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At present, the “war for talents” has become more intense between
employers. In order to gain advantage in this war, employers need to
carefully build their brand to attract talent to their side. Because of this,
this thesis focuses on studying the employer branding methods and
techniques which are currently used by Viethamese employers.

The primary focus of this thesis is EASY CREDIT — EVN Finance Ho Chi Minh
branch, a start-up company in the Viethamese consumer loan market.
EASY CREDIT is utilizing employer branding to attain quality human
resource which helps them compete with their top competitors.

The research methodology used in this thesis includes an Employee Value
Proposition (EVP) survey and Employee Net Promoter Score (eNPS) survey.
In addition, the surveys and social media strategy within the thesis showed
EASY CREDIT’s effort in building a strong employer brand. However, the
EASY CREDIT’s employer brand was single handily built by the HR
department. Therefore, the employer brand was lacking the connection
with the corporate brand and the core driver of business.

The recommendations provide a different view into employer branding
which requires the involvement of the CEO and executive team. Thus, the
“employer brand” label needs to be disposed of and focused instead on
building a talent dimension as a key part of the corporate brand. In
addition, the author recommends the application of word of mouth
marketing in employer branding plus providing some improvement that
can be made on social media.

Employer branding, Social media, Culture, EASY CREDIT, Start-up
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1

INTRODUCTION

1.1 The assigning company

EASY CREDIT is a consumer finance brand of EVN Finance - one of the
companies with the largest scale and potential capital in financial
companies operating in the Vietnamese market. Officially joining the
consumer credit market from October 2018, Easy Credit wants to bring
customers the perfect experience by combining the best digital technology
and offline technology. As a result, Vietnamese consumers will have the
opportunity to access international standards on consumer lending.
(EVNFinance, n.d.)

On the other hand, EASY CREDIT is a start-up company in the consumer
loan market. Additionally, there are many competitors providing the same
services as EASY CREDIT such as HOME CREDIT and FE CREDIT — The two
biggest competitors in Vietnamese market. The tough competition
requires EASY CREDIT to strengthen their employer brand in order to
attract talents, therefore, EASY CREDIT did an Employee Value Proposition
(EVP) survey and Employee Net Promoter Score (eNPS) survey to analyse
their circumstances. Plus, finding their key message to increase the impact
of employer branding on EASY CREDIT.

1.1.1 Vision, mission and core values

“EASY CREDIT looks forward to providing immediate financial support
solutions, simplifying complex procedures so EASY CREDIT can become the
one to lean on for customers.” (EASYCredit, n.d.)

Company wish to bring the optimal mortgage loan solution to millions of
Vietnamese people, EASY CREDIT demonstrates its determination through
Vision, Mission and Business Philosophy that brings the most value to
customers. (EASYCredit, n.d.)

a) Vision

By investing in high quality human resources and automatic operating
systems, EASY CREDIT strives to become the market leader in the
consumer loan service. Simple, fast and trustworthy are the words
describing EASY CREDIT’s service. (EASYCredit, n.d.)

In addition, EASY CREDIT wants to help millions of Vietnamese people
access professional financial support services, bringing the best loan
service experience. (EASYCredit, n.d.)



b) Mission

EASY CREDIT promises to offer the best financial support as soon as the
customer needs. Here is EASY CREDIT’s statement:

“We understand that everyone has financial difficulties at times in life.
Therefore, we are here to assist our clients in addressing their immediate
financial needs as well as long-term financial stability.” (EASYCredit, n.d.)

EASY CREDIT provides a fast and low-interest consumer loan solution that
is optimized individually for the needs and financial capacity of each
customer. In addition, EASY CREDIT aims to help consumers with long-term
financial autonomy,thus, improve Vietnamese’s social life. (EASYCredit,
n.d.)

c) Core value

EASINESS: EASY CREDIT is different because of the ability to optimize every
process so it becomes easier for customers when they need financial
support: quick registration - simple procedure - easy return. (EASYCredit,
n.d.)

ADVANCEMENT: EASY CREDIT employees are not satisfied with what they
have but they always believe a better result can be achieved. (EASYCredit,
n.d.)

SUITABILITY: EASY CREDIT always strives to become a brand that provides
financial solutions with the best service to suit each customer's situation.
(EASYCredit, n.d.)

YES, WE CARE: As a brand that provides responsible consumer loan service,
EASY CREDIT encourages people to achieve what they really need. At the
same time, EASY CREDIT always encourage customer to return the
payment on time by actions, words and rewards. All create a positive and
stable relationship. (EASYCredit, n.d.)

1.1.2 Partner

EASY CREDIT cooperates with leading partners in the Vietnamese market.
Moreover, with the help from their partners, EASY CREDIT is able to
optimize the experience of a superior financial system, plus, offering easy
disbursement and payment to customers. All in order to bring the highest
benefit to customers. (EASYCredit, n.d.)

Currently, partners of EASY CREDIT include: CODIX (Financial software
provider with iIMX © package solution); SACOMBANK and VIETINBANK



(Bank partners); PAYOO, MOMO and VIETNAM POST (Service partner).
EASY CREDIT will continuously review and supplement with partners to
build and develop a business which values long-term and sustainable
cooperation. (EASYCredit, n.d.)

1.2 Research question, objectives and research methodology

The purpose of this research is to find a satisfactory answer for the
research question:

“How can EASY CREDIT apply employer branding to attract and retain
talents?"

Additionally, to have solid and valid research, the author’s goal was to
achieve these following objectives:

- A comprehensive theory foundation for the employer branding
process.

- A profound analysis about the company’s situation.

- Avreliable study about the assigning company’s method of applying
employer branding

- Useful and innovative recommendations which benefit the assigning
company.

