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Abstract: This paper examines how the main attributes of human resources (HR)
marketing identified in Randstad studies as supporting employee satisfaction and
employer branding are applied in practice in a large manufacturing organisation.
The research responds to the European labour-market context characterised by
a shortage of skilled employees and the need to attract and retain qualified
workers. However, a distinct research gap remains as prior Randstad surveys
mapped employee satisfaction attributes but did not operationalise them against
HR marketing mix tools or test their empirical on-site implementation in
manufacturing firms. The study uses an exploratory, descriptive, qualitative
single-case design. Data were collected from internal organisational materials,
interviews with HR managers, and five semi-structured focus groups involving 35
employees from production and technical and managerial positions (12 women
and 23 men; 4 with primary education, 13 with secondary vocational education,
16 with secondary education with a school-leaving examination, and 2 with
higher education). Qualitative content analysis was used to identify patterns
and categories corresponding to the four elements of the HR marketing mix:
product, price, place, and promotion. The findings show that a strong product
brand can provide a foundation for promotion and support employer branding.
At the same time, employer stability alone does not constitute a sustainable
competitive advantage. Managers’ tacit knowledge, communication skills, and
ability to communicate organisational vision are important components of HR
marketing. Although salary is a key factor in employee satisfaction, the findings
indicate that employees are often dissatisfied with pay regardless of its level;
therefore, remuneration alone is not a sufficient foundation for employer branding.
The study recommends integrating HR marketing mix elements, personalising
non-financial benefits, ensuring transparent incentive systems, strengthening
internal communication, and using the organisation’s product brand to support
employer branding. The findings may assist organisations seeking to strengthen
employee satisfaction, retention, and competitiveness in the labour market.
Keywords: employee satisfaction; employee retention; human resource
management; labour market; qualitative research; competitive advantage;
employee loyalty

1. Introduction
1.1. European Union and Czech labour market challenge context

The paper’s content responds to current topics that resonate in the European
Union (EU) labour market (Carolan, 2024), namely low unemployment, the
decline in the total number of people in the labour market, and the shortage of
skilled labour. Unemployment in the Czech Republic is around 3%, representing
one of the lowest unemployment rates in the European Union (Úřad práce, 2023).
In this challenging environment, employers constantly ask how to attract and
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retain talented workers and remain competitive in human resource management.
Employees, who according to marketing principles are viewed as internal

customers in this paper (Benraïss-Noailles & Viot, 2021; Gladka & Fedorova,
2019; Jančíková & Milichovský, 2019; Myslivcová, 2019) and who play a
crucial role in building an organisation’s competitive advantage (Aránega et
al., 2023; Szostek et al., 2023), expect a high standard in the employer’s
offering. Nowadays, employees behave more actively and selectively in the
labour market, seeking employers that offer attractive salaries, benefits, a
pleasant work environment, and an interesting job description, ensuring work-life
balance (Randstad, 2022, 2023). These market realities place high demands on
organisations, requiring proactive and innovative HR management approaches
(Jančíková & Milichovský, 2019).
1.2. Generational workforce heterogeneity and talent demands

Understanding generational workforce heterogeneity is a core variable
shaping employee perception of HR marketing attributes. Unlike Generations X
and Y, Generation Z has distinct expectations regarding work life, particularly
regarding work flexibility, digital environments, mental health, and employer
social responsibility (Wąsowicz-Zaborek & Oleksiuk, 2025). Concurrently,
Generation Z is characterised as adaptive, technology-oriented, and selective
regarding employers whose values must align with their personal principles
(Zahlimar et al., 2023; Zilka, 2023). Furthermore, Generation Z does not
consider traditional, purely financial benefits as the primary driver of employer
attractiveness, placing greater value on benefits focused on work-life balance and
personal development opportunities (Kofroňová, 2024).

In contrast, Generation Y prioritises work-life balance and less hierarchical
organisational structures (Dreyer & Stojanová, 2023; Wolf et al., 2005).
Alongside prioritising job satisfaction and effectiveness, Generations Y and Z
collectively seek flexible, inclusive, and equitable work environments (Nabahani
& Riyanto, 2020). Meanwhile, Generation X employees are characterised in
the academic literature as distinct from Generations Y and Z, influenced by a
combination of traditional HR instruments and by a prioritisation of a stable
working environment and recognition. Based on available sources, there is a
clear trend showing that employers target Gen Y (Millennials) and Gen Z more
frequently than Gen X (Vujovič & Tripkovič, 2023).
1.3. HR marketing conceptual evolution

The paper presents HR marketing not only as an effective tool for reaching
potential employees (Fettig et al., 2018; Van Dierendonck et al., 2016) but
primarily as a tool that promotes the satisfaction of existing employees (Hitka et
al., 2015; Love & Singh, 2011). HR marketing can generally be seen as applying
marketing rules and principles in human capital management (Bejtkovsky &
Copca, 2020; Ng et al., 2010; Saini et al., 2014), offering effective practices
to meet company HR needs and address existing and potential employee
expectations (Gladka & Fedorova, 2019; Sinha et al., 2020). The primary task
of HR marketing is to support the development of an organisation’s reputation
to differentiate it from competitors and increase its attractiveness as an employer
(Urbancová & Hudáková, 2017).
1.4. Employer branding theoretical linkages

HR marketing is intrinsically linked to building a strong employer brand
(Kanning, 2016). Similar to Kanning (2016) and Benraïss-Noailles and Viot
(2021), this study presents employer branding as the conceptual link between HR
marketing and employee loyalty. An employer brand represents an organisation’s
most valuable asset and a primary source of competitive advantage (Bejtkovsky
& Copca, 2020; Ong, 2011; Wroblowska, 2019). In the context of HR marketing,

2



Human Resources Management and Services 2026, 8(3), 6322.

employer branding helps organisations retain existing qualified employees
(Backhaus & Tikoo, 2004; Berthon et al., 2005) while simultaneously attracting
potential high-quality candidates (Berthon et al., 2005; Kashive & Khanna, 2017;
Krejčová & Eger, 2023; Ong, 2011).
1.5. Research gap and research objectives

The authors present a case study that addresses employers’ needs to obtain
quality, qualified employees and retain them over the long term. Existing
research in HR marketing has identified attributes that are important for
employee satisfaction and employer branding (Randstad, 2022, 2023). However,
existing literature predominantly treats these attributes—collectively forming the
Employee Value Proposition (EVP)—as fragmented or purely descriptive factors.
There is a distinct theoretical gap regarding how individual EVP components
are systematically structured and operationalised across specific HR marketing
mix tools (Product, Price, Place, Promotion) and how generational workforce
preferences influence their on-site perception in manufacturing environments.

Based on knowledge of HR marketing principles and the identified research
gap, qualitative research in the form of focus groups with 35 respondents was
conducted at a large manufacturing company. The attributes previously identified
by Randstad (2022, 2023) were used to structure the qualitative inquiry and
content analysis. The primary objectives of this study are:

To systematically map empirical satisfaction attributes (Randstad, 2021–
2023) onto the 4P HR marketing mix framework.

To empirically evaluate the on-site implementation and perception of these
attributes across different employee groups (considering generational workforce
heterogeneity).

To develop an integrated model of the marketing mix in HR marketing that
connects EVP components with operational HR strategies to strengthen internal
employer branding and employee retention.

