
|
|

Traininganddevelopmentsys[emin[hecompany T O T O T T

International experience PO TIIITI T TIICOTO T OOT OO - 3,2

Reviews about the company in social media IO T OO OO OO O i 3,2

Company values (organizational culture) I IO O O O - 3,1

Products\services created by the company IO O OO - 3,1

Official employment IO T oy 3,0

Additional benefits (insurance, food, transportation, etc.) IO T T T () 3.0

Office location IO OO 000 2,9

COmpanyra[ingasaﬂemployer NSNS NENENENENENENENENENENENENENENENENENENENENENE) 2’9

Company business rating IO DT OO O0In - 2,8

Creativity, office design, comfortable workplace IO . 2,8

Company motivation system IO OO IO O m - 2,7

Possibility of moving to another city\country NI T OO OOID. 2,5

Social position of the company IO T OIITOTOIITN 2,6

Dress code MMM 2, ]

0,0 0,5 1,0 1,5 2,0 2,5 3,0 35 4,0

Figure 2. The average score of the results of assessing the importance of the
components of the employer’s brand value proposition for generation Z

Source: compiled by the authors based on the results of an expert survey.

For generation Z, the top 5 most significant VP components of the EB
include: salary level, work schedule, training and development system in the
company, international experience, reviews about the company in social
media; accordingly, the least significant were determined to be: dress code,
social position of the company, the possibility of moving to another location,
the motivation system in the company and creativity/office design and a
comfortable workplace.

If we compare the survey results with the general trends in the
formation of generation Z (Table 2), we can note that such a behavioral
characteristic as social awareness among Ukrainian youth does not have a
high level of significance in the overall VP rating of the EB components. This
to some extent reflects the level of development of society. Many young
Ukrainians face economic uncertainty, which forces them to concentrate on
the material aspects of work that guarantee a stable income and the
opportunity for development. In addition, in the early stages of their careers,
young people may prioritize their own development, training and career
prospects, considering them more important than the company’s social
responsibility. Flexible working hours and the ability to combine work with
personal interests and training are important to young people, which can push
social responsibility issues to the background. Due to cases of companies not
meeting their stated standards of responsibility, young people may be
skeptical of such initiatives and prefer more practical aspects of work. Also,
corporate social responsibility may not be sufficiently covered or promoted
among young people, so other aspects of work may be more meaningful
to them.
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3. Creating a desirable employer’s brand image for generation Z

The rating of the components of the employer’s brand in this research
was carried out in terms of their development at the enterprise. The level of
development of these components reflects how effectively the company
forms and maintains its image as an attractive employer for employees using
certain characteristics.

These components were previously defined and assessed for each
company studied in the retail sector. The categories of assessments of the
components of the employer’s brand were previously defined, according to
which the characteristics of the best and worst message about their condition
were described. The assessment of the level of development of the
components of the employer’s brand was carried out by leading specialists of
the studied enterprises.

Figure 3 shows the result of determining the rank of value propositions
by the state of their development at the studied enterprises. For identical values
(rank of connections or number of duplicates), a rank was assigned that
corresponds to the average value of their positions in ascending order.

s
L

T T
'\-.:'\-..'\-

Y

R{lﬁ?ﬂ? e

Dress code
Work schedule
Salary level

Official employment

city\country
International experience

workplace
networks

Social position of the company
transportation, etc.)

Business rating of the company

Possibility of moving to another
Motivation system in the company
Creativity\office design, comfortable
Rating of the company as an employer
Additional benefits (insurance, food,
Products\services created by the company
Company values (organizational culture)
Reviews about the company in social
Company training and development system

CIATB mAuchan CIMETRO ®1McDonald's 3 Epicenter K & Fozzy Group
Figure 3. Ranks of components of the employer’s brand value proposition by the
state of their development at enterprises
Source: compiled by the authors based on the results of expert assessment.