The methods to be used in this research are Employee Value Proposition
(EVP) survey and Employee Net Promoter Score (eNPS) survey. Moreover,
the surveys were conducted by the HR department of EASY CREDIT, thus,
the participants include 76 members of EASY CREDIT.

2 LITERATURE REVIEW

“Employer Branding is nothing new. Though you may only now be leaping
on the bandwagon you already have an employer brand — it might not be
the one you want." - Matt Buckland, Head of Talent at Lyst. (Slater, n.d.)

What Matt Buckland said is the reality of employer branding because every
company has their own reputation as an employer. In addition, the
employer brand is created whether companies want it or not. However,
companies can choose either letting candidates shapes their employer
brand or companies can stand up and take control of their own employer’s
reputation. (Slater, n.d.)
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The competition of attracting and retaining the best employees is
becoming tougher every day. Therefore, a good employer brand would
help companies stand out from the crown and attract the top candidates.
(Slater, n.d.)

2.1 Employer Branding

2.1.1 Definition

Nowadays, employer branding has become an important part of every
company who wish to obtain high-quality applicants. Due to the harshness
of today’s “War for Talent”, an effective employer branding strategy would
eventually change the game in the long run. Specifically, positive employer
branding strategies would improve the overall quality of candidates
applying for the company and increase employee retention rate.
(TalentLyft, n.d.)

After listing different definitions of Employer Branding, Backhaus and
Tikoo stated that Employer Branding involves promoting, both within and
outside the firm, a clear view of what makes a firm different and desirable
as an employer. In short, Employer Branding is the process of increasing
the company’s attractiveness, making it become a unique and preferable
place for talents. (Backhaus & Tikoo, 2004)

2.1.2 Employer Branding Framework

Employer
Adttraction

Employer
Brand
Associations

Employer
Image

h 4
h J

Employer
Branding | g

Organization

e Employes
entity > Employer Productivity
Brand Figure 1.
Loyalty INIENARInIANinRIEn Emplover branding

Organizational
Culture

¥

framework

Figure 1. Employer branding framework (Backhaus & Tikoo, 2004).

According to Figure 1, potential employees develop an employer brand
image from the brand associations that are an outcome of a firm’s
employer branding. As prospective employees also develop employer
brand associations based on information sources that are not employer-
controlled, effective employer branding takes a proactive approach by
identifying desired brand associations and then striving to develop these



associations. (Backhaus & Tikoo, 2004)

2.1.3 Benefit of Employer Brand

Before applying for a job, a candidate’s knowledge about a company may
be limited so people tend to choose the company with the better
reputation than others. In addition, every pieces of information about the
employer would create an impression in the job seeker’s mind. Therefore,
a company must put more effort into maintaining its image as an attractive
employer. Moreover, it is also necessary for companies to emphasize their
strengths to potential candidates so applicants could have some
predictions and expectations about their future workplace. When the
employer brand becomes well-known by job seekers, the chance to gain
new talent increases sharply. Plus, the employer brand now becomes a
powerful tool for effective recruitment, employee engagement and
retention. (Srivastava & Bhatnagar, 2010)

2.2 EVP

4 TALENTLYFT
Employee Value Proposition (EVP) — WIIFM (What's in it for me)?

Benefits S

Compensation i Environment Culture
Salary satisfaction ity Recognition Understanding of

Halidays
Compensation system it Autonomy firm's goals and plans
Insurance
satisfaction I
Persona Colleagues
Satisfaction with the 3
Rases and promotions — v achievements
system Lo { Leaders and managers

: . "
Timeliness B Work- life balance Zubport

M Education Pnsultation EieengEs Collaboration and

Undertanding of one's team spirit
role and responsibility

Evaluation system
L Flexibility
Family Social responsibility

Trust

Figure 2. Elements of Employee Value Proposition (TalentLyft, n.d.).

EVP (Employee Value Proposition) is the basic concept of Employer
Branding which answer these questions from employees, for example:
“What do | get from the company?”, “What can | expect from the
organization?” and so on. In addition, Minchington (2005) defines an
Employee Value Proposition (EVP) as a set of associations and offerings
provided by an organization in return for the skills, capabilities and
experiences an employee brings to the organization. This definition is



completely focusing on the employees, plus, the relationship between
employer and employees is basically an agreement coming from both
sides. In short, as long as employees do their jobs, company would provide
them the rewards they deserve. (Browne, 2012)

However, Tandehill (2006) reinforces it as a statement of why the total
work experience at an organization is superior to that at other
organizations. The value proposition should identify the unique people
policies, processes and programs that demonstrate the organization’s
commitment to i.e., employee growth, management development,
ongoing employee recognition, community service, etc. It should list out
the central reasons that people will choose to commit themselves to an
organization. (Browne, 2012)

As a result, EVPs define main factors which motivated people to join an
organization. Moreover, an employer brand must persuade the candidates
that its owner is a “great place to work”. In order to define the concept
“great place to work” - or to define EVPs, the company need to have a deep
internal understanding.

By referring both internal and external of the organization, employers can
circle their EVPs key factors to differentiate themselves and attract
candidates who have similar values with the organization.

2.3 eNPS

2.3.1 Definition

eNPS (Employee Net Promoter Score) was developed from popular NPS
system, allows employers to measure employee loyalty and engagement.
Moreover, the company would ask employees a question such as “On a
scale from 0-10, how likely would you recommend your workplace to your
friends?” to evaluate the satisfaction rate of employees.

2.3.2 Components of eNPS

- Detractors (rate from 0-6): Are unhappy, feel mistreated; danger of
having negative influence on another employees’ satisfaction.

- Passives (rate from 7-8): Are neither emotionally invested nor
disengaged; left out of the eNPS calculation.