The authors deliberated on the selection of the organisation based on
predefined criteria. The authors set the following criteria for selecting the
organisation as a “typical case” (Chrastina, 2019) among large manufacturing
companies in the Czech Republic. The organisation had to fall into the category
of a large employer significant for the region, where a small family-type collective
that can motivate employees to have high loyalty to the employer without
implementing high-quality HR marketing is not the main element of employee
satisfaction (Kuruppuge and Gregar, 2018). Further, it had to be an organisation
with a long tradition and, hence, a well-known brand doing business in a
traditional segment in the region, and thus, many organisations are doing business
in it. As a result, such an organisation faces significant competition in the job
market and is forced to use HR marketing. The selected organisation operates
in the glass segment, which is typical for North Bohemia. The Czech Republic
is highlighted in historical sources and scientific works as a significant region
for the glassmaking tradition, with an emphasis on the origins and development
of glassmaking in Bohemia since the Early Middle Ages and the Middle Ages
(Zlámalová Cílová et al., 2021). The organisation has 1659 employees, of whom
1315 work in production and 344 are in management. The organisation has eight
plants specialising in various types of glass products.
2. Literature review
2.1. HR marketing

Although HR marketing is still considered a new concept in the Czech
Republic (Jančíková and Milichovský, 2019), the first references to the concept
in German literature date back to the 1960s. (Maier, 1991). HR marketing is
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generally understood as applying marketing principles and rules to human capital
management (Bejtkovsky and Copca, 2020; Ng et al., 2010; Saini et al., 2014).
According to Sinha et al. (2020), HR marketing offers the best and most effective
practices in human resource management. Urbancová and Hudáková (2017) add
that the primary task of HR marketing is to ensure and support the development
of an organisation’s reputation, thereby differentiating it from competitors and
increasing its attractiveness as an employer.

Gladka and Fedorova (2019) discuss managerial activities in the context
of HR marketing aimed at meeting the company’s HR needs and identifying
the needs of existing and potential employees. These authors perceive HR
marketing in the broadest sense - as a tool of competitive advantage focused
on the company’s needs and existing and potential employees. On the other
hand, Kryger Aggerholm et al. (2011) view HR marketing in a narrower
sense, describing it as a tool for managing, building, and influencing human
resource relationships within an organisation. The authors link HR marketing to
employer branding. As a means of motivation and engagement, targeting existing
employees, they also see HR marketing as a Hitka et al. (2015) and Love and
Singh (2011). Barrow and Mosley (2005) add that it is a means of satisfaction
for existing employees.

Authors Fettig et al. (2018) and Van Dierendonck et al. (2016) link HR
marketing to potential employees. They view HR marketing as an effective
tool for achieving a competitive advantage in attracting or reaching potential
employees. Wozniak (2015) argues that, in this case, it is important to approach
potential employees appropriately through targeted marketing.
2.2. Marketing mix in HR marketing

Just as the classic marketing mix is a tool for applying marketing strategies
in classical marketing, so too is the marketing mix in HR marketing a tool
for applying HR management strategies (Jančíková and Milichovský, 2019;
Myslivcová, 2019). This HR marketing mix consists of Product, Price, Place, and
Promotion, following the classic marketing mix (Hitka et al. 2015; Spielmann,
2015; Urban et al. 2011; Wickham and O’Donohue, 2009).

As stated by Malý (2022), a product in HR marketing is a job position
whose attributes include the worker’s requirements, the place of performance, the
organisation of work, the working hours, and the amount of work the company is
trying to ‘sell’. Pratoommase (2015) states that the job offer should be meaningful
and engaging.

Price in HR marketing, from the employer’s point of view, represents,
according to Spielmann (2015), Urban et al. (2011), and Wickham and
O’Donohue (2009), the full labour cost. It is all the expenses the employer incurs
for employee wages, recruitment and training, or covering social and HR needs,
for example. According to Gladka and Fedorova (2019), HR marketing is an
essential tool for promoting loyalty and motivation to meet mutual expectations.

The promotion targets two groups of employees. In the first case, it is
aimed at potential employees. In this case, according to Gladka and Fedorova
(2019), it is about demonstrating the job offer on the labour market. According
to Myslivcová (2019), the promotion strategy for potential employees aims to
inform them about the job offer. Bednar et al. (2013) present promotion in HR
marketing as a broader concept. He says that companies use this tool to build a
good name and a strong employer brand, create a positive public attitude, inform
suitable candidates about job vacancies, and strengthen the organisation’s position
in the labour market. In the second case, HR marketing communication is directed
towards existing employees. This internal communication relates to all internal
processes in the company, corporate culture, and employer branding. As stated
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in Suchá (2023), effective internal communication leads existing employees to
recommend the employer to their friends, who then promote the employer brand
to the public.

The place marketing tool in HR marketing is, according to Pratoommase
(2015), not only the place of work in terms of facilities, equipment and technology
used, but also, according to Vysokajová et al. (2011), Jančíková and Milichovský
(2019), patterns of behaviour among employees, workplace relationships,
problem-solving and generally accepted norms and values. Corporate culture is
also related to the workplace and, according to Mensik (2022), can be considered
the basis for employer branding. It helps the company create a desired brand
image that employees (current and potential) perceive and can identify with
(Spielmann, 2015; Wickham and O’Donohue, 2009).
2.3. The most essential attributes of the marketing mix in HR marketing

Company Randstad (2022, 2023), the largest provider of human resources
services, has been conducting employee-focused research for several years to
identify the most critical employee satisfaction attributes in HR marketing that
lead to employer branding. The authors used findings from Randstad’s surveys,
conducted on a representative sample of respondents in 2021, 2022, and 2023,
for this case study. Table 1 presents the seven most essential attributes from
these surveys, which the authors, in the spirit of marketing principles (Gladka and
Fedorova, 2019; Spielmann, 2015; Urban et al., 2011; Urbancová and Hudáková,
2017; Wickham and O’Donohue, 2009) linked to the different marketing mix
tools in HR marketing. This table created a semi-structured scenario for the focus
group (see Table 2 with coding scheme).

Table 1. Evolution of the level of importance of satisfaction attributes in the marketing mix (in % ) (Randstad, 2022,
2023).

attributes element of the marketing mix 2023 2022 2021

Attractive salary and benefits price 68 70 74
Financial health product 66 64 68

Pleasant working atmosphere place 64 63 66
Job security product 63 63 67
Location place 54 51 42

Interesting job description product 49 55 58
Work-life balance product 52 50 52

Table 1 shows that the order of attributes has remained virtually unchanged
over the years, with attractive pay and benefits still being the most important for
employees (Randstad, 2022, 2023). In our opinion, an organisation’s financial
health is closely related to job security, which is why these categories were
combined in the focus group. Randstad’s research did not identify any attributes
related to the marketing communication tool. This indicates that employees need
to be made aware of the importance of this tool. However, it is essential to
communicate the organisation’s strategic priorities to employees. For example,
it is used to inform employees about the job description. This tool increases
employees’ loyalty, commitment and motivation (Gladka and Fedorova, 2019;
Myslivcová, 2019; Suchá, 2023). Thus, the authors included promotion among
the facts identified in the focus group (see coding scheme in Table 2).
2.4. Employer branding

