u] =,

Different approaches to determining the employer brand were analyzed.
The main components of the employer brand were identified. It is customary
to divide the components of the employer brand into tangible and intangible
ones. Material ones include wages, official employment, the material system
of motivation. Intangible components are additional benefits, office, rating,
and reputation of a company, type of activity of a company, the possibility
of training and development. A tendency of the lack of information to form
the employer brand for Generation Z was detected. Generation Z is the peo-
ple born in 1997—2012. The list of value propositions of employers in the labor
market for Generation Z was analyzed. The results of our own research — a
survey among students (1341 respondents) having or not having experience
— were analyzed. To analyze the results of the survey, mathematical expecta-
tion, root mean square deviation, and coefficient of variation of expert eval-
uation results were used. The rating of the components of the employer brand
and their integrated scores in terms of attractiveness for Generation Z were
established. The aspects to which employers need primarily to pay attention
to for forming a value proposition in the labor market when selecting person-
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This study is important because the main components of the employer brand
and their priority for Generation Z were not investigated in the scientific field.

As a result of the study, companies were rated by their attractiveness as a
place of work or internship in retail and FMCG (fast-moving consumer goods)
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1. Introduction

The formation of the employer brand is an urgent issue for
company positioning in the labor market, creating its reputa-
tion, and maintaining its image. This is due to the importance
for each company to provide itself with the staff of the necessary
intellectual and emotional level that is ready to develop along
with the company development. The COVID-19 pandemic has
affected the employer market and created new approaches to
the work of employees. Companies are gradually recovering
from the crisis due to a change in the business model, job cuts,
and the creation of new products and services. In addition, hu-
man resource managers face a new challenge — to motivate and
organize remote work of employees. In 2020, 8.8 % of employ-
ees worldwide lost their jobs. As a result, the employees in the
region of Europe and Central Asia suffered from redundancy
most of all. The International Labor Organization predicts that
unemployment will be reduced to 75 million in 2021 and to
23 million in 2022. In the scientific sphere, new tasks appear:
to investigate the influence of external circumstances on the
formation of the employer brand during remote work of employ-
ees, to identify new components of the brand, to analyze chan-
nels of communication with the target audience of the brand.

As a result, the formation of the employer brand is very im-
portant and requires well-grounded management decisions. First
of all, remote work influenced its components and the format
of reporting to employees and potential candidates. Secondly,
employees choose a company to work for, looking at intangible
components of motivation during remote work. That is why com-
panies have the challenge to differ from other companies in the
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labor market, help the employees who work from home to feel the
values, mission, and spirit of the company. The value proposition
of the employer brand should also include components for the
employee’s family. The factor of communication with employees
during a crisis is becoming important. The “small talk” format
in the chat with colleagues or during a video call is a result of
the transformation of the “small talk” format over coffee in the
office. A new trend in companies is the preservation of the mental
and physical health of employees. Of course, most companies are
primarily concerned about physical health.

However, employees have a new challenge — to improve the
skills of time management, because the usual 9 to 18 framework
of the working day is disappearing.

Formation of the employer brand for students, in our
case it is mostly Generation Z, needs more research. It is
necessary to take into account the specific characteristics
of the behavior of Generation Z in the process of creating
a working environment during remote work and choosing
components of the employer brand for young people.

Generation Z has more advanced digital skills and starts
working earlier compared to Generation Y. However, remote
work helps students to combine work and study. According to
the research by Dell Technologies in 2020, 20 % of employees
are representatives of Generation Z. That is why there is a
need to identify the main components of the value proposi-
tion of an employer for students when they are looking for a
would-be job.

That is why scientific research into the formation of an
employer brand for Generation Z under the influence of
COVID-19 is relevant.




2. Literature review and problem statement

Paper [1] states the need to attract candidates with the
necessary set of skills and knowledge and create all conditions
for each employee to feel the brand and mission of the company,
as well as to ensure the implementation of the set goals. But for
modern companies that hire representatives of Generation Z,
knowledge, skills and understanding of the goals and mission
of the company is an important, but not a decisive factor. For
them, creativity, information literacy, emotional intelligence
are the most desirable parameters for potential job candidates.

Research [2] showed that branding includes two areas:
marketing and management of the staff who is involved in
work. This indicates two dimensions of the formation of the
employer brand: regarding its creation and management in
the activities of an enterprise. The employer brand and the
company’s brand, despite having many features in common,
still differ significantly. To form the employer brand for
Generation Z, the priority is not marketing, but rather part
of personnel management that is responsible for its devel-
opment and determines the possibility of building a career.

The authors of [3] believe that the employer brand should
be considered more broadly since the strategy of forming
the employer brand is the first strategy. The strategy helps
to manage human resources, ensures the competitiveness of
an enterprise in the market, and allows remaining successful
leaders. However, there is a need to determine the causes and
prerequisites for the influence of the employer brand on the
financial results of a company.

According to [4], the employer brand includes the process
where a company and its employees sign an agreement according
to which a potential employee has a reason to become part of the
company’s team and a company has a reason to hire an applicant.
This approach is very simplified, it is the identification of these
reasons that is necessary to form effective value propositions.