- Promoters (rate from 9-10): Are enthusiastic and loyal; have positive
influence on employee satisfaction



2.3.3 How to calculate the eNPS Score

eNPS = % Promoters - % Detractors

2.4  Corporate culture

In the 1980s, psychologist Edgar Schein of the Sloan School of
Management developed a model for understanding and analyzing
organizational culture. The model assembles three main components of
culture which are artifacts, values, and assumption. (Burkus, 2014)

In order to understand the culture of an organization, Schein suggests
people to dig deeper under the ‘visible artifacts’ and find the ‘basic
assumptions’ which is the core of an organization’s culture. According to
Schein, organizational culture is built based on the basic assumption. In
addition, a group creates the pattern of basic assumption to deal with the
problems of external adaption and internal integration. Thus, the
organizational culture is considered to be the right way of perceiving and
handling problems within an organization. (Aperia & Back 2004, 36-37.)

2.4.1 Artifacts

Artifacts are the most obvious factor of organizational culture that can be
easily seen by an outsider such as dress code, working environment,
architecture style and so on. However, it can sometimes be hard to
understand if people do not dig deeper into the culture. For example, EASY
CREDIT has cartoon pictures demonstrating the values of company on the
office walls to reminds employees to stay true to their values. Therefore,
outsiders could hardly learn the meaning behind those pictures. (Burkus,
2014)

2.4.2 Values

Values explain the way members do things inside the organization.
Normally, the values are declared in public and being repeated by
individuals within the company. (Burkus, 2014)

2.4.3 Basic assumptions

Basic assumptions are the foundation of organizational culture. Plus, basic
assumptions are subconscious, but they define the beliefs and behaviors
of group members. According to Schein, basic assumptions are more



subconscious than values, thus, it stays at the core of organizational
culture. (Burkus, 2014)

2.5 Perceptual map

A perceptual map is a visual representation of the perceptions of
customers or potential customers about specific attributes of an
organization, brand, product, service, or idea. This diagrammatic
technique (perceptual mapping) asks participants to place products
relative to one another along 2 or more axis. The resulting map shows how
consumers see the strengths of competing products in a particular market.
(GroupMap, n.d.)

3 CURRENT SITUATION ANALYSIS

3.1 Objectives

Firstly, the main objective of the EVP survey is defining main factors which
motivated people to join EASY CREDIT. Therefore, company could choose
the best suitable channels and activities to approach potential candidates.
In addition, the EVP survey helped EASY CREDIT realize their strengths as
an employer. According to EASY CREDIT, those advantages would be
utilized by becoming key messages which deliver the benefits and values
of company to job seekers.

Secondly, the eNPS survey brings in an overview of how loyal and engaged
employees are. The result would alarm and force employer to focus on
what really matters to re-engage EASY CREDIT employees. As a result,
company will have to make actions in order to improve eNPS and
employee engagement.

Lastly, the action plan proposes a list of actions to deal with current
problems.



3.2 EVP survey

3.2.1 EVP survey overall

A e

u # Responses

88 % " # No Responses 12%
Cut-off fime 31 May, 2018

What departmenis?
None applicable | I 1o

LaC M1
Marketing & PR [ :
PMO & CX [ 2
Finance NG :
Sales NG
Risk Management I -
Operations [ INEEGEGEEEE— 15
17— 21

{To make sure that all information are transparent, HR department and research specialist position were not included in this survey)

Figure 3. Number of responses (EASYCredit, n.d.).

The EVP survey was conducted within the internal of EASY CREDIT. Hence,
company sent the survey to 86 employees from all departments except
Human Resource Department. In addition, there were 76 responses which
occupied 88% of total responses. The details about number of participants
in each department was described in Fugure 3.

3.2.2 EVP survey result

The most important reason that motivated you to JOIN
EASY CREDIT

(e oot oot e o
allows me to create new & innovative ideas
The learning and development opportunities. _ 12
The carser growth cpporfunities. _ 11

\ The leader | report 1o
Challenging work assignments would help me _ 5
improve myself

Salary conditions _ [

The future direction and goals of Easy Credit l
made me excited

Figure 4. EVP survey result 1 (EASYCredit, n.d.).
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Figure 4 lists the reasons why employees join EASY CREDIT. Moreover, the
4 main reasons having the highest votes were: “A start- up business
encourages employee to create new & innovative ideas, learning and
development opportunities, full of career growth opportunities in a risky
business, and employees moved to EASY CREDIT also because their direct
managers were their old acquaintances.

The factor that you like most at EASY CREDIT now

Working in a start- up business which allows me to
create new & innovative ideas

The leader report o N >
The leamning and development opportunities _ 10

The team members | work with |

The future direction and goals of Easy Credit made
me excited _

w

Fair & Respectful treatment

The career growth opportunities [} 2

Challenging work assignments do help me improve - 2
myself

Salary conditions [ 1

Nothing i} 1

Figure 5. EVP survey result 2 (EASYCredit, n.d.).

Figure 5 shows the factors that employees like most about EASY CREDIT
after working for the company. According to feedbacks from employees,
the researchers learned some interesting side factors which can be used
to motivate the employee in the future. For example, exciting company
direction and goal, unlimited chance to learn and develop in risky business,
good working environment, supportive colleagues, plus open-minded and
flexible line managers.

The purpose of the researchers was to compare the expectation and
reality. Specifically, “the factors employees like most about the company”
is a measurement for “the reasons employees join the company”. Through
comparing Figure 4 and Figure 5, researchers could see if the values EASY
CREDIT brought to the employees meet the employees’ expectations when
they chose to join the company. In addition, “the career growth
opportunities” was replace by “team members” while comparing Figure 4
to Figure 5. Besides, some of the employees of EASY CREDIT reflected that
they did not see their chance to climb up on the career ladder.

In brief, the EVP Survey result shows that the chance to work with a startup
business, the learning and development opportunities and the leaders are
still current in top priorities of employee appreciation. However, there is a
big gap between what motivated employees to join EASY CREDIT and what
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EASY CREDIT is actually providing, specifically, the “Career growth
opportunities” was not visible to all employees.