As is evident from the text above and as stated by Bejtkovsky and Copca
(2020), Bondarouk and Ruël (2009), Edwards and Edwards (2013), Kanning
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(2016), Resch (2019), and Strenitzer (2016), practical marketing mix work in
HR marketing is closely related to employer branding. According to Backhaus
and Tikoo (2004), an employer brand can be characterised as a process resulting
in an identifiable and unique identity. An employer brand helps current and
potential employees understand who the organisation is (Love and Singh, 2011).
Central to employer branding is the EVP, which encompasses the overall package
of functional, economic, and psychological benefits that an organization offers
in exchange for employees’ skills and commitment (Backhaus & Tikoo, 2004;
Barrow & Mosley, 2005). While theoretical models recognise EVP as the
cornerstone of employer brand identity, the existing literature lacks an operational
framework for categorising and managing these value propositions. According to
Kanning (2016), the employer brand links HR marketing and employee loyalty.
The role of the employer brand is to communicate the functional and symbolic
benefits of the organisation to potential employees (Backhaus and Tikoo, 2004;
Lievens et al., 2007; Lievens and Highhouse, 2003; Weske et al., 2020). The
employer brand differentiates the organization from competitors in the labour
market (Love and Singh, 2011). In this context, Wroblowska (2019) adds
that employer branding is becoming increasingly important in today’s global
competitive environment. By systematically structuring EVP elements within the
HR marketing mix framework, organisations can effectively translate abstract
brand promises into concrete, operational HR practices.
3. Materials and methods

The paper aims to verify how the main identified attributes of HR marketing
supporting employee satisfaction and building the employer brand from Randstad
studies are applied in practice in a large manufacturing organisation and, based on
these findings to formulate recommendations for the development of a marketing
mix in HR marketing, which will contribute to employee satisfaction, to building
the employer brand and will lead to gaining a competitive advantage in the labour
market.

The research questions are based on this objective:
How do employees perceive the organisation’s product policy when applying

HR marketing?
How do employees perceive the organisation’s pricing policy when applying

HR marketing?
How do employees perceive the organisation’s distribution policy when

applying HR marketing?
How do employees perceive the organisation’s communication policy when

applying HR marketing?
Given the stated objective, the research was designed as an exploratory

and descriptive study to understand the new phenomenon under investigation
and uncover its peculiarities (Patton, 2015). This is because previous research
has identified the most critical attributes of employee satisfaction, but has yet
to incorporate them into the various marketing mix tools. It has not shown
how they should be implemented within HR marketing strategies to increase
employee satisfaction. The case study, developed through qualitative research,
was chosen because of the opportunity to gain a deeper understanding of the
context and to explore new phenomena that still need to be addressed (Ridder,
2017). A synchronic single-case study was conducted; the research subject was
one organisation, and the organisation’s current events at a single point in time
were observed. The advantage of this approach is that the phenomena under study
are not affected by the variability of external influences, as would be the case
in a multiple-site case study (Chrastina, 2019). An example of such an influence
is the differing quality of managers across the studied organisations, which leads
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to different perceptions of the elements of the marketing mix in HR marketing
among their subordinates. The case study can be seen as embedded because the
research subject was some units - employees of the organisation (Chrastina, 2019).

To gain a comprehensive understanding of the organisation’s HR
environment, a three-stage qualitative research design employing data
triangulation was implemented:

1. Internal organizational documents: The research initially analysed key
internal documents provided by the company, consisting of previous employee
satisfaction survey results and internal corporate culture surveys based on the
Employee Value Proposition (EVP). These documents encompassed core topics
including corporate culture and values, compensation and benefits, processes and
procedures, growth opportunities, job satisfaction, teamwork, top management,
supervisory relationships, work-life balance, and employee engagement. These
materials established a baseline overview of formal HR policies and historical
employee satisfaction indicators.

2. Interviews with HR managers: Semi-structured interviews were
conducted with two top-level HR managers. The primary role of these interviews
was to identify current HR strategies, clarify executive intentions, and understand
HR marketing practices from a managerial perspective. Insights from the
document analysis and manager interviews directly informed the design of the
focus group inquiry framework, helping formulate targeted probing and follow-up
questions for employees.

3. Focus groups and data integration: Finally, five focus groups
were conducted with 35 employees (21 shop-floor workers and 14
technical/administrative staff). During the qualitative content analysis, data from
internal documents and HR manager interviews were triangulated with focus
group findings. This analytical integration allowed the authors to evaluate the
alignment (or gaps) between formal corporate strategy/managerial perceptions and
the actual frontline employee experience.

These provided the researchers with insight into the issue and an
understanding of how employees of the organisation perceive their employer’s
use of internal HR marketing. The purpose was to obtain the most accurate
possible accounts. Four thematic areas (corresponding to the marketing mix in HR
marketing - product, price, place, and promotion) were prepared in advance, and
general questions were formulated in each area based on the identified Randstad
attributes. The focus groups were conducted in a semi-structured manner to spark
discussion of the burning issues most frequently addressed by employees. It was
possible to get to the issues beyond the Randstad study. Minutes were taken
during each interview, and the interviews were recorded for review.

The core group consisted of all the organisation’s employees. For qualitative
research, the sample of respondents was selected using ideological sampling.
We selected one plant in a small village (population 3,779) and one in a large
city (population 107,389). The assumption was that employees’ statements are
determined by the environment in which they live. At the plant in the small
village, one focus group was conducted with workers (henceforth D) and another
with technical and managerial staff (henceforth THP). In the large city, two focus
groups were conducted with D and 1 with THP to ensure that the sample matched
the structure of the baseline population. The aim was to create a heterogeneous
sample comprising different job positions and employees with varying education
levels and ages, and to ensure equal numbers of men and women.

These requirements were forwarded to the company’s HR department, which
selected the appropriate employees. The selected employees were asked if they
would like to participate in the research voluntarily. All of them agreed. A total
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of 21 production employees and 14 THPs participated in the research. Of the
35 respondents, 12 were women and 23 were men, 4 with primary education,
13 with secondary vocational education, 16 with secondary education with a
school-leaving examination, and 2 with higher education, length of employment
with the company: up to 1 year: 4, 1-3 years: 2, 4-6 years: 2, 7-10: 2 and
10 and more years: 25. Each focus group was introduced by the researchers,
who explained to the respondents the rules of the focus groups and the thematic
areas in which the questions would be asked. The respondents completed a
short questionnaire about themselves, providing their gender, level of education
completed, and length of experience with the company. The focus group itself
then began. One of the researchers was the main interviewer, and the other
researcher took notes and did not interfere in the interview. All respondents were
instructed that there were no right or wrong answers; it was about expressing their
opinions. Respondents were assured that the researchers would provide company
management only with the overall results of the interviews, not individual
statements. Each focus group took place in a relaxed atmosphere, and employees
had lively discussions and had no problem expressing negative opinions about the
company. The researcher always asked a question and then let the respondents
speak freely. If something was unclear to the researcher, he asked questions.
The researcher emphasised that all participants spoke. The focus group lasted
approximately one hour.

The researchers entered the study with a certain level of pre-understanding
based on their theoretical knowledge and the latest research on HR marketing.
Based on this knowledge, the attributes identified by Randstad for the group
interviews were matched to the different marketing mix tools in HR marketing.
Due to the general nature of the topic areas studied, it cannot be assumed that
theoretical preunderstanding influenced the respondents’ statements. Given that
the researchers had no previous experience with the organisation as an employer,
had no prior knowledge of the organisation’s operations, and both had worked
all their lives in higher education, i.e. in the public sector, the interviews and
interpretation of the results were not influenced by the researchers’ previous work
experience. Potential bias arising from researchers’ preconceptions was minimised
through a combination of open coding and subsequent data systematisation.
Although the researchers entered the analysis with theoretical knowledge of HR
marketing, the respondents’ statements were not limited to predefined theoretical
categories. New codes were created directly from the data and only then
thematically connected to the theoretical framework. At the same time, during
interpretation, a distinction was consistently made between what the respondents
actually stated and the researchers’ interpretations of those statements. The results
were thus interpreted with an emphasis on the respondents’ perspective and in
the context of their specific statements, rather than as an objective description
of reality. The research strongly emphasised employees’ perceptions of the issue
(Dvořáková, 2010; Tahal, 2017).

