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ORGANIZATION PERSONNEL MARKETING AS
A NEW APPROACH TO HUMAN RESOURCES MANAGEMENT

Abstract. The transition from administrative-planned methods of managing the economy to market relations
has significantly changed the approach to working with the personnel of the enterprise. Changes occurred not only in
practical work, but also in theory. The consequence of these changes was the emergence of new methods in working
with personnel, which under the new conditions help solve personnel problems of enterprises. The appearance in the
theory of such a concept as “personnel marketing” makes it possible to take a fresh look at the approach to managing
personnel in the new environment.

This article reveals the content of the main marketing approaches to the organization’s personnel management,
defines the goals, functions and tasks of the strategic internal and external marketing of the organization’s personnel.

This article describes the basic marketing approaches to human resource management, reveals the aims, tasks
and functions of strategic internal and external marketing of personnel in organization.

Keywords: management, strategic management, human resources, strategic human resource management,
competitiveness, marketing, personnel-marketing, strategic personnel-marketing.

Introduction

At the present stage of economic development significantly increases the importance of personnel as a
key factor in ensuring the competitiveness of modern organizations. The global economic crisis had a
negative impact on the situation at the labor market, which was manifested both in a significant reduction
in the number of vacancies claimed by employers, and in stricter requirements for candidates for them.
Organizations are beginning to realize the importance of social aspects and their inseparability from
economic [1].

In the conditions of formation of the information society, labor relations require new ways of
implementation, including flexible response to the needs of employees, which leads to a complication of
the interaction systems of the main market participants. It is necessary to consider such direction of
marketing activity as personnel marketing as the actual tool of increase of coordination of interests of
subjects of interaction in the labor market[2].

Methods

Personnel marketing is a type of management activity aimed at long-term provision of the
organization with human resources. These resources form a strategic capacity that can be used to address
specific challenges. The main task of personnel marketing is to create a more attractive image of the
enterprise as a subject of the labor market in order to provide itself with human resources with the best
quality characteristics. Achieving this result is possible by creating an attractive image of the organization,
as well as a clear, relevant presentation[2].

Areas of marketing activities in the field of personnel include:

1.development of professional requirements for personnel;

2.determination of qualitative and quantitative staff requirements;
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3.calculation of costs for acquisition and further use of personnel;

4.selection of sources and ways to cover the need for staff.

The main reason for the emergence and development of a marketing approach to personnel
management was the social development and formation of a "post-industrial" society, which led to
significant changes in the labor market [3].

Firstly, the working-age population has revised its priorities in choosing professions, especially this
trend is noticeable among young people.

Secondly, the general criteria framework of behavior, which depends on geographical social and
traditional factors, has changed.

Thirdly, due to the development of technology and the labor market has changed the motivational
behavior among the working staff.

Personnel marketing is defined as a philosophy and strategy of human resource management
involving effective planning of use of human capital by creating favorable working conditions that
promote productivity, development of staff in the partnerships to the company. Personnel marketing in its
broad interpretation is based on the principles of market activity, which distinguishes it from the
traditional concepts of personnel management, using the classical scheme of functioning of hierarchical
organizational systems. In a narrower sense, personnel marketing is defined as a specific activity of
personnel management in the aspect of identifying and covering the needs of the enterprise in human
resources.

In general, in the scientific and educational literature can be found two main approaches to the
definition of personnel marketing. In the first case, personnel marketing refers to specific activities with an
emphasis on long-term management of the attractiveness of the enterprise in relation to the relevant target
groups of potential employees, as well as existing employees of the enterprise. Personnel marketing is
interpreted as the implementation of the workplace in the foreign market. "Sale" of the enterprise is carried
out and to the employees. However, this approach preserves a certain amount of uncertainty: what is
meant in the economic sense by the "sale" of the enterprise or the workplace? And if the concept of "sale"
is not used metaphorically, what is the peculiarity of this view of the exchange processes in the labor
market?