The main characteristics of the employer brand are given
in [4], in particular: economic, including compensation and
benefits, functional (when an employee receives a certain
skill), psychological (self-identification, comparison with the
status of a company). Such division of the characteristics of
the employer brand may be appropriate, but the list of eco-
nomic, functional, and psychological characteristics of the
brand requires clarification.

Paper [5] states that the employer brand is a set of qualities
of a company, through which it is associated with the target
audience. It includes unique and positive qualities of tangible
and intangible advantages of working in a company. However,
it is necessary to study what qualities the employer brand
should be characterized by for young people in Generation Z.

An important scientific characteristic is presented in pa-
per [6], where the employer brand is considered as an emotion-
al and stable image of a company in the labor market. A similar
scientific confirmation of the characteristics of the employer
brand is given in paper [7]. It is defined as a set of economic,
professional, psychological benefits that candidates receive
while working in a company. This is a set of basic values that
distinguish the company in the labor market. According
to [8], the employer brand is also considered as a company’s
reputation and image. In this case, the goal of a company is to
find and attract qualified candidates for vacancies. However,
the image of a company and its reputation in the labor market
are created during communication between a company and
existing and potential employees. Accordingly, the employer
brand should include unique characteristics that make it com-

petitive and attractive in the labor market. There is a need to
search for these unique characteristics.

An additional feature of the employer brand is found in
research [9]. In it, the brand is characterized by two levels
of the employer brand. Firstly, it is the result of the function-
ing of the strategy or methods for developing the employer
brand and the employee’s brand. Secondly, it is a complex of
the company’s HR brand, which includes corporate culture,
communication between internal management departments,
and external market participants. Probably, consideration of
three levels of the employer brand is more exact: the employ-
ec’s brand, the company’s HR brand, the company’s corporate
brand. It is this view that will be most useful in the formation
of value propositions of the employer for Generation Z.

The employer brand is defined as the management influence
of a company in order to communicate with potential and cur-
rent employees in terms of creating the most attractive place of
work. The brand includes the construction of a corporate brand
as the company image and a comfortable workplace for the de-
velopment as a professional.

A similar proof was found in research [10], where the
employer brand is defined as internal measures with ef-
fective feedback with employees, tangible and intangible
motivation, an effective system for assessing personnel, the
possibility of developing and training employees. It is im-
portant that this work considers one of the highest priority
value propositions for Generation Z. This is the possibility
of training and development of employees. However, this list
is incomplete and needs to be clarified and supplemented.

Paper [11] proves that HR-brand management is a trend
that affects not only the company from the inside but also
determines the position of an enterprise in the labor market. A
good reputation of the employer brand affects the effectiveness
of HR processes, namely, it creates an opportunity to attract
new talents, retains the company’s staff, and allows enhancing
employee motivation by 0.5 percentage points and increases
profits by 0.8 percentage points. However, to determine the
relationship between the reputation of the employer brand and
the company’s effectiveness, it is necessary to predetermine the
level of development (maturity) of the employer brand. To do
this, it is necessary to analyze the characteristics of its forma-
tion and, first of all, value propositions.

According to the study reported in paper [12], the corpo-
rate brand is considered an integral part of the employer brand.
At the same time, the most important factors of its formation
are the labor market, communication between a company and
applicants, value propositions. It is most accurate to consider
the employer brand as part of the company’s corporate brand,
and not vice versa. The list of factors for the formation of the
employer brand considered in this paper is incomplete and
needs to be supplemented.

A high level of the employer brand simplifies the measure-
ment of brand capital and associativeness for job seekers [13].
The lower the level of the employer brand, the more complex
and complicated the business processes of the HR department
become for analysis and evaluation. Such a conclusion is appro-
priate, but to prove this provision, it would also be useful to
formulate methodological provisions to assess the level of the
employer brand.

A new direction in the field of brand management is Emo-
tional Text Mining [14]. This means extracting brief informa-
tion from a large amount of text in quick mode to understand
the essence of the process. In brand management, by analogy,
this can be considered as an analysis of a company as an em-



ployer in social networks. This approach is especially important
for Generation Z. When searching for information about the
employer, they are guided to a greater extent by social networks
and a small amount of information messages. Companies should
take this into account, so there is a need to minimize the num-
ber of value propositions while making them more meaningful.

According to the empirical study [15] in Germany in 2020,
it was noted that the higher the level of conformity of external
communication with job seekers with the actual components
of the employer value proposition, the better the perception
of the brand. A realistic promise to job seekers increases their
loyalty and trust after being employed in a company. During
the development of the brand strategy, management must
maintain a high level of brand recognition and uniqueness and
consistency of its formal components [16]. However, the actu-
al components of the employer value propositions and types of
external communications with job seekers need clarification.

Paper [16] considers new requirements for personnel, which
are put forward by the labor market today under conditions of
the Fourth Industrial Revolution. After all, the changes that
occur in the context of digitalization of the economy in supply
and demand in the labor market change the requirements of
employers for vacancies and requirements of young people for
a potential place of work. But specific skills and knowledge
related to the digitalization of economic processes are not fully
defined, both in terms of employer requirements and in terms of
the requirements of potential job seekers.

The study [17] showed the importance of ensuring the
compliance of the structure of training young people with the
current and prospective needs of the labor market, and the re-
quirements of employers. This paper also deals with the trends
in the development of competencies, which are a prerequisite
for determining the value propositions of employers in the labor
market. That is why there is a need to critically comprehend
modern trends in the development of the labor market and form
a list of value propositions of an employer that meet them.