Content analysis was used for the evaluation (Mayring, 2000) to sort through
large amounts of data and identify any patterns in the data. The content analysis
did more than analyse the manifest content of the group interviews. However,
it analysed the different layers of content, i.e. the manifest and latent content
(Mayring, 2000) that was hidden in the group interviews. The coding process
took place in several consecutive steps. The audio recordings of the focus groups
were repeatedly played back and compared with the verbatim transcripts to
maintain the accuracy and context of the individual statements. The transcripts
were first openly coded, and then the individual codes were compared with each
other and systematized into higher categories. The categories were merged or
divided as needed and then connected to the research sub-questions and monitored
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areas of the HR marketing mix. During interpretation, the coded passages were
repeatedly confronted with the original transcripts and the overall context of the
individual group discussions, which made it possible to verify the consistency of
the resulting interpretation (see Figure 1).

Figure 1. Stages of content analysis (own research).

Table 2 identifies the primary codes as sub-codes, summarising the more
significant categories under the codes. These categories correspond to the
attributes identified in the Randstad study and to the promotion attributes (Gladka
and Fedorova, 2019; Myslivcova, 2019). The capital letters D and THP in
the sub-codes refer to the responses of the two groups of respondents who
participated in the group interviews, i.e. D - workers and THP - technical and
economic workers. This breakdown resulted from the systematisation of the data
(interviews) during category creation, when it was found that the data for these
two groups differed significantly in some cases.

Table 2. Coding scheme.
Category Codenames Subcodes

1. Product/product policy

1.1 Job description Knowledge of the job (D, THP) Perception of workload (D, THP)

1.2 Work time balance
Views on work organisation (D, THP) Opinions on the apprenticeship system
(D, THP) Views on working time (D, THP) Opinions on shifts (D, THP)

Views on the amount of work (D, THP)

1.3 Job security Views on the financial health of the organisation (D, THP) Perceived stability
of own position (D, THP)

2. Price/price policy
2.1 Wages Perception of wage levels (D, THP) Wage information across the

organisation’s plants (D, THP)

2.2 Financial benefits How they perceive financial benefits (D, THP) How they perceive the
UKOV (premium) indicator (D, THP)

2.3 Non-financial benefits How they perceive non-financial benefits (D, THP)

3. Place/distribution policy
3.1 Working atmosphere Physical environment assessment (D, THP) Evaluation of technologies used

(D, THP) Workplace relations (D, THP)
3.2 Location Workplace availability (D, THP)

4. Promotion/communication
policy 4.1 Internal communication

Evaluation of internal communication in general (D, THP) Communication
channels used (D, THP) Communication channels they would welcome (D,

THP)

4. Results
The presentation of results synthesises findings from internal organisational

documents (employee satisfaction and EVP surveys), semi-structured interviews
with two top-level HR managers, and five employee focus groups. Analysing
the organisation’s internal materials and interviews with the two top-level HR
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managers showed that the company has an established HR strategy, but needs
to treat employees as customers. The strategy includes classic elements such
as recruitment, payroll systems, employee benefits, and an employee training
plan. However, it fails to address marketing from HR marketing and employer
brand perspectives. The interviewed HR managers expressed limited familiarity
with these concepts, despite acknowledging the need to build the employer
brand. They repeatedly highlighted communication barriers with the company’s
marketing department. The marketing and HR departments operate as separate
units that do not collaborate on recruiting new employees, let alone on building
an employee relationship with the company. Running on old tracks, the different
departments do not consider it essential to link their agendas. These baseline
findings established the analytical context for interpreting the frontline employee
perceptions gathered during the focus groups. This managerial and operational
disconnect is subsequently reflected in employee attitudes and resignations
captured in the following subchapters. The subchapters comprise the individual
tools of the HR marketing mix, and the chapter structure corresponds to the codes
in Table 2.
4.1. Product - product policy

The job description was first addressed for product policy. The research
shows that the work corresponds to the specified job description. THP
respondents speak in terms of the job description matching reality.

THP respondent: I knew what I would do from the moment I was hired, and
I am doing it.

In any case, there is a perception among the blue-collar professions that the
job description is not well explained in all departments. Respondents see this
as being because some supervisors (those who should explain the job) do not
understand the production process and are poorly trained.

Respondent D: I think some supervisors are poorly trained and dumber
than us. They don’t understand the production process. Other respondents from
blue-collar occupations also agree with this.

The blue-collar professions and the THP are proud of the organization’s
products.

Respondent D: The organization’s products are known throughout the
country. People ask about the products; almost everyone knows them. Other
respondents agree.

In the area of work-time balance, the inconsistency in the organization of
work was found in the 2 to 3 system for blue-collar occupations (author’s note: 2
setters operate three machines):

Respondent D: The problem is when one adjuster is weaker in a two on 3
work organization, the other has more work. Other respondents agree.

Shortcomings were also identified in the organization of work in delaying
the delivery of inputs to production:

Other respondent D: Sometimes, inputs take longer to come into production,
and then it’s a chain reaction. It’s a rush, rush, rush. Because we don’t have
warehouses where production inputs are stored, other respondents agree.

The work organization also includes the induction of new employees. It has
become apparent that the system varies from one workplace to another and is not
defined by the organization. In some workplaces, pressure is put on the trainee
to start working “full time” before the end of the training period.

Respondent D: I have to train people, but they are coming on very quickly,
and they are not yet trained. I would still train them, but he’s already going to
do the job.
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The interviews also show that in some workplaces, employees (supervisors)
are selected to do the training, and in other workplaces, it is “random” tribal
employees who do it.

Respondent D: Those who know how to train are selected, and then the
master gives them newcomers to train.

This information about certain skills and abilities the trainee should have
is important. It is also related to the fact that trainees’ failure is attributed to
them. Another controversial circumstance is that in some workplaces, trainees
receive bonuses automatically; in some workplaces, they have to ask for them,
and in some workplaces, they do not get them (related to pricing policies in HR
marketing).

The evaluation of working hours showed a variety of perceptions among
respondents. This perception varies between blue-collar and THP positions and
also by workplace. In most cases, THPs work single shifts. Some have flexible
working hours, and some have fixed hours. This varies by workplace. The
working hours of THPs in production are adjusted to the shifts.

THP Respondent: I’m in manufacturing, so I never work from home. I do
have flexible hours, but I have to be here for the beginning and end of my shift.

Employees in blue-collar occupations work in shifts; their hours are fixed.
THP respondent: The THP now have limited overtime. We used to be able

to earn more because of them. Workers are only allowed in exceptional situations
when production requires it.

This respondent pointed to a negative perception of working hours, namely
the limitation of overtime. While overtime has been a source of additional income
for employees in the past, it is now reduced across the organization to save money.
Those with flexible working hours can compensate for their overtime within
the flexible working hours (they are therefore not paid overtime). In contrast,
production workers are only paid overtime if ordered (in exceptional situations).