In addition, there is a hidden contradiction in the definition of the object of personnel marketing. On
the one hand, it is stated that item is a working place (you can say, for example, the creation of models of
competence), on the other hand, we are talking about the formation of attractive image of the enterprise,
with a multifaceted differentiation of staff as a fundamentally heterogeneous set of actors is rarely taken
into account.

In the second case, the researchers adhere to the point of view, according to which personnel
marketing is the activity of the buyer, actively forming the market of potential sellers of labor. However,
market formation cannot be considered a specific and exclusive function of personnel marketing, since in
such a case we must speak of the labor market as a market of goods, while it is rather a market of needs. In
this market, competing ways to meet the needs, and within this competition there is an increasingly subtle
mutual "adjustment" of the individual characteristics of market participants [4].

At the same time, the essential point is that a potential or actual employee as a person has a low
inertia of goals and a high degree of their complexity. At the enterprise on the contrary: the purposes are
inert and structurally simple (cash flows, profit, cost of business). This is due, in particular, to the
emergence of personnel marketing as a scientific and practical phenomenon: it is obvious that a relatively
"simple" (at least in the teleological sense) process is not easy to coordinate with a mobile process in the
target and structural respect, for this specific tools are needed.

Marketing staff may be interpreted as functions of space or functions of choice of ways of executing
transactions between the carriers of labour power, and organizational systems, transforming labor activity
in the set of results, and results regarding all participants of the transaction (workers and entities), and the
definition of operator, distribution of this set on the plurality of participants in the process may be a highly
nontrivial task (the defining to a large extent the essence of personnel management).

In the latter, in fact, is the fundamental difference between marketing staff from marketing of product:
if in traditional marketing a synergistic effect is achieved in the transaction still indirectly, the consumer is
separated from the seller by the act of consumption, wearing tailor-made (saving, of course, only social

— 2 ——
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context, but in a hidden form), then the marketing personnel of the cooperative effect is the basis of the
meaning of the whole transaction and at the same time significantly determines the choice of form of
transaction: the objectives of synergy affect the implementation of labour relations directly.

Another important feature of personnel marketing is the positioning within the boundaries of the
process of equivalent exchange of the carrier of the ability to work as a "buyer", i.e. as an actor who has a
dedicated, actualized need to realize his unique abilities in the framework of socio-economic, industrial
activities and selects a specific organizational structure that best meets all his needs [5].

This approach to fixing the roles of transaction participants in the labor market is not, of course,
accidental. Moreover, explication of the theoretical foundations of this phenomenon in the framework of
different concepts and trends of economic thought is not only able to place markers that define the
theoretical and methodological boundaries of the marketing staff, but also to give a meaningful analysis of
this phenomenon.

For optimal implementation of the marketing personnel need to identify the types and objectives,
identify alternatives of interaction between employers and staff (including important aspects: the variety
of opportunities increases the cost of choice), to explicitate the main ways to attract, retain and mutual
implementation of personnel and organization (given the fact that the attraction is primarily determined by
future projections and not past results), determine strategy (attracting attention), tactics (the conquest of
the shares of), create value (triggers for the implementation of opportunities for labor interaction [6].

The most important element of personnel marketing is its research, analytical capabilities in relation
to specific external and internal labor markets. Traditionally, labor markets are evaluated by enterprises in
terms of the possibility of acquiring a factor of production. This approach, in essence, is based on the
analysis of enterprise costs and almost does not take into account the multidimensional market
heterogeneity and variability of transaction results. The approach peculiar to personnel marketing allows
to specify parameters of labor interaction on the basis of the analysis of demand of employees-clients
(including potential) for services of the enterprise in labor markets [7].

Of course, the definition of demand depends primarily on the adequacy of the relevant market
research, which consists of the following stages: market segmentation, determination of demand
characteristics by consumer groups, determination of demand variability by different characteristics. Data
on the solvent specific demand of consumers in the labor market determine the optimal policy of the
enterprise in the field of labor relations. Segmentation allows you to take into account possible changes in
the parameters of demand and predict the results of activities in the labor market.