As a result, EASY CREDIT’s Human Resources and Functional department
have been cooperating in order to build the career opportunities for
employees. At the same time, clear communication was made to make
sure that employees fully understand about their chances plus it also
reduced doubts and negativity within organization.

3.3 eNPS survey

A

On a scale from 0-10, how likely would you recommend EASY CREDIT as a workplace to your friends ¢

What is Employee Net Promoter Score (eNps)? || CFD eNPS Result

- eNP§, developed from popular NPS system, allows . 14.5% 14.5%
employers to measure employee loyalty and engagement
Components of eNPS:

- Detractors [rate from 0-6): Are unhappy, feel mistreated;

danger of having negative influence on other employees
satisfaction.

- Passives [rate from 7-8): Are neither emotionally invested
or disengaged; left out of the eNPS calcuiation. CFD eNPS = - 30%

- Promoters (rate from 9-10): Are enthusiastic and loyal;
have positive influence on employee satisfaction. -30 % is o acceplable score for the first eNPS survey in a starl-up

How To Calculate The eNPS Score: business. That means we still have a room for improvement

=> need to uncover the feedback to see the roct couses and

| eNPS = % Promoters - % Detractors ] work aggressively based on action plan to improve eNPS score for

the next survey.

Figure 6. eNPS survey result (EASYCredit, n.d.).

The question given to EASY CREDIT employees were “On a scale from 0-10,
how likely would you recommend EASY CREDIT as a workplace to your
friends?”. As a result, the Employee Net Promoter Score (eNPS) of EASY
CREDIT in the first eNPS survey is - 30%. According to the researchers, -
30% is an acceptable score for the first eNPS survey in a start-up business.
Additionally, changes and improvement were required in order to leverage
the level of employees’ loyalty. In addition, a deeper look into employees’
feedbacks would help EASY CREDIT understand the root causes affecting
the eNPS result. Thus, the responsible departments needed to work
aggressively based on action plan to improve eNPS score for the next
survey.
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Average Score in detail per department W #Responses @ Average of Rating Score
5 9.0
20 *73 ©75 *77 ?E
15 -8 :E
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Figure 7. Average score of each department (EASYCredit, n.d.).

In Figure 7, Risk, Sales, Finance, and Marketing & PR department have the
rating score over 7.0.

EASYC e

Root cause

Employee feedback

» Unprofessional, political
working environment

» Vague individual
development plan and
career path of existing
employees

» Unatiractive
compensations and
benefits: salary review,
health care for non-
managerial employees...

- Internal communication
issues

- Employee engagement
activities is not regular

- Employee package is not
really attractive enough
(training & development,
benefits)

Internal employees:

-> Professional & friendly
working environment

-> Engagement Activities
-> Review employee
package

External candidates:

-> Deliver EASY CREDIT key
message to promote our

employer branding

Figure 8. Feedback, root cause, and solution (EASYCredit, n.d.).

After collecting and classifying the feedback from employees, researchers
found 3 main reasons explaining for low eNPS score. Firstly, the working
environment was unprofessional and political. The leaders had different
point of view in company direction and working style which created
fracture within organization. Thus, employees were drag into a situation
where they had to choose a side. Overall, the working environment of EASY
CREDIT were heavily affected which lead to the uncomfortable of
employees. Secondly, vague individual development plan and career path
of existing employees decreased their morale. More specific, employees
felt they were being mistreated, plus they did not get what they were
promised from EASY CREDIT. Without the guidance and orientation from
line managers, employees were incapable of shaping their career path and
future plan with EASY CREDIT. Lastly, unattractive compensations and
benefits demotivated employees. Therefore, salary review, health care for
nonmanagerial employees and extra benefits were demanded by the
employees.
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The root causes of negative feedback were determined and concreted into
3 causes. In addition, 3 root causes were “Internal communication issues”,
“Employee engagement activities is not regular”, and “Employee package
is not really attractive enough (training & development, benefits)”.

Consequently, EASY CREDIT’s solutions targeted 2 objects which were
internal employees and external candidates. EASY CREDIT realized that to
improve its reputation as an employer, it needed to listen to its employees,
at the same time, showing off the bright side to external job seekers.
Within the organization, professional & friendly working environment was
being built starting from EASY CREDIT top managers. Additionally, it was
highly recommended to have more engagement activities which would
work as a bridge to connect the people inside organization. Plus, company
also reviewed employee package to provide more attractive benefits
deserved the effort of the employees. On the other hand, EASY CREDIT
pushed up the factors keeping employees to work for them by turning
those positive factors into key messages. Moreover, key messages would
be published to external sources and promoted the values of EASY
CREDIT’s employer brand.

3.4 Action plan

Internal actions

5. ACTION PLAN - 2018

— EVP

- Maintain & develop EASY CREDIT employees
appreciative factors

opportunities friendly working
environment

- Reduce the gap of expectations in Career growth - Provide professional &

- Organize engagement

activities

package

Based on root causes fo determine
solutions to address key points

Figure 9. Overview internal action plan (EASYCredit, n.d.).

Through the EVP result, EASY CREDIT decided to maintain and develop
EASY CREDIT employees’ appreciative factors, plus reducing the gap of
expectations in Career growth opportunities. Additionally, due to low eNPS

eNPS - Review employee
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score, EASY CREDIT analyzed the root causes to determine solutions.
Hence, company’s future actions would be created to serve these 3

purposes which were “Providing professional & friendly working

environment”,

“Organizing engagement activities”, and “Improving

employee package”.

5. ACTION PLAN - 2018 EAS%“M

Inlemql Employeea Provide professional & fnendfy working environment

Start from Jun, 2018

Cooperate with CX, IC & other functional dept. to ensure efiective internal communication.