The helpful approach to shift work is perceived positively in the evaluation
of working hours. Changing shifts is not a problem; the organization provides
mothers with a single-shift operation.

Respondent D: Our shifts are set for the whole year. I have a good
experience. They have always accommodated me when I needed them. Others
agree.

Other respondent D: Mothers with children work one shift. For mothers with
children, this is absolutely ideal. Others agree.

The last topic under product policy was the amount of work employees do.
It can be concluded that employees do not work under pressure and that the
standards for blue-collar positions can be met (except in exceptional situations
caused by delivery delays, order backlogs, or other non-standard circumstances).

Respondent D: Pressure depends on orders. Sometimes, it’s okay, but
sometimes, we go to pressure.

Also, THPs do not perceive that they work under pressure or do not get their
work done within working hours.

Respondent THP: I think that’s why people are here. People are unhappy
with the salary level, but there is a difference between our organization and
another company. At the competitor, they are squeezing people. People here can’t
imagine that. The others agree.

Respondent D: Standards are set in terms of performance and quality. They
can be met. Others agree.

Job security is a key attribute that keeps employees loyal to their employer.
They think of the organization as financially stable; they appreciate that wages are
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paid regularly and on time, and as a result, they rate their jobs as secure. However,
employees are concerned about the future. This is due to the organization’s
“ageing”, the owner’s older age, and management not discussing the future with
them.

THP Respondent: God knows how it will be in the future. The young are
not coming, and the quality will go down. What will happen? (Authors’ note:
the data shows that the organization is “ageing” and cannot attract new, younger
employees.) Others agree.

Another THP respondent: Years ago, the owner went around to people,
talking about the vision—about how it would be.

Overall, the findings suggest that the HR marketing product extends beyond
the formal job description and encompasses job security, work organisation,
workload, working-time arrangements, and employees’ relationship with the
organisation’s product brand. Employees’ pride in the company’s well-established
product brand and their perception of organisational stability represent important
positive elements of the internal job offering, while insufficient managerial
knowledge and limited communication about the organisation’s future weaken this
perception. This interpretation is consistent with the HR marketing perspective,
which conceptualises the job as the core internal product offered to employees and
emphasises the need to align the employment offering with employee expectations
(Brown et al., 2025). The findings also correspond with research showing that
internally perceived employer attractiveness is shaped by organisational practices
and the quality of the employment experience rather than by employer image
alone (Dassler et al., 2022).
4.2. Price –pricing policy

Group interviews revealed that employees are dissatisfied with the amount
of wages and benefits provided. During the interviews, it was suggested that they
could not compare their pay with organizations in the area. They believe that
they are significantly undervalued financially.

Respondent D: Now I’m a little worried. I’m afraid I won’t survive. I would
like to take overtime, but I can’t right now. They cancelled them. I’m afraid I’ll
have to take a second job.

Respondent D: The organization would like to recruit new employees, but
because of the low pay, no one wants to work here. People don’t come here
because the money is low. Who would work for that money? Others agree.

Respondent THP: The problem is that people elsewhere have a starting salary
of 15,000 higher than here. People here are extremely underpaid. Others agree.

Employees believe there are different wages for the same positions in
different organization plants. They feel that they have higher pay elsewhere, and
they perceive this very negatively.

THP respondent: We suspect that we are valued differently. Others agree.
Respondent D: There is definitely a difference in pay between the plants.

We differ even at one centre. It’s not transparent.
Employees have a negative perception of financial benefits.
Respondent D: A contribution of CZK 200 for a pension is ridiculous.
THP respondent: There used to be bonuses every quarter, followed by 13th

and 14th pay. Now, there is nothing. Others agree.
Employees’ financial compensation includes bonuses tied to the Personal

Expenses Coverage Indicator (UKOV) indicator (Table 3), a complex internal
financial tool. Evaluated monthly on a cumulative basis, decisions regarding its
payment and final amount fall under the competence of the Board of Directors
based on overall organization performance. These bonuses are paid once a year.
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UKOV is the cause of much employee dissatisfaction, as employees do not
understand how this indicator is calculated. They also negatively perceive the
reimbursement of this indicator throughout the year in the form of a repayable
advance (if contractual conditions are not met, the employee must repay the
advance). Furthermore, the form of communication regarding this indicator is a
major reason for dissatisfaction, leaving employees unsure whether, in what pay
period, or how much will be paid.

Table 3. Personal Expenses Coverage Indicator (UKOV) Rules
Mechanism Aspect Rule / Description Impact on Employees

Indicator Nature Complex internal financial tool (Personal Expenses
Coverage Indicator / UKOV).

Low transparency and difficulty understanding the
formula.

Evaluation Period Monthly cumulative evaluation based on overall
organization performance.

Ongoing uncertainty regarding annual cumulative
results.

Decision Authority Exclusively decided by the Board of Directors. Perception of a disconnected, top-down decision
mechanism.

Payout & Advances Paid annually; distributed during the year as repayable
advances.

Financial risk (obligation to repay advance if targets
are not met).

Communication Undefined payout schedules, amounts, and calculation
specifics

High employee doubt and dissatisfaction across price
policy results

THP Respondent: We see that we are delivering, but that doesn’t mean we
will get the money. We don’t know until the last minute if they will pay it out.
Others agree.

The most highly rated non-financial benefit for employees is the telephone
tariff, which is widely used. The Sodexo card and the Multisport card are
perceived somewhat contradictorily by employees living and working in a small
village plant. As stated in the introduction to the chapter, employees are
dissatisfied with the benefits as such. They would welcome, for example, a higher
contribution to the pension scheme for meals. They would welcome it if their
employer provided them with sick days.

Respondent THP: We have Sodexo cards on which the organization funds
anniversaries. I got money for working here for 20 years and had nowhere to
spend it. If they had put it in my salary, it would have been better.

Respondent D: We have a Multisport card, but we have to go to a big city
because there is no place to use it here. It’s not for us from the village. Others
agree.

Other respondent D: I would like to increase my pension contribution. They
could also raise the value of the food stamp, at least for those on 12-hour shifts.
Others agree.

Respondent THP: At my last job, we had sick days, but that was fine. I
would welcome it here. Others agree.

Taken together, the findings indicate that the price dimension of HR
marketing is characterised not only by the absolute level of wages and benefits
but also by employees’ perceptions of fairness, transparency, and individual value.
Although remuneration is an important component of the employment offering,
dissatisfaction emerged even where employees recognised positive aspects of the
organisation, suggesting that pay alone cannot secure a positive perception of
the employer. This finding is consistent with the HR marketing perspective, in
which remuneration and rewards constitute the price exchanged for employees’
contribution and are expected to form part of a broader value proposition (Brown
et al., 2025). The results, therefore, position price as an important but insufficient
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element of HR marketing when it is not perceived as transparent and equitable.
4.3. Place-distribution policy

The work atmosphere consists of the workplace facilities and the
relationships in the workplace. Employees perceive the state of the workplace
facilities as alarming.

Respondent THP: The equipment is outdated, not modern, and not interesting
for young people. Others agree.

Respondent D: Technology is not modern. There is almost no robotization.
The environment could be improved. The offices have furniture from the
communist era. Others agree.

Employees perceive the modernization of the organization’s kitchens, toilets,
and non-production areas positively. They are also rather positive about the
canteen’s environment.