According to study [18], the dynamics of changes in supply
and demand in the labor market are determined not only by the
current trends of the fourth industrial revolution but also by
the COVID pandemic. Thus, in the labor market today there
is a transformation of the behavior of business entities at the
production, consumption and management level. Thus, quaran-
tine restrictions today require consideration and reflection in
the workplace requirements of a would-be job applicant and the
employer’s capabilities to meet these requirements.

The employer brand as a technique for influencing the
maintenance of existing employees in an IT company shows
positive results [19]. In the presence of a high-quality brand,
there appear brand supporters who spread information on
their own. The cyclical nature of branding is manifested in
the fact that, on the one hand, it acts as a source for the com-
pany’s reputation in the labor market, and on the other hand,
the business rating and reputation of a company should be in-
cluded in the list of value propositions of the employer brand.

In the above-mentioned scientific sources [1-20], separate
value propositions of employers were considered to a certain
extent. However, the characteristics that affect the formation
of the employer brand for Generation Z were not fully ex-
plored. There remains an unresolved problem of identifying
and systematizing the most complete list of employer value
propositions for Generation Z, which takes into account cur-
rent labor market trends, digitalization of the economy, pan-
demic challenges, employers’ requirements for the staff, and
requirement of potential job seekers for the desired workplace.

3. The aim and objectives of the study

The aim of this study is to identify factors and components
of the employer brand for Generation Z. Generation Z makes up
most of the candidates for initial positions in a company. This
will help employers to form an employer brand for young peo-
ple, increase the number of candidates for one position, provide
themselves with employees of the necessary intellectual and
emotional level.

To achieve the goal, the following tasks were set:

—to analyze the rating of employer attractiveness in the
labor market for Generation Z according to the results of an
expert survey,

—to determine the list of value propositions to form the
employer brand for Generation Z, to conduct an integrated
assessment of their level of significance according to the results
of an expert survey;

— to analyze the job format attractiveness for Generation Z
according to the results of an expert survey.

4. The study materials and methods

The object of this research is the employer brand. The sub-
ject of the study is the theoretical and practical provisions of the
formation of the employer brand.

The main hypothesis of the study is that in order to form,
analyze and determine the level of the employer brand for
Generation Z, it is necessary to form a list of brand value prop-
ositions and that determining the integral estimate of their sig-
nificance should solve the problem of employers’ formation of
information messages, communication measures and value
propositions for Generation Z.

Hypothetical assumption 1 is that when Generation Z
chooses an internship place and decides whether to stay in
a company after the internship, value propositions that are
related to training and development and directly affect career
formation will be the top priority.

Hypothetical assumption 2 is that for Generation Z, even
after the end of the quarantine, the most attractive will be
the mixed format of work, in which part of the work takes
place in the office, and another part at home.

The monographic method and the method of theoretical
generalization were used to determine scientific approaches
to understanding the essence of the employer brand. The sys-
temic approach was used to systematize the value proposi-
tions of an enterprise in the labor market. The method of ex-
pert evaluation was used to determine the priorities of value
propositions of employment, internship, and choice of form
of work during the quarantine. Graphic methods were used
to illustrate theoretical and practical materials. Statistical
analysis was used to analyze the results of the expert survey.

According to the results of the literature re-
view [2, 8,9, 11, 12, 21-24] and job sites, we generated a
list of value propositions, main features, and characteristics
of enterprises based on which they form the employer brand
and create attractiveness in the market for a job candidate.
The survey of the student audience was conducted in May
2021 in cooperation with Ukrainian universities and stu-
dent organizations. The survey included 1,341 respondents
who prioritized a company in each industry for internship
and work. The audience of respondents included: 776 stu-
dents without work experience and 565 students or gradu-
ates with experience from 1 to 5 years.



To determine the TOP companies that offer internships
and vacancies for students and would take part in the study,
the career sites, preliminary brand ratings of employers of
TOP companies in each area, and their market share were
analyzed. The TOP-9 retail companies, TOP-12 FMCG
companies, and TOP-13 IT companies were selected for the
study. The choice of directions of companies’ activity was
determined by the fact that today’s students chose high-tech
companies as a workplace.

The criteria of selecting a company for internships were
also formed, which made it possible to compare the choice
of companies by students and graduates with and without
experience, to determine a convenient work schedule for
students after the COVID-19 pandemic.

The expert survey was conducted online using Google
Form. To analyze the results of the expert survey, Microsoft
Excel software (USA) was used.

During analysis, the Pareto diagram was used, which
helped to identify and visually separate 20 % of value propo-
sitions that affect 80 % of the results of employer brand forma-
tion. Using the graphic evaluation, we determined the criteria
that will allow HR managers to manage the company’s value
propositions during the formation of the employer brand and
develop a set of measures for their implementation in the activ-
ities of companies.

Mathematical processing of survey results was carried out
based on the probabilism approach. In accordance with this,
mathematical expectation, standard deviation, and factor of
variation of the resulting survey scores were determined.

Indicators of mathematical expectation, standard devia-
tion, and variation factor were used to summarize the survey
results and determine the generalized level of significance and
priority of value propositions to choose the place of internship
and work by Generation Z representatives.