Transter information - Two-way Communication: Announce/ Update fimely information about EC
- Friendly office decoration: change designe business news, events, activilies:
- Breakfast with GM - Newsletter

- Skip level meeting - Deskiop Wallpapers

?

Yy

L ——

+ Goal: To updote news fo EC employees monthly
+ Goal: To humanize GM/managers and + Audience: ol employes
let them deliverimportant messages to + Timeline: Juna 2018
Employees + How it works: A newsletier wil be sent by mai
+ Audience: all employae monthly to all EC users o updafing news obout our
+ Timeline: Sep 2018 business, events & EC open posifions, __.

L + Gool: Provide information about EC ocfivities
+ Avdience: oll employee connecting fo our server

+ How it works: Deskiop Wolpoper: wil be
disployed ourinformation/octivities to atiract the

ip L Vet Dot + How it works: Every quarter 10
0 employees of Easy Credit are chosen
randomly to have a breakfast with GM or
et i the higher level manger skips down to the
- employees to discuss how do they like our + Tlimeline: Aug 2018
[ . —— culture, environment and work in Easy
el Credit and have a chonce to offer their
ideas how we can change for better attenfion of EC employees

Figure 10. Providing professional & friendly working environment
(EASYCredit, n.d.).

Figure 10 shows the recommendation on “How to provide professional &
friendly working environment”. In order to ensure effective internal
communication, Human Resources, Customer Experience, and Internal
Communication department were required to cooperate and work closely
to each other. EASY CREDIT wanted to change the way communications
were made inside the organization. As a result, the communications were
expected to come from both managers and employees instead of only one
side communication from managers. The employees were given the right
to discuss with their managers about important decisions and managers’
duty were to listen to their employees’ opinion. In addition, researchers
gave 3 examples on ways to improve work environment and
communication within organization. The office decoration was
recommended to be changed into a more friendly design which assembled
the values and message from the leaders. Moreover, skip level meeting
was highly encouraged inside the company. The purpose of these meetings
was to guarantee the constantly process of receiving feedback and to have
better understanding about employees’ desires. This process of listening
and making actions based on employees’ comments took a crucial part in
the making of EASY CREDIT’s employer brand.

Furthermore, to help employees stay up to date about EASY CREDIT
business news, events, and activities, Internal Communication department
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would receive responsibility in Managing Newsletter and Changing
Desktop Wallpaper. In more detail, Newsletter is a monthly email sent to
the whole EASY CREDIT network. The contents include news about EASY
CREDIT business, events and open positions, and etc. Moreover, Desktop
Wallpapers are displayed with EASY CREDIT information and activities to
attract the attention of employees. Besides, the Wallpaper would be
available for all employees connecting to EASY CREDIT server.

4. EVP ACTION PLAN - 2018 EASlCredlt

Infernal Emp!oyees Organize engagement activities
:..‘.{ Routine = = |r===r==me e e e e e 1 After :‘:'\‘3
Maintain roufine actlivities: Organize contests to engage employee:
v - Tecm Building acfivities. - Say a Thank you! »
i\ - Woman day celebrote (8/3, 20/10), Christmas activities, .. -« Home Sweet Homecoming » contest
» = Lunor New Year Porty, ... - & Smile Hunters » contest

« Home Sweet Homecoming » contest

z ! + Goal: Show empioyee :piit by decorafing

Team Building octivifies

+ Goal: To engage EC members
+ Audience: oll employese

+ How it works: Every employee con decorote
their working desk ond foke o picture for posting in
Focebook. ...

Say « Thank you! » a Smile Hunters » confest

‘ + Goal: To develop feedback culture and cerate [} + Gool: To develop feedbock culture ond
friendly environment & SAY THANK YOU ofter go- celebrote friendly environment
live date + Audience: ol empioyee

+ Timedine: Oct. 2018
+ How it works: We ask empioyess fo post their

+ Audience: all employee
+ Timeline: Aug. 2018

.(\__-.r_.a"L + How it works: Every é monins, all employees own smiling faces ond smiles of customer: under
- have o chance fo say “thank you" to colleagues cerfgin hashtag in Instog withar why
. on a special Thank you board we have o reason fo smile with Eosy Credit

Figure 11. Organizing engagement activities (EASYCredit, n.d.).

Figure 11 illustrates the future engagement activities that were
recommended by the researchers. In addition, the researchers suggested
that these activities needed to be maintained as routine events. Thus,
employees would have something to look forward, plus, releasing their
stress from work. In detail, team building activities were arranged
frequently throughout the year. For example, sporting events were
arranged weekly, plus, celebration and party in special occasion have been
a tradition of EASY CREDIT.

Besides, researchers also had plan for employees’ competition after go-
live such as “Say Thank you!”, “Home Sweet Homecoming” contest, and
“Smile Hunters” contest. These contests were used as a tool to break the
ice inside organization. Particularly, bonding and connecting strangers
with different personalities together. The detail about the contests were
describe in Figure 11.
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5. EVP ACTION PLAN - 2018 EASlCedt
reai

Inlemcll Employee: Review employee package
s [ Start from Jun, 2018 l .......................... L After go-ive

- Build individual development plon / Coreer lodder for

Review compensations and benefits pockage of employee. :
- Provide training courses for employee by level, lecdership

employee fraining. '

'EUFH ing on the =>- n’:\y sn::"g \:ookshe" )
——
R, o + Goal: Improve EC employee benefits + Goak maintoin & develop the leaming ond

development opportunities

a8 pumorye -8+ Audience: ol employee >
s + Timeline: Jun, 2018 ‘ :?"""“ °';D";";‘°"“
. "‘ + How it works: Propose some package fo improve imeline: feo )
2 ..h..\ Rt - + How it works: empioyee: will be nominated by
. -

ine manager & attended suitable training
courses to improve their sills & knowledge.