Employees perceive workplace relationships as more friendly and family-like,
and according to the survey results, this is why they have been working in the
organization for many years.

THP Respondent: The benefit is relationships. People know each other;
they’ve been here for 15-30 years. That’s why they stay. Others agree.

To a much lesser extent, the research found evidence of less conflict in the
workplace.

Another THP respondent 1: There are occasional rifts between workplaces,
but nothing too bad. Others agree.

Respondent D: Masters only care about their subordinates; they try to “spoil”
them. However, the communication between masters and their subordinates is not
good, which affects the atmosphere in the workplace. Others agree.

Employees from a small community see the plant’s location as one of its
main advantages. The plant is easily accessible to all village residents.

THP Respondent: A big benefit for women is that they don’t have to
commute anywhere. They would earn more elsewhere, but that’s why they stay
here. Others agree.

Respondent D: It’s only worth working here if you live here.
Overall, the findings demonstrate that employees experience the place

dimension of HR marketing as a combination of the physical workplace, location,
and quality of interpersonal relationships. The predominantly positive perception
of workplace relationships and the family-like atmosphere represents an important
strength of the organisation. In contrast, the physical working environment
constitutes a weaker aspect of the employment experience. The importance
of these factors is consistent with research on employer attractiveness, which
shows that current employees evaluate employers through a combination of
organisational practices and the quality of their everyday work experience (Dassler
et al., 2022). The findings therefore suggest that place in HR marketing should
be understood not merely as the geographical location of the workplace, but
as the broader environment in which employees experience their employment
relationship.
4.4. Promotion-communication policy

The interviews show that the organization uses the following channels for
internal communication: emails, face-to-face meetings, bulletin boards, intranet
and magazines. The use of communication channels varies slightly by position
within the organization. THPs have access to all communication channels,
whereas some employees in blue-collar occupations (especially those working on
machines) do not have access to a computer at work. In general, dissatisfaction
with internal communication prevails. This is due, for example, to emails.

14



Human Resources Management and Services 2026, 8(3), 6322.

Employees in foreman positions feel that they are overwhelmed by emails.
Respondent D: I think a lot of communication is unnecessary. We have

a system, but some people don’t understand it. I send out spreadsheets in the
morning about how many raw materials we have, and then someone comes in
and asks how many raw materials we have. Terrible.

On the other hand, the respondent from the THP: Communication via email
works. Other THPs agree.

Managers at meetings verbally give workers in blue-collar professions
further information concerning production, work organization, and management.
However, these meetings are not conducted daily, so up-to-date information may
not reach the employees.

Respondent D: Communication is poor. It often happens that no one knows
anything. Others agree.

The interviews revealed that the intranet is a source of dissatisfaction for
employees in blue-collar positions (other than foremen) because they cannot
access it.

Respondent D: We have to bother our superiors by telling them the
information from the intranet.

The bulletin boards communicate information about benefits that are not
available to employees who do not have access to the intranet and longer-term
information. They communicate the organization’s vision according to the
employees.

The organization also publishes its own magazine. This contains information
about benefits, the organization, employees’ lives, the foundation, and the
economic result. The following opinion was expressed in the interviews:

Respondent D: We have a magazine to see how successful we are. But we
don’t have money to add people. Others agree.

Employees would welcome more frequent visits from senior management:
THP Respondent: Previously, operations directors used to go to the plant,

interact with people, and look them in the eye. Now, it’s a disaster. Others agree.
Employees perceive contact with production directors/managers as essential,

especially for establishing mutual trust. If the production director is in the
workplace among the rank and file, employees feel that he is one of them and
that he cares about them.

In addition, employees would welcome an application where all information
is in one place (solving the problem that not all employees work with PCs), which
would allow them, for example, to opt out of lunch when they are sick.

Respondent D: Why doesn’t the organization have an app where I can cancel
my lunch and get the information I need through the app? The others agree.

The findings indicate that promotion is a critical cross-cutting element of HR
marketing, as it connects employees to organisational information, management,
and the employer brand. Although employees considered communication
important, its effectiveness varied across employee groups and communication
channels, with limited access to information and insufficient direct contact
with management emerging as important weaknesses. This finding is consistent
with HR marketing that emphasises promotion as a mechanism by which
organisations create alignment between employees and organisational objectives
(Brown et al., 2025). It is also supported by empirical evidence showing that
respectful and effective workplace communication is associated with employee
engagement, job satisfaction, loyalty, and resilience (LaGree et al., 2023). Thus,
the communication dimension appears to influence not only information exchange
but also employees’ relationships with the organisation.
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5. Discussion
5.1. Comparison between research results and national Randstad results

A comparison with the national Randstad results reveals both important
similarities and several industry-specific divergences. At the national level,
attractive salary and benefits have consistently represented the strongest
employer-attractiveness factor. However, their importance declined from 74% in
2021 to 68% in 2023, while financial stability (66%), job security (63%), and
a pleasant working atmosphere (64%) became increasingly important (Randstad,
2023). The employees in the glass manufacturing organisation similarly expressed
strong dissatisfaction with wages and benefits, confirming the national pattern;
however, the case also reveals that dissatisfaction was strongly connected to
perceived pay inequity between plants and a lack of transparency, dimensions
that are not captured by the national ranking alone. A more pronounced
divergence concerns the place dimension. Although Czech employees generally
rate their employer’s location and working atmosphere positively, employees in
the studied organisation attached particular importance to the proximity of the
plant, family-like workplace relationships, and the physical working environment,
while simultaneously identifying the latter as a weakness. This suggests that
in manufacturing, where work is predominantly site-based and remote work is
largely unavailable, geographical proximity and everyday workplace conditions
may become more consequential than in the broader labour market. The findings
also differ from the national picture through the importance attached to the
company’s product brand: employees’ pride in the products they manufacture
contributes to organisational identification and perceived job security. Finally, the
case highlights internal communication as a critical issue that is largely absent
from the national ranking. Limited access to the intranet among production
workers, irregular direct contact with senior management, and differences between
blue-collar and technical/managerial employees indicate that the organisational
and technological characteristics of manufacturing work strongly condition the
effectiveness of HR marketing communication. Thus, the divergences from the
national trends suggest that general labour-market preferences cannot fully explain
employees’ perceptions; rather, these perceptions are shaped by the specific
production context, workforce structure, physical location, remuneration practices,
and communication infrastructure of the organisation.
5.2. Theoretical contribution

This study expands the existing theoretical landscape of HR marketing
and employer branding in several key ways. First, while prior research
primarily provides descriptive lists of attributes driving employee attractiveness
and satisfaction (e.g., Randstad, 2022, 2023), this study advances theory by
systematically mapping these attributes—representing the EVP—into the four
functional elements of the HR marketing mix (Product, Price, Place, Promotion).
This conceptual alignment demonstrates that EVP is not merely a static list
of benefits but an actionable, multidimensional system that can be managed
operationally through classic marketing mix tools.

Second, the study advances internal employer branding theory by
demonstrating that incongruities within specific marketing mix elements (such as
wage non-transparency in Price or internal communication barriers in Promotion)
directly undermine the overall integrity of the employer brand image among
current employees. By framing employees as internal customers within a
structured 4P framework, this research provides a holistic theoretical model that
bridges the gap between theoretical EVP conceptualisation and practical HR
strategy execution.