When implementing the strategy, it is important to make positioning, segmentation not only of
potential employees, but also directly of the enterprise. Thus, the selection process becomes mutual:
before researching and segmenting the market, building communications with target groups, the
organization should consider itself as an object of marketing and determine its own belonging to a
particular segment of employers or employment providers, determine its features both tactical and
strategic. The success of cooperation between the organization and the staff will depend on the correct
understanding of the marketing characteristics of each other, on the signals that the parties to the
cooperation will give each other in the mutual selection. Features of personnel marketing consist first of
all in orientation on formation within specific communications of "investment thinking" in the sphere of
labor relations of thinking considering structural features of activity sphere of partners, - and in
representation about "credit thinking", that is semiotically standard way of implementation of labor
relations as relations in the labor market [8].

The definition of demand depends primarily on the adequacy of the relevant market research, which
consists of the following stages: market segmentation, determination of demand characteristics by
consumer groups, determination of demand variability by different characteristics. Data on the solvent
specific demand of consumers in the labor market determine the optimal policy of the enterprise in the
field of labor relations. Segmentation allows you to take into account possible changes in the parameters
of demand and predict the results of activities in the labor market.

Mainpart
Features of modeling of market conditions at realization of internal marketing of the personnel, in
turn, consist in the following: here first of all it is necessary to understand difference of these processes
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from the corresponding actions at realization of intraorganizational marketing. This difference is
connected with the task of internal marketing of personnel-the implementation of sales, that is, the
transformation of the employee-client in the external labor market in the employee-client in the domestic
labor market.

Recruitment agencies conduct more in-depth research reflecting [9]:

- the demand for jobs in different kinds of economic activities,

- salary level by groups of vacancies offered by employers and expected by job seekers;

- features of the labor market in the region, comparative analysis by groups of vacancies,

- requirements for applicants for vacant positions;

- features of corporate culture of client organizations;

- the cost of placing information about the set, the distribution of the budget between different
publications; the content and format of ads in individual publications, the frequency of publications;

- the effectiveness of advertising in publications for groups of vacancies.

Based on the results of research recruitment agencies can conduct:

- informing employers about the conditions imposed by applicants for groups of vacancies to the
place and conditions of work;

- advice on the likelihood of finding and hiring applicants who meet the requirements of the
organization, under the conditions formulated by the organization;

- work on the preparation of questionnaires, selection of methods of evaluation and testing;

- personnelaudit.

Marketing personnel in the implementation of the main functions widely uses the advanced
achievements of many Sciences.

.
. informational function

\ communicational function
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Figure 1-Relationship of the marketing personnel function

Personnel marketing is a kind of arsenal of modern techniques and methods of various scientific
disciplines that are used in solving problems of human resources management (fig. 2).
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These functions and areas of marketing research allow to obtain reliable information about the market,
but mainly relate to the external market and reflect the situation of search and recruitment. The problem
has received international recognition. For example, the Nobel prize in Economics 2010 was awarded to P.
Diamond, D. Mortensen and K. Pissarides for the model DMP (Diamond, Mortensen, Pissarides), which is
used in the world to study unemployment and social policy. The model reflects attention to the problem at
the intersection of micro-and macroeconomics-equilibrium in markets where the "search cost" is
significant. P. diamond, considered it necessary to take into account the fact that in all cases of market
interaction for the economic agent is important not only the terms of the transaction, but also the resources
that he spends on the search for alternatives. By analogy with ordinary goods, the cost of finding a new
place of work is considered by the authors of DMP as the cost of finding a product. The DMP model
explains how the "search cost"for employers and job seekers leads to the paradox of having both vacant
jobs and unemployed people who they would suit (other models assumed absolute search efficiency and
equal "search cost" for all applicants) [10].

Theobtainedresults (conclusions)

The marketing approach in HRM involves the application of market segmentation strategies in
practice:

- employers (jobs) and employees (labor force),

- external and internal market in relation to the organization.