Coreeroace

+ Goal: To Build career lodder for EC members, + Goak Share fo leom & promote enferiginment
reduce the gap of Employee expectafions in = ocfivity in EC.

Career growth opportunifies L + Audience: ol employss

+ Audience: oll employse + Timeline: Aug. 2018

+ Timeline: Oct 2018 + How it works: EC employees keep boois on
+ How it works: the carser ladder typicolly describes shelf and share fogether.

the progression from enfry level posifions fo higher

levels of poy, skil, responcibility, or authority

Figure 12. Reviewing employee package (EASYCredlt n.d.).

According to Figure 12, EASY CREDIT started reviewing compensations and
benefits package of employees from June 2018. In addition, after officially
go-live, EASY CREDIT would provide 3 things to bring extra benefits for
present employees which were Career ladder, Training courses, and
Bookshelf. Firstly, EASY CREDIT would take responsibility on building
career ladder for EASY CREDIT members. At the same time, it was line
managers’ job to reduce the gap of employee expectations in career
growth opportunity. The career ladder typically described the progression
from entry level positions to higher levels of pay, skill, responsibility, or
authority. Secondly, the training courses were going to take place more
often and adapted based on employees’ practical needs. The attendees
would be nominated by line manager to join suitable training courses so
they could improve in both skills and knowledge. Thirdly, a reading corner
would be built so employees could have a new type of entertainment
during lunch break.

The great thing about EASY CREDIT’s internal action plan is that they were

actually listening to their employees’ feedback. And according changes
were made to reach the expectation and demand of employees.

3.4.2 External Actions
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5. EVP ACTION PLAN - 2018 EAS‘!éredit

External Candidates (Jobseekers) l Deliver EASY CREDIT key messoge to promote our Employer Branding |

[ ONLINE ACTIVITIES

SOCIAL RECRUITMENT JOB PORTAL

Goal: Promote our HR Brand in socials + attract Tk «

candidates from social network - building o - '&‘? Goat To ensure the newest informafion on
effective source channel ond generate leads to ~—=  job posfing on recritment websites.

EC Career page in corporate wabsite. g 4 * &  Whaot are we going o do: Updote newest

L]
AT Lo
{ . What are we going to do: Article obout Easy m r}"' script, image & ciip obout EASY CREDT
Credit working environment & people: Job t "0 Timeline: Sep 2018 & routine
3 career pages in Facebook, Ialo, Linkedin. Use

posting/ ads. Create engoging content for EC

B )

adveriisement of best publicafions in sociols for
lead generotion fo EC Career page in corporate
website

Timeline: Start from Jun 2018 & routine OFFLINE ACTIVITIES

m Goal Have an altemative resource for ) Goal: To announce to employees/condidates
candidates’ attraction and increase CV-sourcing M about job fist
Whm‘uremgohgloao:wnpmmbﬁc % ﬁ . 3. Whot are we going o do: combine job fistin
funcfionality: u‘ §° &= " newsietter send to employee ond work with
L ] o o » i “
-

+ HR Cuffure, HR News, markefing to hove o designed email send o
+ Career Opportunities & Others ... _srow W extemal condidater.

° ° Timeline: 31 Moy 2018 aond together with the Timeline: Aug 2018 & routine
timeline of Corporate website

Figure 13. External candidates action plan (EASYCredit, n.d.).

Figure 13 show EASY CREDIT’s action plan for external candidates. The plan
was divided into 2 part which were Online activities and Offline activities.
In Offline activities, EASY CREDIT used referral method which utilize
employees’ network. By announcing available jobs within organization to
employees, EASY CREDIT provided job opportunity for employees’
acquaintances. Plus, potential candidates in database would get contacts
from EASY CREDIT through emails and phone calls.

On the other hand, there was no better place to promote company than
the internet. Therefore, the first action that EASY CREDIT took was to
appear on Social Media. Additionally, EASY CREDIT combined promoting
its working environment and its people with job posting. At the same time,
creating engaging content for EASY CREDIT career pages on Facebook, and
LinkedIn. The goal is to promote company’s employer brand on social
medias, plus attract candidates from social network.

Next, the corporate website should add a new category called EASY CREDIT
CAREER. This new category was expected to support the functionality of
the website by giving candidates an idea of “How it is going to be when
you work for EASY CREDIT?”. Plus, inside EASY CREDIT CAREER tab, EASY
CREDIT would provide information about the culture, core values, and the
people within organization. Career Opportunities would also be available
for those job seekers who are interested in working for EASY CREDIT. The
goal of EASY CREDIT CAREER TAB on corporate website was to become an
alternative resource for candidates’ attraction and to increase CV-
sourcing.

Besides social media and corporate website, EASY CREDIT also cooperated
with job finding websites. This was an attempt to spread the name of EASY
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CREDIT to external candidates, especially when company did not get wide
recognition at that time.

Ao

More actlivifies in 2019-2020:

- Recruitment materials: recruitment fiyers. banner, leaflef, introduction presenictions.
- Career fair / Talk show in Job centers

- Intemnship / Menagement Trainee in Universities/ Compus

RECRUITMENT MATERIALS

— e, Goal: Prepare all material before joining Job fair/ Tolk show
» e What are we going to do: Make a presentafion with key information about
[ 3 - e Easy Credit (Business, working environment, cuiture, ...). Prepare fiyers,
= ¥e banner, lecflet about cpen positions to support recruitment sources

Timeline: Start from March 2018

CAREER FAIRS & COOPERATION WITH UNIVERSITIES

Goal: Atiract candidates for mass and non-moss positions, employer
branding awareness

What are we going to do: Prepare key messages with all marketing
materials in order to participate in Job Fairs. Negofiate with universifies on
constant cooperation, make presentations about Easy Credit and coreer
opportunities

Timeline: Start from May 2019

Figure 14. 2019-2020 Action plan (EASYCredit, n.d.).

