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Abstract: This paper provide analytical insight into employer branding as a specific tool for personal marketing 

in healthcare facilities. Currently, organizations do not have a chance to achieve its goals and profits without quality 

and efficiency of working human capital, especially in health sector. To get the right people that organization wants 

and needs has become foundation for developing of marketing tools in personal management. We are talking about 

personal marketing that is constantly trying to ensure efficiency of all core areas for working with people in the 
company. The resulting effect of personal marketing is to gain and attach workforce to organization. It means using 

not only new tools, but also existing marketing tools, human resources management and enterprise management. Such 

tools include employer branding. The aim of this paper examines and analyse the using of employer branding in 

Slovak healthcare facilities. The basis for our case study was secondary data collected through official websites of 

healthcare facilities.  
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1. Introduction 

Human resources are a creative element of every organization. They design and produce goods, provide 

services, control quality, care for application and marketing of products, allocate financial resources and define 

overall strategy and goals of organization. In present, organization does not have chance to achieve its goals and 

profits without quality and efficiency of working human capital. Getting right people to the organization wants and 

needs has become the foundation for developing marketing tools in personal management. We are talking about 
personal marketing that is constantly trying to ensure efficiency of all the core areas of working with people in the 

company. The resulting effect of personal marketing is to gain or attach workforce to enterprise. It means, using not 

only new tools, but also existing marketing tools, human resources, human resources management, and enterprise 

management. Such tools include employer branding. 

2. Definition of employer branding 

Ambler & Barrow (1996, in Sokro, 2012 p. 165), first applied concept of brand to HRM, viewing employer as 

brand and employees as customers. They define employer brand as “the package of functional, economic and 

psychological benefits provided by employment, and identified with the employing company, and identified with the 
employing company”. Employer brand therefore provides both economic and psychological benefits to employees.  
According to Dell and Ainspan (2001), employer brand creates image of organisation based on their offerings in 

terms of values, systems, policies, and behaviours for attracting, motivating, and retaining the current and potential 

employees. It communicates to the targeted employees as ‘great place to work’.  

 
By Priyadarshi (2011) employer branding is fast emerging a potential tool not only to communicate to the 

potential employees but also to the existing employees that value proposition of current employer supersedes their 

competitors. It is known that 65% of operating costs come from human resource costs, so managing these down make 

you immediately more profitable. For this reason, it is important to understand that margin enhancement actually 

starts with your human resource attraction and retention strategy, which is inevitably, your employer branding. The 
results of study by Kucherov and Zaryalora (2011, in Adibah Ahmad and Daud, 2015, p. 692) strongly supported 

notion that the organization with employer brand gained a number of economic advantages due to lower rates of staff 

turnover and higher rates of HR investments in motivation attribute’s activities of employees. Suikkanen (2010) 

stated that Employer Branding can be considered as a staff retention method as it influences the entire employment 

experience, promotes the concept of good place to work and decreases voluntary turnover. The findings of the study 
by Sokro (2012) propose that organization uses employer branding strategy in their business to pull in employees to 

stay with the company. It was also discovered that employer brand may fundamentally impact the choice of 

employees to stay or leave the organization. By Berthon et al. (2005), HR practitioners also suggest five steps to 

developing a strong employer brand:  

 
(1) understand your organisation,  

(2) create a 'compelling brand promise' for employees that mirrors the brand promise for customers,  

(3) develop standards to measure the fulfilment of brand promise,  

(4) ruthlessly align all people practices to support and reinforce brand promise,  

(5) execute the measure. 
 

Sokro (2012) analyses found that 89.7% of respondents indicated that brand name of the organization influenced 

their decision to join organization they work for, and 86.2% would opt for their organizations as employers of choice 

because of the good will. This was further supported by Copenhagen Business School (2009) research findings. 