In the product policy, we must mention the strong interdependence between
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the product and the classic marketing mix, and between the product and HR
marketing. In the studied organisation, employees are proud of the products they
produce. The product is sold in the country and worldwide under a well-known,
high-value brand. Such a valuable brand, therefore, builds loyalty not only with
customers (Mostafa and Kasamani, 2020) but also with employees. A robust,
positive employee relationship with the product brand is associated with job
security. Due to the strong brand position in the market and smooth, regular salary
payments, employees perceive the organisation as stable. Randstad’s research
shows that this is common in the Czech Republic. Only 12% of employees think
their employer is unstable and have reason to worry about their job (Randstad,
2022). The very low unemployment rate, which has remained around 3% for
a long time, certainly contributes to a sense of stability and job security in the
Czech Republic (CSÚ, 2023).

On the other hand, the perceived stability of the organisation’s employees
under study is undermined by the fact that the organisation’s owner and
management no longer inform them of its future direction. This finding aligns
with Chijioke et al. (2018), who found that vision sharing is a key tool for
increasing perceived organisational stability and employee trust.

Several factors undermine the relatively positive perception of the product
within HR marketing in the organisation. These include the need for more
explanation of the job description in some workplaces. Employees believe this is
due to a lack of knowledge of the production process among production managers.
For example, López-Cabarcos et al. (2020) highlight the importance of production
managers’ explicit knowledge in contributing to efficient production processes.
However, one of the key reasons workers perceive managers as incompetent
is ineffective communication, a problem in several companies (Hoque and
Shahinuzzaman, 2021). This is also reflected in the limited ability to organise
work, as some managers fail to assess individual employees’ skills and work pace.
Although the work is formally well organised, slower or less skilled employees
hold back their more experienced colleagues. Interviews revealed that managers
do not address this issue with them, which can lead to long-term frustration for
professional employees. Managers’ tacit knowledge is a very crucial component
in the product dimension of HR marketing that affects overall product satisfaction
(López-Cabarcos et al. 2020; Muthuveloo et al. 2017) and should therefore be
required of managers.

Work-life balance is currently a hotly debated topic (Wisuchat and
Taecharungroj, 2021). However, in the organisation studied, the employees are
accustomed to regular work schedules, work challenges, and opportunities for
career growth. Work is vital, and they can sacrifice part of their private life for it
(Thompson and Muda, 2021). Employees of the organisation under study mainly
appreciate regular working hours and shift schedules for the year ahead. Women
praise managers’ helpful attitude when they have to stay home with sick children.
The proximity of the workplace to a smaller town is the main reason why women
praise this employer. However, this approach is only partially common in the
Czech Republic. Women have great difficulty reconciling their working lives with
childcare, which, in most cases, is their responsibility alone (Halaštová, 2021).

It may seem somewhat paradoxical that employees complain about the ban
on overtime, which they used to earn. They do not care much about the amount
of free time, but higher financial compensation is more important. This is related
to the low level of pay they believe they receive (discussed below). However,
Ruubel and Hazak (2018) found a positive correlation between income level
and willingness to work overtime. However, this finding may not hold when
employees find their wages insufficient to cover their cost of living. In this case,
they want to work more to earn. Work-time balance takes a back seat to the
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basic need to support the family. How do employees perceive the organisation’s
pricing policy in the application of HR marketing?

As mentioned above, we have identified high employee dissatisfaction across
plants and in different job roles and pay levels. This dissatisfaction stems mainly
from the ability to compare wages between employees in a given organisation
and employees in the automotive industry, which is dominant in the region. The
average gross monthly salary for an employee in a manual position in the glass
industry is CZK 32,874. In contrast, the average gross wage for the same position
in the automotive sector is CZK 40,000 (Jooble, 2024). For 46% of employees,
low pay is a reason to change employers (Randstad, 2023).

On the other hand, satisfaction with salary levels is very low nationwide,
according to surveys (Alma Career, 2024; Randstad, 2023; Šmída, 2019). The
data show that employees complain about the pay level regardless of how
much they earn. However, many studies suggest that proper remuneration
positively affects job satisfaction, improving performance and employee loyalty
(Seswandi, 2022). Research Park and Ok (2021) show that high wages may
not always lead to employee satisfaction. For example, it may combine salary
and financial and non-financial benefits (Šmída, 2019). In the case of the
studied organisation, the most discussed financial benefit was the fiscal indicator
UKOV. Its shortcomings lie mainly in the fact that employees do not understand
how it is calculated, and that its amount is based on the entire organisation’s
success, not on a particular employee’s performance. Benefits that depend on the
collective performance of all employees are not motivational (Abdallah, 2021).
The employee feels he cannot influence the outcome, so there is no need to
try. Key performance indicators (KPIs), in which rewards are commonly paid
out when met, should correspond to multiple categories of company performance,
such as profit, employee involvement in innovation, or the activity of a particular
employee (Abdallah, 2021). KPIs must be relevant and measurable (Amoah and
Minishi-Majanja, 2022), and employees must understand them to be effective,
leading to organisational growth and employee satisfaction (Abdullah et al., 2022).
The same is true for non-financial benefits.

The Sodexo card and the Multisport card are perceived contradictorily by
employees who live and work in a plant in a small village where there is no
possibility of using these benefits. In this case, employees feel that HR marketing
does not focus on specific employees. Employees would like to use sick days,
which are usually standard in large employers. 71% of them have them in place
(Diro, 2023). A sick employee does not infect colleagues. It also shows that the
employee is at home for a shorter period than if he visits the doctor and gets an
illness leave. (Landwehrmann, 2018).

How do employees perceive the organisation’s distribution policy in the
context of the application of HR marketing?

Within the distribution policy (work atmosphere), good relations were
identified as the most essential attribute. Employees perceive relationships
as friendly and family-like. This is specific to the organisation under study.
Generations Y and Z have worked in the organisation for several years, and their
specificity is loyalty to one organisation. In this case, loyalty is supported by
strong relationships, which are above standard in both analysed plants. According
to a Randstad (2023) study, relationships are employees’ most crucial intangible
benefit. 70% of employees rate them as necessary. From the company’s research,
Alma Career (2024) also shows that a full fifth of employees surveyed would
leave their jobs if workplace relationships were poor. Good relationships impact
employee engagement, satisfaction, and psychological resilience (LaGree et
al. 2023). Good relationships also affect an organisation’s sustainability by
increasing employee loyalty, thereby building a positive employer brand (Omar et
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al. 2022).
In the studied organisation, smaller work units led by a master are formed

mainly at the D employee level, where a family atmosphere is created. There is
a certain degree of rivalry among these units, which may increase productivity;
on the other hand, relations between the units are not so good, which may affect
the overall atmosphere in the organisation. Part of the working atmosphere is the
working environment, which is not good in the enterprise under study. According
to the employees, it mainly discourages job seekers. Deloitte (2023) reports that
an inadequate working environment is the third most common reason employees
leave.

Research has shown the importance of the business’s location. In a small
town, this is one of the most important attributes for employees. Employees
would rather receive a lower wage at an employer within walking distance than
travel to the city. This is a specific feature of the country, where people are
unwilling to travel too far to work or to relocate for work (Dobesova, 2024).
Czechs believe that work should be close to their home and travelling to it should
not take too long.

How do employees perceive the organisation’s communication policy in the
application of HR marketing?