It was expected that during the term of 2019 to 2020, the foundation of
EASY CREDIT employer brand was built. At this time, EASY CREDIT will
deploy more activities required the direct interaction between company
and potential candidates. Moreover, EASY CREDIT will need to put more
effort on building the partnership with universities and companies who is
capable of promoting EASY CREDIT as an employer to job seekers. As a
result, career fairs and cooperation with universities are likely to happen
in order to raise the brand awareness job seekers’ mind. In addition, EASY
CREDIT needs to design recruitment materials such as recruitment flyers,
banner, leaflet, introduction presentations before participating “Job fair”
and “Talk show in Job centers”. Lastly, providing internship agreements
and training courses for students will spread the employer’s name within
the student community.

4 FACEBOOK CONTENT STRATEGY

After conducting the EVP and eNPS survey, EASY CREDIT cooperates with
P2P Digital (A digital agency) to come up with a digital strategy for its
“Facebook Career Page”. This strategy’s purpose is to promote the culture
and boost the interaction rate of EASY CREDIT on Facebook. Plus, creating
a comprehensive direction for the development of EASY CREDIT's
employer brand on social media.
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4.1 EASY CREDIT’s analysis

4.1.1 EASY culture

Culture is the foundation of the values of EASY CREDIT. Therefore, every
employee plays an important role in creating a diverse, dynamic and
professional working environment, making EASY CREDIT a strong
competitive enterprise in the market.

EASY CREDIT was built as the second common home of our employees.
There, each individual can work with passion, engage with colleagues and
balance life through experienced personnel activities.

The culture of EASY CREDIT assembles 4 key components which are
Effective, Attentive, Sincere, and Young.

Specifically, “Effective” means putting efficiency and quality as the first
criterion in work and constantly find ways to do better. (EASYCredit, n.d.)

“Attentive” represent for understanding the needs of customers, partners
and colleagues and finding the best ways to support them. (EASYCredit,
n.d.)

“Sincere” stands for showing sincerity and trust in each of the concerns for
customers, partners and colleagues by ensuring moral values in every
action. (EASYCredit, n.d.)

And finally, “Young” symbolizes the desire of searching and exploring new
things to keep the heart of EASY CREDIT members fresh and hungry.
Combining all these 4 elements, the EASY culture was born. (EASYCredit,
n.d.)

As a result, EASY culture is the message that company wants to send to

potential candidates. Moreover, it is the direction for the contents of the
corporate website and EASY CREDIT Career Facebook page.

4.1.2 Comparison
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COMPETITORS

CONTENT ANGLE

DIRECTION
COMPANY CLLTURE INCOME m"’lﬁ:’%
Young value: = Inspiring workspoce - Competitive Mot yet
professional, = Internal relationship salary
HOME friendly and trendy - Contest
CREDIT
| Not young. - Warm like afamily - Focus high Not yet
FE CREDIT | Core value: income
’ enthusiasm, - Howio get o
| passion raise
Show out octivities - Compstitive Mot yet
‘/ Dynamic environment salary
EASYcreaie
O1lM TUA KMI CAN

COLLEAGUE
Friendly
Professional

Image: always
smile and

ready
Lifestyle

- Affectiondle

Interview obout
passion of
young leader

- Activities: take

care employees

Figure 15. EASY CREDIT’s competitors (EASYCredit, n.d.).

Figure 15 shows the comparison between EASY CREDIT’s Facebook page
and 2 top competitors on consumer loan market which are HOME CREDIT
and FE CREDIT. In addition, the comparison focuses on the different in
direction and the content inside Facebook career page.

According to the comparison proposed by P2P Digital, both HOME CREDIT
and FE CREDIT have clear directions for their Facebook Recruiting page. In
HOME CREDIT, young value is put on top, additionally, they express
themselves as professional, friendly and trendy. On the other hand, FE
CREDIT focuses in delivering the enthusiasm and passion in what they do.
However, EASY CREDIT has not had a clear path for their Facebook Career

page.

About the content on Facebook, P2P Digital points out 4 elements affecting
the brand image in employees’ mind. The first one is “Company Culture”
which defines the environment, company mission, value, ethics,
expectations, and goals of company. (Doyle, 2019)

HOME CREDIT is known for their inspiring workspace, good internal
relationship and contests between employees while FE CREDIT focus in
creating a place where employees can call its their second home. On EASY
CREDIT side, they show out the activeness and passionate within their
organization. In addition, they create an image of a dynamic environment
where non-stop improvement and evolution are encouraged.

Secondly, the income mentioned in HOME CREDIT and EASY CREDIT are
quite vague with job seeker. In addition, the information about salary
inside job posts only let candidates know that they will receive competitive
salary, but they do not know the specific number. On the other hand, FE
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CREDIT uses high income as an advantage to attract talents, plus, the salary
raise is also mentioned inside job posts.

Thirdly, development opportunities have not been mentioned by all of
these 3 companies so it can be exploited as a new content for Facebook

page.

Fourthly, the employees are also used as a reference material for job
seekers who is looking for the best teammates to work with. In HOME
CREDIT the colleague can be described as friendly, professional. Besides,
HOME CREDIT uploads the images of their employees on Facebook with
smiling and ready pose to motivate job seekers apply for job. In FE CREDIT,
it is more about lifestyle and affectionate. Plus, people can freely express
their personality which brings diversity to workplace. Moreover, EASY
CREDIT portrays its employees through the interviews about passion of
young leaders within organization. At the same time, the posts on EASY
CREDIT Career page create an impression that their employees always
have each other’s back.