When using the marketing approach in HRM, the orientation of the development and implementation
of personnel policy on the strategy of segmentation of the labor market can bring positive results for both
the organization and employees. Segmentation should be carried out taking into account the importance of
the parameters for the effectiveness of the organization.

Insufficient application of marketing approach in practice of human resources management of the
organization, orientation on "mass marketing" reduces practical value of the microeconomic, social-
economic and social-psychological researches providing interesting results for segmentation of the
internal labor market and reflecting a situation of stable work, stimulation, development, involvement,
loyalty.

A. B.AmepxaHoBa
Jouent xadenpsr « Mapketunr» Kaparanauackoro ['ocynapctBenHoro YHuBepcureta uM.E.A.bykerosa

MAPKETHHI IEPCOHAJIA OPT AHU3ALIMN KAK HOBBI IIOIXO/1
K YIIPABJIEHUIO YEJIOBEYECKHUMMU PECYPCAMHU

AnHoTanms. Ilepexon OT aJIMHHUCTPATUBHO-IJIAHOBBIX METOAOB YIIPABIECHUS 3KOHOMHMKON K PHIHOYHBIM OTHOIIECHHSIM
CYIIECTBEHHBIM 00pa30M H3MEHMI TOAXOIbl B PabOTe C MEPCOHANOM MNPEANpUsTUs. V3MeHeHMs NPOU3OLUIH HE TOIBKO B
MpakTH4ecKoil pabote, HO U B Teopuu. CIeICTBHEM 3THX M3MEHEHHUI CTallo MOSBICHHE HOBBIX METOJOB B pabOTe C MEPCOHANIOM,
KOTOpPBIE B HOBBIX yCJIOBHSX ITOMOTAIOT PEIIaTh KaJpOBbIe MPoOIeMbl mpeanpustuid. [TosBieHne B TEOPHN TAKOTO MOHATHS, KaKk
«MapKeTUHT TIEPCOHANAy, JaeT BO3MOXKHOCTH ITO-HOBOMY B3TVIIHYTh Ha MOAXOMA K YHPABICHHIO MEPCOHAIIOM TNPEATIPUSTHS B
HOBBIX YCJIOBUSIX.

B nanHOM cTaTbe packpbIBaeTCS COJECpPXKAHUE OCHOBHBIX MApPKETHHIOBBIX IOJXOJOB K YIPAaBICHHUIO IEPCOHAIOM
OpraHu3alyy, OUPENeINSIOTC Leld, QYHKIMU M 33/1laud CTPATErHYecKOro BHEUIHEr0 W BHYTPEHHEr0 MapKeTHUHIa IepcoHaa
OpraHu3aLuy.

CTaThsMnoCBAIEHa0COOCHHOCTAMPAa3BUTHANIIPHMEHEHUIMAPKETHHT alIePCOHAIABCOBPEMEHHBIXOpraHu3ausax. B cTartbe
OTpa)keHbl OCHOBHBIE TOHATHS M COBPEMEHHBIE TEXHOJIOTMH OOECIEYEeHHUs] OpraHU3allUdM IepCcoHala, BHEIIHHE M BHYTPEHHUE
(haxTOpBI, ONpeEeIsIOmye HAPaBICHNS! MApKETHHTA MEPCOHANA, ¥ OCHOBHBIC 3Talbl MapKeTHHra MEepPCOHala B COBPEMEHHBIX
OpraHU3anusIX.

KiroueBble €J10BA: MEHEIKMEHT, CTPATEIMYECKUN MEHEIKMEHT, YEJIOBEYECKUE PECYpChbl, CTPATErMYECKOE YIpaBJICHHUE
YEeJIOBEUECKUMH  PECypcaMH, KOHKYpPEHTOCIIOCOOHOCTb, ~MApKEeTHHT, MAapKCTHUHITIEPCOHANA, CTPAaTerMYecKHid  MapKe-
TUHTTIEpCOHATIA.
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