5. Results of the study of employer brand formation

5. 1. Analysis of the rating of employer attractiveness
in the labor market for Generation Z

The employer brand should be considered as a totality of
internal and external factors. Firstly, it is the sum of qualities,
characteristics and emotions that arise in employees and poten-
tial candidates. Secondly, it is the sum of tangible and intangi-
ble factors that form a positive image for the target audience.
Thirdly, the structure of the employer brand is formed for an
internal audience (employees) and external (candidates).

The employer brand for students has a unique set of
characteristics. This is caused by the specifics of Genera-
tion Z. Generalization of research results made it possible
to determine the main components of the employer brand
for Generation Z. To determine their importance and
ranking, a survey of students was conducted. The survey
audience is students of Ukraine without work experience
or with experience up to 1 year studying in the 3rd year of
bachelor studies (23.7 %) (Fig. 1). In addition, the survey
audience was studied according to the areas of study: busi-
ness, law, economics, management, and sociology (Fig. 2).
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Fig. 1. The share of respondents according to the year of study at university

11,10%

B Social sciences (business, law,
economics, management,
sociology, etc.)

u Technical sciences (engineering,
metallurgy, machine building, etc.)

= Exact sciences (cybernetics,
informatics, mathematics, etc.)

Humanities (history, philosophy,
etc.)
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physics, chemistry, biology,
medicine, etc.)

Fig. 2. The share of respondents in accordance with the major



Among retail companies, Rozetka is the priority for in-
ternships of students, 65 % of respondents chose this compa-
ny (Fig. 3). This is explained more by the level of popularity of
the company’s trading brand than the employer brand. Rozetka
is an e-commerce company that sells various goods from food
staff to electronic devices. Fozzy Group, which has offline gro-
cery stores throughout Ukraine, ranks second in the rating. The
least attractive company for internships is ATB, which does not
want to attract students to work. According to analysis, ATB
is a more attractive workplace for candidates over the age of 40.

Among the FMCG companies, Nestle company (63.1 %)
is the most attractive for students without work experi-
ence (Fig.4). Coca-Cola HBC Ukraine ranks second. The
least attractive company is Ab InBev Efes. However, companies
“Corona”, “Bud”, “Staropramen” are popular and recognizable
brands for students.

Most of the companies mentioned in the study are interna-
tional. Generation Z includes young people born in 1995-2012.
This allows using the research results internationally in the
scientific field to form the employer brand among young peo-
ple. In addition, the company Deloitte conducted a survey of
1,531 representatives of Generation Z in 2020 in the United
States [15]. It was found that the peculiarities of the charac-
ter, outlook, and the way of thinking of Generation Z should
be taken into account by the company. First of all, 77 % of
respondents are active public figures. Young people appreciate
volunteer and social projects in the company and pay special
attention to it. Secondly, a new trend in the labor market is the
choice of work in a startup or a young company, rather than
in international companies. A particularly interesting area of
work is the technical field (51 %). This entails additional efforts
for companies from other fields of recruitment.
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All this allows arguing that the influence of a generation
on the formation of the employer brand and brand compo-
nents can be applied internationally. This is due to similar
problems and behavior of modern youth.

5. 2. Determining, analysis, and integrated evaluation
of the significance of value propositions for choosing an
internship place for Generation Z

Processing the survey results showed that the most
important factors for choosing an internship place for
students are the opportunity of training at a company
(56.96 %), the salary level (44.79 %), official employment
(40.85 %). These factors must be included in the vacancy
description and promo text for recruitment for internship
programs. The company’s business rating and reputation

(29.91 %), internship schedule (39.05 %), additional bene-
fits (21.11 %), and the status of an international company
(16.86 %) are important but not the major factors. The
least important factors are the possibility of relocation to
another city /country (16.75 %) and the level of the compa-
ny’s scale (12.10 %).

Fig. 5 shows the results of an expert survey on determin-
ing the priority of value propositions of the employer brand
for students with or without work experience when choosing
a company for internship.

To summarize the results of assessing the level of signifi-
cance of factors for choosing a company for an internship, we
used the probabilistic approach, which is based on determin-
ing mathematical expectation, root mean square deviation,
and coefficient of variation of the survey rating results.
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Fig. 5. Rating the level of importance of value propositions for students with or without work experience when choosing a
company for internship, number of respondents



The significance of factors was assessed by the following
categories: unimportant (grade 1); least important (grade 2);
important (grade 3); very important (grade 4). Thus, a scale
of estimates of the significance level from 1 to 4 was used.

At stage 1, the probability of obtaining an appropriate
estimate for each factor is determined from the formula:

a;
X, =—7— )
z_ a.
j=1

where Xj; is the probability of obtaining score j for the i-th
factor; a;j is the number of students who gave score j to factor
i; 1 is the factor index (i=1, ..., n); n is the number of factors; j
is the value of the factor score (j=1, ... 4).

As a result, we get a matrix of probabilities of scores of
answers to questionnaire questions:

X11 X12 X13 X14
X X, X, X 2)

Each line of this matrix is a grouped statistical series
of probabilities of obtaining the j-th score for each i-th
studied factor of the system of assessment of choosing a
company for internship.

