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“EMPLOYEES ARE THE SOLE FACTOR YOU CAN 
CONTROL. AT LEAST UNTIL THEY LEAVE YOUR 
COMPANY.“
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I find employee relationships building and employee 
engagement increasing the most important factor of 
creation of a strong and stable employer brand. That can 
be done only through quality internal communication.

n What do you think about 

the present situation in 

companies in relation to HR 

marketing? Is it perceived 

as a novelty, as something 

that belongs in the future or 

is it being gradually taken for 

granted?   
In Slovakia, HR marketing 
reached its peak at the turn of the 
millennium. It was in particular 
about branches of supranational 
companies that drew inspiration 
from and relied on experience 
of their colleagues from other 
countries. The other aspect was 
the need for mass recruitment 
for the expanding business 
environment, often searching 
for candidates in short supply, in 
particular from the IT field. Crisis 
put an end to it.

n Does that mean that HR 

marketing has declined in 

importance due to crisis?

The opposite is true. HR marketing 
is not only about recruitment 
campaigns - these are tactical 
tasks. One of the main goals of HR 
marketing is to build an employer 
brand, which is a strategic task,  
a real long run. Already before the 
onset of crisis companies started 
to bitterly realize that releasing 



a recruitment campaign was 
not enough to ensure an inflow 
of quality résumés. To ensure 
that it is necessary to actively 
build awareness of the company 
in the target group. It is about 
the company‘s “employee value 
proposition“ – i.e. the added 
value the company is able to 
offer to its potential candidates. 
It is always more difficult to 
build an employer brand for 
B2B (Business-to-Business) 
companies than for known B2C 
(Business-to-Customer) brands. 
Even a neutral approach of  
a candidate to a B2C company 
product or service may represent 
a significant head start on a weak 
employer brand of a B2B company 
that conducts business only in 
an intercompany environment. 
Company Johnson Controls was 
a good example of that: seven 
years ago, this global giant in 
the automotive industry decided 
to open its administrative center 

in Bratislava, a sort of extended 
hand of its German corporate 
office. While the brand awareness 
among people working in the 
mechanical industry was great, 
when we were testing the initial 
situation with new target groups 
such as people working in the 
IT industry and accountants, 
we found out that they were 
automatically mistaking Johnson 
Controls for another company 
- Johnson & Johnson. It was 
clear that it was necessary to 
thoroughly work on the employer 
brand. Today, Johnson Controls 
has its firm place at the relevant 
target group. I think that in 
B2B companies, a significant 
portion of resources invested in 
HR marketing should come from 
corporate marketing because on 
small markets such as the Slovak 
or Czech one, HR marketing is 
often the only reasonable form 
of making the corporate brand 
more visible.

 n You have mentioned that 

crisis put an end to mass 

recruitment. What will be the 

future of recruitment?

Yes, crisis not only put an end 
to mass recruitment but also 
significantly diminished selective 
individual recruitment. I am 
not surprised. Companies are 
cautious - the business mindset 
is not getting better, employee 
costs are increasing and the 
quality of fresh graduates is 
decreasing. Despite that I do not 
think that there will be no more 
mass recruitment activities, for 
instance if a new player enters the 
Slovak labor market, it will need 
to people its table positions at 
once. However, there is a paradox 
there – despite the fact that 
Slovakia is among the countries 
with the highest unemployment 
rate in the EU, there are very 
little quality candidates. We take 
for the basis that companies 
are interested in quality and 



experienced candidates - but 
these are already employed and 
often resist the labor market 
happening. It will be interesting 
to follow how Swan, the fourth 
mobile operator, will succeed 
in winning over the talented 
people currently working for the 
competitors. Yes, it is a legitimate 
practice. On the one hand, 
companies always endeavor to 
win over ready people from the 
competitors and on the other 
hand, they want to maintain 
their most talented. An employer 
brand is about that, too.

n Which department should 

be in charge of HR marketing? 