The results of this analysis allow companies to see the problematic
issues of employer’s brand development that need to be resolved in order to
attract representatives of generation Z to work.
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To assess how much the level of development of the employer’s brand
value propositions of the studied enterprises meets the expectations of represent-
tatives of generation Z, it is worth analyzing the degree of correspondence
between the ratings of enterprises and the expectations of young people.

To determine the level of similarity, it is advisable to calculate the sum
of the deviation modules of the ranks and the Spearman rank correlation
coefficient.

The sum of the deviation modules between the desired and actual
ranks of the components of the BR CP is calculated by the formula:

Rin = Xizq|E: = Fil, )

where: Ei is the desired ranks of the i-th component of the value proposition; F; is
the actual ranks of the i-th component of the value proposition; and is the index of
the component of the value proposition.

Spearman’s rank correlation coefficient (Ry) reflects the closeness of the
relationship between two ranked variables, its value should be within [-1;1]:

2?:1(Ei_Ecep)(Fi_Fcep)

R, = :
\/Z?:l(Ei_Ecep)z Z?=1(Fi_Fcep)2

3)

where: n is the number of indicators that reflect the criterion; E; is the desired ranks
of the ith component of the value proposition; F; is the actual ranks of the ith
component of the value proposition; Eser is the average value of E, Fier is the
average value of F, and i is the index of the component of the value proposition.

Spearman’s rank correlation coefficient is a nonparametric measure of
the statistical dependence between the ranks of two independent statistical
series. Thus, it allows us to assess the degree of connection between the ranks
of value propositions identified by students as desirable and those that are
actually present in the enterprise according to the results of the analysis.
Table 3 shows the results of the analysis of the connection between the ranks
of the EB in terms of their development in the studied enterprises and their
significance for generation Z.

Table 3
Assessment of the relevance of employer’s brand rankings of the studied
enterprises to their importance for generation Z

Components of the BR
CPU

Sum of the deviation

modulus from the

ATB Auchan | METRO | McDonald’s | Epicenter K | Fozzy Group

desired estimate of & 83 94 75 101 96
generation Z (Rm)

Sum OAf squares of rank 5335 88,5 929.5 493 980 0728
deviations

Spearman’s ranlk 043106 | ~0.02486 | ~0.09944 | 046663 | —0.14419 | —031491

correlation coefficient (Rs)

Source: compiled by the authors based on the results of an expert survey.
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The Spearman rank correlation coefficient estimate (see 7able 3)
indicates a positive average relationship between the ranks of the generation Z
CEOs and the ATB and McDonald’s enterprises. Thus, the expectations of
generation Z regarding the EB CEOs are most consistent with the actual state
of these enterprises. At other enterprises, the Spearman correlation
coefficient is not statistically significant, which indicates a discrepancy
between the EB CEOs and the desired image of a potential employer among
representatives of generation Z. An important component of brand
management is the formation of a desired employer image. To determine the
deviation between the existing ranking of value propositions for each
enterprise and the desired one from the point of view of representatives of
generation Z, it is necessary to compare the actual ranks with the ideal or
desired ones. The deviation can be calculated as the difference between these
ranks for each CEO at the enterprise. If these differences are summed up, the
overall level of discrepancy can be estimated. But it is also important to
analyze which components of the EB CEOs require special attention. In
Table 4 it is represented these deviations for the studied enterprises for
individual VP components of the EB.

Table 4
Deviations between the ranks of the development level of the value proposition
components of the studied enterprises and their significance for generation Z

gl M g
= @) = (- o
m | g & g 2 | S
VP components of the EB > S = S 5y
< > = A 3) <
< E [3) o N
= o 2
Salary level 0 14 1 3 1 12
Work schedule 10 -1 12 3 1 12
Training and development system in the company 11 0 13 3 16 12
International experience 3 5 —11 —4 -6 4
Motivation system in the company 2.5 -1.5 4.5 —4.5 8.5 4.5
Company values (organizational culture) 7 -5 -1 0 -1 -1
Products/services created by the company -5.5 -5.5 =25 | -1.5 | =25 -2.5
Official employment -1 7 0 11 10 8
Additional benefits (insurance, meals, 0 -2 -9 -7 -9 -10
transportation, etc.)
Office location -9 0 7 7 -8 -7
Company rating as an employer -3 7 0 6 5 -1
Company reviews on social media -3 7 0 6 5 -1
Creativity/office design, comfortable workplace -6.5 -8.5 —4.5 -1 -16 -15.5
Company business rating 0.5 8.5 9.5 -5.5 0.5 0.5
Possibility of moving to another city/country 1 -13 -14 -2 -3 1
Company Social Position -8.5 -85 55| 45 | 55 5.5
Dress Code -1.5 =35 0.5 -9 4 -10.5