Thus, for a generalized assessment of the factor, it is pos-
sible to choose indicators of mathematical expectation, root
mean square deviation, and variation factor.

The mathematical expectation of the score for each i-th
factor can be calculated from the formula:

M(X)=j-X,. 3)

The mathematical expectation of the factor scores
shows the average score of the factor according to a four-
point scale.

Root mean square deviation for each i-th factor is calcu-
lated from the formula:

o(X)=\X, (i-M(x))" )

Root mean square deviation shows the magnitude of fluc-
tuations in the score of each factor around its mathematical
expectation.

Variation factor is calculated from the formula:

100 %. 5)

Variation factor shows how many fluctuations in per-
centage fall per unit of the expected score of the factors.
With the help of this indicator, it is possible to determine
how large the differences in the assessment of this factor by
students are. The results of statistical analysis of the survey
results are shown in Table 1.

The factor of variation of the survey results showed the
magnitude of differences in the scores of respondents for
each factor under study. The least similar among respon-
dents is the opinion about the possibility of relocation to
other countries. This factor has the greatest divergence in

the respondents’ opinions. The most similar is the assess-
ment of the possibility of training in a company (20.13 %).

According to the generalized assessment of the level of
significance of the factor, it is possible to construct a Pareto
diagram (Fig. 6). With the help of such analysis, it is possi-
ble to identify the most significant factors for determining
the place of internship and work, which account for 80 % of
students’ choices to substantiate the place of internship and
work. That is, these factors determine 80 % of the company’s
attractiveness for students when choosing an internship place.

Table 1

Integrated score of the significance of value propositions
at choosing an internship place by representatives of
Generation Z

Value propositions Probability of obtained MX)|0(x) | eV (x)
scores
Level of company’s
scale (for example,
the number of 1 4716 36 10.35[0.12| 243 | 0.91 | 37.41
countries, where a
company is repre-
sented)
Possibility of relo-
cation to another | 0.19 [0.320.31[0.17| 2.45 | 0.99 | 40.18
city/country
Additional benefits
(insurance, working | 0.09 [ 0.30 [0.40{0.21| 2.73 | 0.89 | 32.57
place, etc.)
Active social posi-
tion of CEO 0.12 {0.28 0.39(0.21| 2.70 | 0.93 | 34.63
Working in an inter-\  oq | 99 10.40{0.22| 2.74 | 0.90 | 3291
national company
Office location | 0.07 [0.30]0.39(0.24| 2.80 | 0.88 | 31.36
Positive impact of
good/serviceson | 0.11 |0.2810.35(0.25| 2.74 | 0.96 | 35.07
the environment
Balance of “good 1o 951 38| 0.28| 2.87 | 0.92 | 32.15
actions” and profit
Business rating
and reputation of a | 0.04 [ 0.20 [0.46{0.29| 3.01 | 0.81 | 26.94
company
Internship schedule | 0.04 [0.15[0.41]0.39| 3.15 | 0.83 | 26.50
Official employment | 0.08 | 0.21 [0.30(0.41| 3.03 | 0.98 | 32.17
Salary level 0.02 {0.13/0.40[0.45| 3.27 | 0.77 | 23.61
Training in company | 0.01 | 0.09{0.33]0.57| 3.46 | 0.70 | 20.13

Analyzing the Pareto diagram (Fig.6), we can say
that working in an international company creates addi-
tional benefits for students in the form of the possibility
of relocation to another country/city and the scale level.
These factors do not require additional attention of man-
agement but can be included.

It is possible to rank factors by the degree of impor-
tance using the Sturges method of analytical grouping,
according to which the grouping interval is determined
from the formula:

I M(X)max _M(X)min (6)
M) T 143,322.1gn

M(X)max and M(X)nin are, respectively, maximum and
minimum values of mathematical expectation of signifi-
cance of factors; n is the number of unit of totality.
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Fig. 6. Pareto diagram for analysis of value propositions for choosing an internship place by representatives of Generation Z

Table 2 shows the identification of the integrated score
of the significance of the factors by which students choose
the internship place and determines the factors that were
included in these categories of assessment.

Categorizing the level of importance of the factors in
students’ choice of an internship place allows the company
to focus its efforts and resources on solving the most sig-

(by their level of significance)

formation.

nificant aspects of management during the employer brand

Using (1) to (5), the importance of factors for students
after the internship to continue working in the company was
assessed. Fig. 7 shows the ranking of actors that influenced
the decision to stay in the company after the internship for
Generation Z according to an expert survey.