General studies show that 65% of candidates are attracted to an employer because of brand image, while the same 
study shows that 62% of employees leave an organisation because of the inconsistency of the brand image and the 

reality experienced once employed (Copenhagen Business School, 2009). Every rational employee wants to work in a 

company that has excellent reputation and is highly talked about publicly. For this reason, it is not surprising that a 

great percentage of the respondents indicate that the brand name or image of their organizations were crucial in their 
decision to work with them. 
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Berthon et al. (2005) gave a point of view of a scheme of five measurements of employer brand that are 

applicable to employees which are, Interest Value, Social Value, Economic Value, Development Value and 

Application Value:  
 

• Interest Value is in view of the perception that an organization conveys an encouraging and enthusiastic 

workplace, inventive company policies and procedures, and uses creativity of its employees to develop 

prestigious products and services.  

• Social Value, on other hand, alludes to the degree to which organization offers employees a friendly, 

enjoyable and pleasant working environment and promotes collegiality and teamwork culture.  

• Economic Value is based on the perception that organization provides its employees above-average 

remuneration, job security and prospects.  

• Development Value implies degree to which an employer acknowledges accomplishments of his 

employees, and gives career-enhancing experiences that act as a commencement for future employment.  

• Application Value is in light of the perception that employer offers employees chances to apply their 

knowledge and skills at work and teach others through training, coaching and mentoring opportunities.  
 

Moroko and Uncles (2008) argue that consumer, corporate, and employer branding share similar characteristics, that 

is: a brand has to be noticeable, relevant and resonant, and unique. They suggest that an employer brand can be 

regarded as a psychological contract between an employer and employee, and similarly corporate branding literature 

has long considered a brand as a promise from an organisation to customers. For this promise to be successful in an 
employment context (as it would in a product/service context), employer brand propositions should be established to 

ensure that rational and emotional benefits are congruent with existing and potential employees’ expectations (Mosley 

2007, 125). 

3. Data and Methodology 

The basis for our case study were secondary data collected through the official websites of Slovak healthcare 

facilities Svet zdravia a.s., which are consider as the most attractive employer in health sector in Slovak republic.  

To reach the aim of this study, we use descriptive survey. A descriptive survey is a research method for 

gathering information from individuals for purposes of describing attributes of larger population of which individuals 
are members. Surveys can be useful when a researcher wants to collect data on phenomena that cannot be directly 

observed. In this study we decided to use one of the most popular tools of description survey, for which we consider 

descriptive case study.  

McDonough and McDonough (1997) suggest that descriptive case studies may be in a narrative form. The 

challenge of a descriptive case study is that the researcher must begin with a descriptive theory to support the 
description of the phenomenon or story. If this fails there is a possibility that description lacks rigour and that 

problems may occur during the project. Yin (1984, 23) defines case study research method as an empirical inquiry 

that investigates a contemporary phenomenon within its real-life context, when the boundaries between phenomenon 

and context are not clearly evident and in which multiple sources of evidence are used. 

4. Case study of employer branding in selected healthcare facility – Svet zdravia a.s. 

In our case study, we decided to demonstrate the use of personal marketing and employer branding at the 

selected health facility operating through multiple facilities across the entire Slovak republic. As a suitable example, 

we choose Svet zdravia a.s. The company currently acts as the most attractive employer in the healthcare sector, 
which is also the result of its employer branding. Jobseekers in the healthcare sector can choose from the 17 hospitals 

that company is the operator of. The health care facility shall take into account the appropriate choice of staff who 

applies rules of communication.  

Maintaining a welcoming atmosphere is very important, while giving patient feeling that they are one of the 

most important articles of a specialized hospital that can professionally take care of them. But the company has put a 

question for its candidates in the context of building its employer brand: who will take care of them?  
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Also, in this organization, external employer branding is a set of activities that lead potential candidates to send 

their CVs to their personnel agency. On the beginning, was effective to create a stand-alone career website that has 

proven too many companies. It gives opportunity to present candidates, for various information about company and 
especially for career opportunities. The form of content depends on the nature of company's business, but mainly on 

the people who already work in the company, and on type of target group of candidates, which company wants to 

gain.  