Source: compiled by the authors based on the results of an expert survey.
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A high positive deviation indicates the need to develop and improve
the value proposition in order to bring it into line with the expectations of
young people. In the research, we propose to consider value propositions
whose deviations from the desired level exceed 5 as requiring revision and
development. A negative deviation indicates that the rank of development of
this employer’s brand value proposition at the enterprise exceeds the
expectations of representatives of generation Z. This approach makes it
possible to identify problems in the formation of the employer’s brand for
generation Z and is the basis for analyzing the current state of the employer’s
brand value proposition.

Therefore, ATB management should pay the most attention to the
company’s values, the training and development system, as well as the work
schedule. As for Auchan, the important positions are the company’s business
rating, the company’s rating as an employer, reviews on various portals,
official employment, international experience and salary level. For METRO,
it is important to focus on the company’s business rating, office location,
training and development system, and salary level. McDonald’s should pay
attention to improving reviews about the company on various platforms, the
company’s employer rating, office location, and formal employment.
Epicenter K needs to improve the value propositions regarding formal
employment, the company’s image as an employer, and the training and
development system. For Fozzy Group, the key elements are formal
employment, training and development system, work schedule, and salary
level. Although changes in the office location are not mandatory, improving
some of these components can help attract young people and increase the
attractiveness of the company as an employer.

In view of this, it is advisable to conduct a detailed analysis of what is
effective and valuable for employees, what needs to be changed, as well as
to identify problems and opportunities for developing the employer brand. At
this stage, it i1s important to thoroughly approach the analysis of value
propositions. A report on the main reasons for dismissals indicated by
employees and the potential value proposition of the employer can be useful
for this. After collecting responses from office employees, insights are sought
that will allow identifying unexpected aspects of EB from the perspective of
employees and assessing their impact on the entire network.

Based on an analysis of the dynamics of the effectiveness of indicators
characterizing EB effectiveness, a report is generated identifying the needs
for changes.

Conclusions

Employer branding should be considered in light of the demands of
potential job seekers on the labor market. Generation Z as potential employ-
yees, attract employers who expect creativity, energy, and the ability to learn
and develop with the company. However, to do this, companies need to create
specific value propositions that meet the needs of this target audience.
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According to the results of the survey, the following value
propositions are of the highest importance for generation Z when choosing a
place of work and internship: salary level, work schedule, and opportunities
for training in the company. The least important are the dress code, the social
position of the company, and the possibility of moving to another city or
country. This indicates a balance between tangible (salary) and intangible
(training opportunities) VPs when choosing an employer.

On the one hand, potential employees need to understand and evaluate
the prospects for future employment; on the other hand, employers seek to
reduce the cost of time and money to search for the necessary personnel. The
openness, flexibility, and dynamism of generation Z make the value propo-
sition of moving to another city or country unimportant for them. The lack of
authority also affects the low priority of business rating and company
reputation.

To create the desired employer’s brand image, the deviations between
the existing ranking of value propositions for each enterprise and the desired
one from the point of view of representatives of generation Z were deter-
mined. This made it possible to identify for each studied enterprise the short-
comings in the development of specific value propositions that are important
for generation Z. Understanding these shortcomings and problems in the EB
development allows us to substantiate the directions of employer’s brand
development that are important for potential job seekers among young
people. The main directions of future research include: development of the
process of forming an employer brand; determination of the impact of
the employer’s brand on the company’s performance.
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