Table 2

Grouping the values of integrated score of the significance of the factors when choosing the internship place by

Generation Z representatives

Integrated score of
factors’ significances

Category of fac-
tors’ significance

Qualitative characteristic

Factors included in this range

12,43; 2,63]

Low

The level of impact of factors is low, they meet the require-
ments of only a small number of students and are the least
productive to create the attractiveness of the employer brand

Possibility of relocation to
another city/country, business
rating of a company

12,63; 2,83]

Below average

Factors are not able to actively adapt to most of the re-
quests of students regarding the choice of internship place,
their impact on the company attractiveness is not decisive

Office location, work in an
international company, active
social position of CEO, addi-

tional benefits

12.83; 3,03]

Average

The level of impact of the factors is average, they meet the

conditions of the requests of some students, some of them

are on the boundary of making decisions on the choice of
an internship place

Balance between good actions
and profit

13.03; 3,23]

Above average

The level of impact of factors is high, they are attractive
enough for most students when choosing an internship place

Official employment, intern-
ship schedule

13,23; 3.47]

High

Factors have the most productive impact on students’
choice of internship place and create attractiveness of the
employer brand in the market

Salary level, training in
company
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Fig. 7. The results of assessment of the factors influencing the decision to stay for working in a company after internship for
representatives of generation Z, the number of respondents

The most important factors influencing the decision to
stay after an internship at the company are the ability to
combine work and study at university (average score 3.59
out of 4), team (3.54), and access to training at the com-
pany (3.54) (Fig. 7). Score 4 is the highest. The factors
that need to be included in the internship program are
a flexible schedule and the possibility to work remotely,
the presence of a mentor for the internship period, the
opportunity to study at the company and develop as a
professional (Fig. 7).

The tasks set for the internship period, the importance
of a project for a company, and the adaptation program in a
company are important but not priorities. The least import-
ant factors are work in different departments and interna-
tional experience.

3. 3. Analysis of the attractiveness of the work format
for generation Z

After the pandemic, a convenient work schedule for stu-
dents is three working days in the office and two working
days remotely (31.3 %) (Fig. 8). The remote format of work
combined with meetings with the team in the office ranks
second (22.7 %). The hybrid format is ideal. Employees can
choose their own work schedule. It should be added that
only the remote format of work is unacceptable for stu-
dents (13.4 %).

63.4 % of Generation Z plan to work in the special-
ty (63.4 %). Accordingly, this is an ideal option for a com-
pany, since the process of finding candidates for internships
will be easier for the HR team. Only 5.7 % of respondents do
not plan to work in the specialty.

What work format is convenient for us? (taking into account the fact that quarantine will
be over)

3 working days in the office, 2 working days remotely [N 31,30%

Remote work combined with meeting the team in the
office

— 22,70%
I 16%

Work in the office for 5 working days

I 13,40%

4 working days in the office, 1 working day remotely

I 13,40%

Remote work for 5 working days

Fig. 8. The share of surveyed representatives of Generation Z regarding convenient work format



6. Discussion of the results of the research into employer
brand formation for Generation Z

The study of the priority place of work for representatives
of Generation Z was conducted to identify the best practices
for the formation of value propositions by modern companies
that willingly hire young people. Indirectly, this determines
the companies with effective employer brands. It was found
that the most desirable place of work for Generation Z in
the retail sector is Rozetka (Fig. 3), which is caused by the
popularity of the trade brand, the level of informatization of
business processes in the company, flexible work schedule.
In the FMCG area, company Nestle, which is an innovative
company that values creativity of thinking and can give
experience under international business rules, turned out
to be the best company for a potential job (Fig. 4). The least
attractive workplaces are ATB and Ab InBev Efes (Fig. 3, 4,
respectively). Unlike [5], which indicates only attractive ar-
eas for generation Z, the results of the study revealed exem-
plary companies with an established employer brand. This
allows additional analysis of the most attractive employers’
best practices regarding the formed value propositions.

The review of literary sources [1, 2, 4-7, 11-13, 16-21]
allowed constructing a list of value propositions of employ-
ers for Generation Z. Mandatory components are training
in a company, salary level, official employment, internship
schedule, additional benefits, business rating and reputation
of a company. Secondary components include the balance
between “good actions” and profit, the positive impact of
goods/services on the environment, the location of the
company, work in an international company, an active social
position, the possible relocation, the scale level.

A high level of the employer brand in HR management is
defined as the formation of a value proposition for employees
and job seekers with unique qualities and characteristics for
a company in the labor market. A mandatory characteristic
of the employer brand is the attraction of talents and the
creation of a competitive enterprise [9, 15]. It is considered
from two positions: marketing and management, that is,
it has a focus on two target audiences [7, 13, 16]. Also, the
employer brand has an emotional connotation and creates a
certain image for job seekers, which is associated only with
a certain company [19, 20]. It was found that the effective
employer brand has a positive effect on the company’s per-
formance [14, 21].

The results of the quantitative analysis of the survey on
the attractiveness of value propositions made it possible to
identify their specific features for Generation Z. Analysis
of the survey revealed the most and least attractive factors
when choosing an internship place. The highest priority
factors are the salary level (348 respondents) and training
in a company (442 respondents) (Fig.5 and Table 2). The
lowest factors include the level of the company’s scale and
the possibility of relocation to another city or country (Fig. 5
and Table 2).

For the integrated evaluation of value propositions,
we used the Pareto diagram, which is common in the field
of personnel management and allows identifying 20 % of
the most significant factors that give the employer brand
an 80 % success rate (Fig. 6). Unlike [15], where compa-
ny Deloitte, USA identified only general changes in the
values and behavior of Generation Z, analysis conducted
in this study enables an employer to form a better value
proposition for Generation Z. Thanks to this analysis, the

description of internship positions will be more attractive
for candidates.