Research has shown that employees perceive promotion as very important,
but unfortunately, it is not always implemented well in the company. The fact
that employees in blue-collar positions lack access to the organisation’s intranet,
where much of the information is stored, is causing a wave of resentment. This
creates the impression of two categories of employees. Some, the privileged ones,
have access, while others do not. However, the intranet also contains information
relevant to workers’ positions. This information must be passed on to the
workers by the supervisors. Another area for improvement is the proliferation of
communication channels, which leads to information fragmentation. Employees
are unsure where to find the information or are not motivated to look for it.
At the same time, it has been shown that too many information channels are
time-inefficient, and much information can be lost. Some employees complained
about the large number of e-mails they receive daily. Research shows that e-mail
communication is one of the most effective ways of communicating information
(Petkovic and Rapajic, 2021), for example, Carlisle and Hamilton (2020), but
note that it may be less effective in some cases.

Many employees perceive the company magazine negatively, which also
seems counterproductive. At a time when the organisation has fewer orders and
is saving money by banning paid overtime, they see the magazine’s publication
as a waste of money.

Poorly managed communication affects the workplace’s atmosphere,
reducing work efficiency and employee motivation (Dhone and Sarwoko, 2022).
Using the example of the chief operating officer who hardly communicates with
his subordinates and the owner’s failure to share the organisation’s vision, it can
be shown that communication by high-ranking people towards employees is also
crucial. Such a situation leads to a lack of employer brand identification and
employee loyalty, and therefore to a weak employer brand (Deepa and Baral,
2021).

It turned out that most of the positively perceived attributes (so-called
strengths) of the marketing mix in the application of HR marketing in the
selected organisation are related to product policy. Negatively perceived attributes
(so-called weaknesses) are “evenly” distributed among all marketing mix tools of
Organisation X (see Figure 2 for more details).
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Figure 2. Marketing mix in HR marketing of Organisation X (own research).

6. Conclusion
From a theoretical perspective, this study advances the HR marketing and

employer branding literature in three key ways. First, it bridges a significant
theoretical gap by systematically mapping empirical EVP attributes onto the
operational 4P HR marketing mix framework (Product, Price, Place, Promotion),
moving beyond fragmented, descriptive attribute listings toward an actionable
operational model. Second, it enriches internal employer branding theory by
demonstrating that structural incongruities within marketing mix elements—
such as opaque pricing mechanisms (e.g., non-transparent financial indicators)
or communication barriers (e.g., restricted intranet access)—directly erode
internal brand equity and employee retention. Third, it refines understanding of
generational workforce heterogeneity in traditional manufacturing environments,
showing that functional job security and baseline financial stability remain
the primary drivers for Generations X and Y, taking precedence over modern
work-life balance initiatives.

To enhance managerial usability for HR practitioners, the practical
recommendations derived from this study are prioritized into short-term,
medium-term, and long-term strategic adjustments:

Short-term recommendations (0–6 months): Operational transparency &
communication accessibility:

Financial communication& transparency: Immediately demystify complex
financial metrics (such as the UKOV bonus indicator) by introducing transparent,
simplified communication regarding target calculations, payout conditions, and
schedules.

Inclusive internal channels: Establish accessible digital channels—such as
a dedicated mobile application or workplace information kiosks—to connect
blue-collar employees who lack regular PC/intranet access, eliminating perceived
operational inequality between office and shop-floor staff.

Localized benefits optimization: Audit non-financial benefit packages to
align with plant locations, replacing urban-centric perks (e.g., unusable sports
passes in small communities) with locally relevant benefits, such as sick days or
elevated meal allowances.

Medium-term adjustments (1–2 Years): Wage structure & leadership
capabilities:

Sustainable baseline pricing policy: Adjust core wage structures so that

20



Human Resources Management and Services 2026, 8(3), 6322.

baseline remuneration provides a decent standard of living without mandatory
reliance on overtime. Overtime restrictions must not compromise employees’
basic financial stability, as wage inadequacy directly drives turnover.

Motivational financial incentives: Restructure bonus schemes to link
rewards directly to individual or departmental KPIs rather than collective
corporate metrics, restoring employee line-of-sight and personal motivation.

Managerial soft-skills & visible leadership: Develop frontline managers’
communication competencies and tacit knowledge. Re-establish regular
workplace visits by senior management and plant directors to communicate
corporate visions directly and foster organizational trust.

Long-term Strategic adjustments: Brand integration & infrastructure
alignment:

Brand alignment: Strategically leverage high commercial product brand
equity as the foundational pillar for the internal employer brand, explicitly
reinforcing pride in workmanship within external and internal recruitment
marketing.

Workplace infrastructure modernization: Execute phased capital
investments in modernizing physical working environments and production
technologies, as obsolete equipment discourages new candidates and weakens
overall corporate culture.

The main limitation of this study is its single-case design, as the research
was conducted within a single manufacturing organisation and therefore does
not permit statistical generalisation of the findings to other organisations or
industries. The findings should instead be understood as context-dependent
insights into employees’ perceptions of HR marketing and employer branding.
Their transferability may be greater to organisations with similar characteristics,
particularly manufacturing companies with comparable organisational structures,
workforce composition, and employment conditions. However, differences in
organisational culture, industry context, size, labour market conditions, or HR
practices may lead to differing employee perceptions and outcomes. Future
research should therefore examine the identified relationships across multiple
organisations and industries to assess their broader applicability. Another area for
improvement is that we could not remain in the organisation, observe events, or
conduct individual interviews with people. Focus groups are often conducted in
practice so that all participants say the same thing, i.e., agree with others’ views,
even if they have different opinions. Conformism and group cohesion are at work
here. The third limitation is the structure of the enterprise’s employees under
study. The most of the employees have worked for this organisation for many
years. The study’s findings are therefore primarily applicable to companies with
permanent employees.
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Appendix A: Focus group scenario
Hello, welcome to the focus group. We are glad that you are participating in our research. The focus group will last
approximately one hour. You do not have to be afraid to discuss, we record your answers anonymously. The results will be
used for our research. Your HR department will only receive the overall results from us; your names will not be published
anywhere. If you do not want to answer something, you do not have to. Your answer cannot be wrong; it is always your
personal opinion. Within the focus group, everyone will be given space to express themselves. Within the focus group, we will
cover four thematic areas: product, price, place and promotion in personnel marketing. Please first fill out a short questionnaire
about yourself. After filling it out, we will start discussing.
Product
What would you say about your job?
What is your job description?
Do you have a job description on your resume? Do you know exactly what you are supposed to do?
Is your company innovative? (equipment, procedures, technology)
Do you have standards set in your company? Are they achievable?
How do you rate your work-time balance?
Is the company accommodating when you are caring for a child or loved one?
To what extent are you confident in your job?
How stable is your position?
Are you satisfied with the shift work?
Do you think your company is in good financial shape?
Price
What are your employee benefits?
Financial rewards (thirteenth salary, bonuses, rewards…)
Do you understand what your 13th salary is for?
Do you understand what your bonuses and rewards are for?
Is their amount transparent to you?
Non-financial rewards (healthcare, education, extra vacation, sports season tickets, praise, promotion…)
Promotion
How does a superior communicate with a subordinate? (tools, means)
Who?
How?
By what language resources?
In what form?
By what tools?
Does your company have a mission and vision?
How do you communicate your company externally?
Are you trained on how to communicate?
How do you rate your company overall?
Are you satisfied with your company?
Place
Are you satisfied with the location of your workplace?
What are the workplace relationships like?
What is the workplace equipment like?
What are your facilities like? Are you satisfied with them?
Do you think your company is in good financial shape?
Do you use new technologies?
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