The opinions about where HR 
marketing “fits“ best are diverse. 
However, I think that there is 
no universal answer. Firstly, HR 
marketing is a relatively young 
discipline.  Secondly, each 
company has different needs 
and specifics, depending on, e.g. 
prevailing typology of potential 
candidates: white or blue collars? 
Experienced professionals or 
fresh graduates? Continual 
need for workforce inflow or 
one-time recruitment for newly 
acquired projects? Thirdly, what 
is the size of the company and 
at which stage of development is 
it? What is its company culture? 
For global companies, I would 
also consider the relationship 
or level of independence of  
a local branch from its corporate 
office. In certain companies, HR 
marketing is integrated in the 
marketing department whilst 
in the others, HR marketing 
falls under the powers of the 
HR department. Abroad I saw 
that companies had specialized 
departments created for that 
or outsourced it completely.  
I am sure that skills are more 
important than organization 
structure, because the optimal 
contribution is in team setup 
which should be comprised of 
marketers, HR, creative and 
communication professionals.  
I have never seen a survey that 
would analyze to what extent 
HR marketing is implemented 

in Slovak businesses and under 
which department. A year ago, 
our non-profit organization 
AICO conducted a survey of 
the internal communication 
status in Slovakia. The survey 
has revealed that internal 
communication is implemented 
in 70% of businesses while in 
25% of the cases it falls under 
the HR department, in 14% 
of the cases it falls under 
marketing, in 9% of the cases 
under the IT and communication 
departments and only in 5% of 
the cases under separate internal 
communication departments 
that have been created. I would 
not be surprised if a similar 
survey revealed that in Slovak 
businesses with HR marketing 
in place, HR marketing is part 
of the responsibilities of the HR 
department.

n How to build an employee 

brand? 

The goal is to build such  
a perception of the employer 
brand that potential candidates 
would contemplate the employer 
as a suitable alternative for 
their career. That goes hand in 
hand with building relationships 
with schools, media, student 
organizations and any other 
relevant institutions. These 
are external relationships. 
We should add building or 
maintaining relationships with 
former employees on that. 
However, when building a strong 
and lasting employer brand,  
I find building relationships with 
employees and increasing their 
engagement most important. 
That can be achieved only through 
quality internal communication. 
Employees are the sole factor 
you can control, at least until 
they leave your company – the 
question then is whether they 
will be your ambassadors or  
a source of fast spreading negative 
word of mouth. Employees 
have a significant influence on 
social networks because they 
are considered to be a direct 
reference. If internal reference 
programs are activated, engaged 

employees may bring much better 
tips on new colleagues because 
they know both the candidate’s 
qualities and the environment 
and work requirements. It is also 
important to correctly pre-set 
such a reference program and 
promote it internally in the right 
way.

n What should be avoided 

when building an employer 

brand?

Misleading and cheating, 
including endeavor to pretend an 
image that does not correspond 
to the actual situation of the 
company and its culture.

n And if a company does not 

need or plan recruitment 

or even plans to reduce the 

number of employees? Does 

it make sense to build an 

employer brand also if this is 

the case? 

I am sure that it is worthwhile 
investing in employer brand 
building even during a hiring 
freeze. As I have mentioned 
before, a quality employer 
brand can positively influence 
also other areas and engaged 
employees can efficiently act 
as ambassadors of goods and 
services. Also thanks to that you 
can see efficient commercials 
with real employees acting 
as protagonists – almost all 
automotive companies have 
adopted this approach although 
their hiring freezes were the 
most extensive. It is certainly 
worthwhile investing in employer 
brand building. A company may 
attend job fairs, develop its 
activities at universities even if 
it has no open positions at the 
given time. When students then 
enter the labor market, they 
already know the brand which 
is particularly beneficial for B2B 
companies. Imagine for example 
pharmacy students who learn 
about a pharmaceutical company 
and then they get a job in  
a pharmacy.
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