In this case, career website should be young and fresh, because this organization considers the young specialist 

medics as their target group. But only creating a career website is not bringing the wishing results to the company. It 
is important to bring their target group of candidates to this website. There are two ways to lead candidates to the 

website - online and offline way. In this case, organization prefers to use online way, which contains online 

advertising, banner ads, or social media advertising. In the Figure 1, we can observe the using of a tool of external 

employer branding through career website of selected organization. 

 

 

Figure 1 External employer branding of Svet Zdravia a.s. (Jobangels 2018) 

 

Svet zdravia a.s. offers specific job positions through personnel agency jobangels.co, which refers the attendants 

to official site of company to the career section. At the company profile on the personnel agency page, candidates can 

learn about various benefits and information about working in company. In addition to this information, company 
uses form of external personal marketing.  The main principle of functioning of this agency is based on the name job 

angel. Through this agency can anybody recommend their friends or relatives working in health sector to attend a job 

interview.  

When an attendant successfully completes the selection process, personnel agency will pay a financial reward. 

The amount of the financial reward varies depending on the type of job. The average amount paid ranges from 150 to 
250 euros. On career page, there are still available videos from current employees of the company, trying to bring 

benefits of working in company and enterprise culture to the candidate. In the Figure 2, we can observe the offer of 

specific job positions with financial reward. 
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Figure 2 Offer specific job positions with financial reward (Procare 2018) 

In November 2017, company opened the most modern and best equipped hospital within the Slovak republic . 

Marketing department decided to introduce this hospital to public and also to potential new employees on high level, 

what is considered as an extraordinary step in health sector in this country. They also used social networks and their 

tools, for example creating an event on Facebook or Instagram special, for this opening day. This kind of 
communication through social networks had a great impact not only for propagation of the new hospital but also for 

strengthening public relations and employer brand.  

Subsequent external employer branding and empowerment of public relations was realized through PR articles 

in a trustworthy media and websites, for example, etrend.sk, dennikn.sk, webnoviny.sk, TV Markíza, TV JOJ and 

others. The company has ensured that not only brand of its healthcare facilities, but also brand of company 
strengthened in labour market and stood in competitive environment of attractive employers. In selected PR article by 

Hunk's journalist for etrend.sk, there was a conversation with the new head doctor of internal department at 

Michalovce hospital, which explained reasons for changing her employer (UNLP KE) and revealed benefits of a new 

working environment and corporate culture.   

The internal employer branding helps to build internal relationship of employees with the corporate culture. 
Corporate culture is not just announced, it is supported by community activities of organization. Svet zdravia a.s. 

invests into several projects, which are not made for the profit. The projects are run to make a better place to work. 

Company offers its resources and the financial support. Internal employer branding helps to promote name of 

organization on job market. Job candidates notice the presence of company in community. They start to build positive 

relationship with organization. The employees are proud to work for this company, which is actively participating in 

community life. It is the main purpose of internal branding.  

From last figure we can see the implementation of an internal employer branding. Their own educational 

institution - „Procare Academy“was designed to build a close relationship with their employees through the particular 

activities focused on engagement and education of employees. The organization carries out continuous employee 

training and identification with corporate culture under the idea: 
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"Our goal is to provide high-quality health care, high expertise and professionalism. It is up to us to have 

experienced people who are experts in their field and want to make the most of their potential and skills. Everyone is 

important in ProCare. That's why ProCare's training of our employees is one of the key activities. Through ProCare 
Academy, we provide participation in professional events such as conferences, seminars, congresses, and support for 

certification or specialist studies. " 

In practice, we can see positive results of applying an internal employer branding because the company was 

awarded by its employees in a Slovak awards – „The best employer of the year“, as the best employer in health sector 

in Slovakia. 

 

Figure 4 Internal employer branding of Svet zdravia a.s. (Procare 2018) 

 

5. Conclusions 

Given that organization operates in a not very attractive sector such as health care, it has set its own personal 

marketing and employer branding on a very high level because it is aware of the problem of maintaining the talents 

and migrating them under better working conditions abroad. The effective employer branding of this organization has 
greatly contributed to its visibility and increased competitiveness in the labour market among other employers. This is 

also evidenced by the award of the best employer of the year 2017 in the health sector that the organization has 

received. 
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