Due to the global pandemic, there have been changes in
HR processes in companies. First of all, it is the work format
of the company’s employees. Most of them were transferred
to a remote work schedule in order to avoid the spread of
morbidity. The hybrid schedule turned out to be most con-
venient for Generation Z, even in the absence of quarantine
restrictions (Fig. 8). This is a work format of employees, in
which they work three days in the office and two — remote-
ly (Fig.8). Unlike [15], where there is no information about
the work format as a component of the value proposition of
the employer brand, this allows creating new value proposi-
tions during the formation of the employer brand for Gener-
ation Z, which can be effectively used by companies not only
in the context of a global pandemic but also when designing
changes in HR processes in companies.

The complex comprehensively considers and identifies
the main value propositions that are of the most and least
priority for Generation Z. When choosing value propo-
sitions, modern labor market trends, digitalization of the
economy, the COVID-19 pandemic were taken into account.

The drawback of the study is the lack of open questions.
Elimination of this drawback would lead to an increase
in the difficulty of processing survey results, which is not
justified.

Further research will be aimed at the construction of a
methodological toolkit for evaluating the employer brand
and organization of management activities for its formation
by enterprises.

7. Conclusions

1. According to the results of the survey, the main mod-
ern trends of the employer brand in the labor market were
analyzed, indicating their rating of attractiveness for Gen-
eration Z. Among the 9 leading retail companies, “Rozetka”,
“Fozzy Group” and “Comfy” were the most attractive for
Generation Z, according to the results of the survey. Among
13 leading companies in the FMCG sphere, “Nestle” and
“Coca-Cola HBC Ukraine” were the most attractive for
Generation Z. This allowed revealing the best companies
that use the employer brand when searching for staff, and
whose experience can be used as best management practices.

2. Based on the results of the study, it was found that
in order to form the employer brand, it is necessary to take
into account and balance the qualities and characteristics
of potential candidates for employment. In accordance with
this, the employer brand should be considered from the
point of view of the requirements of an enterprise for them
and the value proposition of companies in the labor market.
Generation Z as potential employees is attractive to today’s
employers, who expect their employees to have creativity,
energy, and opportunities to learn and develop with the com-
pany. However, to do this, companies need to form specific
value propositions that would satisfy this target audience.
With the help of established value propositions, companies
position themselves in the labor market and create their own
image for potential employees. A list of the main value prop-
ositions that are important for Generation Z when choosing
a place of work and internship was formed. As a result of the
survey, the priority of value propositions for Generation Z
choosing a place of work and internship was determined. The



following value propositions received the greatest importance
for choosing a place of work: salary level and training in the
company. The possibility of relocating to another city/country
and the company’s business rating were of the least impor-
tance. The following value propositions turned out to be
most important for choosing an internship: salary level and
training in a company. The possibility of relocating to anoth-
er city/country and the company’s business rating were the
least important. Internships are an important part of staff
selection; it makes it possible to accurately identify the most
suitable employees for a company. On the one hand, poten-
tial employees should understand and evaluate the would-be
employment. On the other hand, employers do not want to
spend extra money and time searching for the necessary per-
sonnel. The study of the priority of the factors, considering
which representatives of Generation Z decide to stay in the
company after an internship showed tangible and intangible
incentives that guide them. The most important are: the
salary level and training in the company. The least import-
ant are the possibility of relocating to another city country
and the company’s business rating. This indicates a certain
balance of tangible (salary) and intangible (training oppor-
tunities) value propositions when choosing a company both
for internships and for work after an internship. Openness,

flexibility, and dynamism of the behavioral characteristics of
Generation Z representatives make the value proposition to
relocate to another city/country unimportant for them. And
the absence of authority leads to the low priority of business
rating and the reputation of a company.

3. Quarantine restrictions significantly affected the
organization of work with the staff and the search for job
candidates. The study showed which factors are most at-
tractive to Generation Z under conditions of remote work.
Thus, the most attractive is the schedule in which employ-
ees work three days in the office and 2 days remotely. The
least attractive is the schedule when employees work re-
motely 5 days a week. This indicates the desire of represen-
tatives of Generation Z to plan their time independently, to
have spare time for development and training in attractive
areas of interest.

The content and the level of significance of value prop-
ositions for Generation Z will allow companies to better
understand their target audience when forming their own
employer brand and focus on the necessary aspects of man-
aging their present and would-be staff. The peculiarities of
the character, behavior, way of thinking, and attitude to life
and work of Generation Z should be taken into account to
form the employer brand.

References

1. Ambler, T, Barrow, S. (1996). The employer brand. Journal of Brand Management, 4 (3), 185-206. doi: https://doi.org/10.1057/
bm.1996.42

2. Bilorus, T. V, Firsova, S. H. (2019). Sutnisna kharakterystyka katehoriyi “brend robotodavtsia”. Materialy Mizhnarodnoi naukovo-
praktychnoi konferentsiyi “Teoriya ta praktyka upravlinnia rozvytkom ekonomiky”. Kyiv: TOV «VIPO», 316-318. Available at:
http://magazine.faaf.org.ua/images/stories/zb_conference/zb_conf 10-10-2019.pdf

3. Egerova, D., Kutlak, J., Eger, L. (2021). Millennial job seekers’ expectations: How do companies respond? Economics & Sociology,
14 (1), 46-60. doi: https://doi.org/10.14254/2071-789x.2021/14-1/3

4. Gontareva, 1., Tymoshenko, K. (2019). Methodical approach to the employer’s brand analysis on the case of IT-companies. Social
Economics, 58, 59—69. doi: https://doi.org/10.26565,/2524-2547-2019-58-08

5. 2021 Employer Branding Strategy. Human Resources Today. Available at: https://www.humanresourcestoday.com/2021/employer-
branding/?open-article-id=15046979 &article-title=2021-employer-branding-strategy &blog-domain=bluivygroup.comé&blog-
title=blu-ivy-group

6. Khytra, O., Vykhovanchuk, M. (2019). Synergy of employer’s brand and staff brand as a result of successful HR-branding at an
enterprise. State and regions. Series: Economics and Business, 4, 149—156. doi: https://doi.org/10.32840,/1814-1161,/2019-4-27

7. Martin, G. (2008). Employer Branding — Time for Some Long and ‘Hard’ Reflections? Employer branding. The latest fad or the
future of HR? Research insight. London: Chartered Institute of Personnel and Development, 19.

8. Minchington, B. (2013). The Rise of Employer Brand Leadership. EBI. Available at: https://www.yumpu.com/en/document/
read /53390159 /the-rise-of-employer-brand-leadership

9. Mokina, S. M. (2014). The employer brand concept: essence, functions, classification, instruments of formation. Visnyk
Khmelnytskoho natsionalnoho universytetu. Ekonomichni nauky, 1 (6), 189—196. Available at: http://nbuv.gov.ua/UJRN/Vchnu
ekon_2014_6%281%29 38

10. Mosley, R. (2009). Employer Brand. The Performance Driver No Business Can Ignore. A Shoulders of Giants Publication. Available
at: https://ru.scribd.com/document,/220691312/Richard-Mosley-EArticle

11.  Pareto diagram. Productivity-Quality Systems, Inc. Available at: https://www.pgsystems.com/qualityadvisor/DataAnalysisTools/
pareto_diagram.php

12.  Rosethorn, H.(2009). The Employer Brand. Keeping Faithwith the Deal. Routledge, 248.doi: https://doi.org/10.4324,/97813156 16032

13. Smetaniuk, O. A. (2020). Sutnist ta znachennia systemnoho formuvannia brenda robotodavtsia. XLIX Naukovo-tekhnichna
konferentsiya fakultetu menedzhmentu ta informatsiynoi bezpeky. Vinnytsia. Available at: https://conferences.vntu.edu.ua/
index.php/all-fm/all-fm-2020/paper/view /8754

14. Tuzhylkina, O. (2016). Modern approaches to motivational management of human resources. Ekonomika i orhanizatsiya upravlinnia,
3(23), 340-346.

15.

Sullivan, J. (2004). The 8 Elements of a Successful Employment Brand. ERE. Available at: https://www.ere.net/the-8-elements-of-
a-successful-employment-brand/



16.

17.

18.

19.

20.

21.

22.

23.

24.

Fedulova, 1., Piatnytska, G., Lukashova, L. (2018). Small business in Ukraine: peculiarities and problems of development
in the conditions of the fourth industrial revolution. Marketing and Management of Innovations, 3, 216—228. doi: https://
doi.org/10.21272/mmi.2018.3-19

Zhukovska, V., Piatnytska, G., Raksha, N., Lukashova, L., Salimon, O. (2021). HR-manager: Prospects for Employment in the Labor
Markets. SHS Web of Conferences, 111, 01011. doi: https://doi.org/10.1051 /shsconf/202111101011

Piatnytska, G., Hryhorenko, O., Zhukovska, V. (2021). COVID-crisis: opportunities vs challenges for innovative transformations
and self-development. SHS Web of Conferences, 120, 02003. doi: https://doi.org/10.1051/shsconf/202112002003

Understanding Generation Z in the workplace. Deloitte. Available at: https://www2.deloitte.com/us/en/pages/consumer-
business/articles/understanding-generation-z-in-the-workplace.html

Tanwar, K., Prasad, A. (2016). Exploring the Relationship between Employer Branding and Employee Retention. Global Business
Review, 17 (3), 186S—206S. doi: https://doi.org/10.1177/0972150916631214

Stepanova, L., Tuzhylkina, O. (2018). Formation of positive employer brand in modern conditions. Naukovyi visnyk Poltavskoho
universytetu ekonomiky i torhivli. Seriya: Ekonomichni nauky, 5, 125-130. Available at: http://nbuv.gov.ua/UJRN/
Nvpusk 2018 5 20

Tsymbalyuk, S. O. (2015). The Study and Formation of the Employer Brand: Theoretical and Applied Aspects. Problemy ekonomiky,
4, 247-252. Available at: http://nbuv.gov.ua/UJRN/Pekon 2015 4 34

Urbancova, H., Hudédkova, M. (2017). Benefits of Employer Brand and the Supporting Trends. Economics & Sociology, 10 (4),
41-50. doi: https://doi.org/10.14254,/2071-789x.2017 /10-4 /4

Wojtaszezyk, K. (2012). Rozdziat 2. Employer branding w kontekscie ewolucji nauki o zarzadzaniu i przeobrazen wewnatrz
organizacji. Employer branding czyli zarzadzanie marka pracodawcy. £6dz: Wydawnictwo Uniwersytetu Lodzkiego, 47.