To sum up, EASY CREDIT’s Facebook page needs to have a comprehensive
direction in order to compete with its 2 biggest competitors. Furthermore,
development opportunities can be added inside the content of Facebook
page as a new category.

4.1.3 Perceptual map

POSITION

Next 2 months COMPANY CULTURE
i Easy Credit should be placed
to reach the objective:
Brond oworeness abowt: YOUNG
company
Build relationship with the image
HOME start - up company

CREDIT
FE CREDIT =

vCrodve BENEFIT

Figure 16. EASY CREDIT positioning (EASYCredit, n.d.).
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Figure 16 positions employer brand of EASY CREDIT with 2 top competitors
HOME CREDIT and FE CREDIT. According to Figure, HOME CREDIT’s
employer brand is inclined to company culture while FE CREDIT sticks with
their strength which is offering high benefits to employees. After
implementing the strategy, EASY CREDIT’s employer brand is expected to
be a balance combination between company culture and benefit. As a
result, EASY CREDIT should be placed to reach 2 objectives. Firstly, creating
a brand awareness inside candidates’ mind about YOUNG company.
Secondly, using the image of a start-up company as a core attraction to job
seekers.

4.2 Strategy Implementation

4.2.1 Campaign Overview

CAMPAIGN OVERVIEW

e Easy Credit - Youth make

o difference
REFLECTED
OBJECTIVE : __ THROUGH

| BUILD AWARENESS OF } S - s
YOUNG mpany Culture
to prospect employee / ST
2 Promotion
" - Opportunity
Colleague Relationship

Figure 17. Campaign overview (EASYCredit, n.d.).

In this content strategy, EASY CREDIT tries to amplify the “Young” factor
inside EASY culture. The main objective is to build awareness of “Young”
to prospect employee. Besides, using EASY CREDIT name to spread the
message “Youth make difference” on Facebook Career Page. The “Young”
factor is exploited through company culture, employee income, promotion
opportunity, and colleague relationship.
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4.2.2 Target audience

50%

TARGET AUDIENCE

30% 20%

EXPERIENCED CANDIDATES
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® Incoms information
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Souce: e/ /bt ly/2Fnitiw . hmp//bir by /2 Temeh , g/ /Bt by /2 UPCNAS
bapo/bit)y/ 2 YglGwt | hipod it /U1K Iod

Figure 18. Target audience (EASYCredit, n.d.).

This strategy focuses in 3 types of audience which are Experienced
candidates, Inexperienced candidates, and Current employees.
Additionally, EASY CREDIT will focus 50% of articles for non-experienced
subjects while experienced candidates is 30%, and current employees is
20%.

4.2.3 Message

MESSAGE PROPOSED

Everyone want to look
for a company that
have more benefit.

However, the greatest
baralaa environment that

YOUTH make
DIFFERENCE

inspirational
company 1o grow
up the career.

YOUTH MAKE DIFFERENCE

TRE HANG SAY - MOI NGAY BUT PHA

IIWomMm‘eﬂhnhrl'vbnnMwhn ster-p buinss whichalews youte creoe new &
innovative ideas. We ot anly focus on developing and kesping all ow mlermed pecp ks b abo give 1o them
Ihhud:h:umru EASY CRED T warts 1© be the ore %o kan on whan you wart 1 ochisve baner
things in coresr growth, I,

Figure 19. Message proposed (EASYCredit, n.d.).
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P2P Digital proposed a message to EASY CREDIT delivering the YOUNG
element of company to job seekers. In addition, the slogan for the
Facebook content strategy is “YOUTH MAKE DIFFERENCE”. More specific,
EASY CREDIT persuades candidates that the greatest benefit is working for
an inspirational company and EASY CREDIT has the perfect environment
where youth can make difference.

The message proposed by P2P Digital: “We are looking for the talent who
can work with a star-up business which allows you to create new &
innovative ideas. We not only focus on developing and keeping all our
talented people but also give them the favorable circumstance. EASY
CREDIT wants to be the one to lean on when you want to achieve better
things in career growth.”

4.2.4 Content’s writing style

MOOD AND TONE

Voice

Young

Friendly

Trendy

Purpose
Show out core
value of YOUNG to

aftrad talent Language
Story telling

Real-case Interview
Experience sharing

Figure 20. Mood and tone (EASYCredit, n.d.).

On Facebook, the writing style of content writer will take a crucial part in
deciding the main audience of the posts. In order to show out core value
of YOUNG to attract talents, P2P Digital suggest the mood and tone should
be use in Facebook posts to approach inexperience candidates. Therefore,
the voice of the writer should be young, friendly and trendy. Moreover,
EASY CREDIT should address its audience by using storytelling, real-case
interview and experience sharing.
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4.2.5 Facebook content pillar

CONTENT PILLAR

Pillar Benefit of YOUNG COMPANY [Engaging content
Angle Company Culture Hack & Trick
®  Statup environment & How o crecte goodCV HR dep. 10 provide info

® Imerncl evenss ®  Interview fips
®  Modern working style ® e

Employee Income Fun & Inspire story
o  Compatitive ldcrY‘
s Fl generarion with potertial incoma
o . [HR dep. 10 provide more info)

Promotion Opportunity:
e Troining course
* . [HR dep. to provide more info)

Colleague Relationship:
*  Younpcolle
* Good young leaders
e “Tém" cung Easy Creadeer

Figure 21. Content pillar (EASYCredit, n.d.).

Figure lists the types of contents which will be posted on EASY CREDIT
Career Facebook page in 2 months period. In addition, there are 3 main
content pillars which are “Benefit of YOUNG COMPANY”, “Engaging
content”, and “Recruitment info”.

Firstly, “Benefit of YOUNG COMPANY” will include the aspects related to
company culture, employee income, promotion opportunity, and
colleague relationship. Therefore, P2P Digital utilizes the strengths of EASY
CREDIT by turning them into appealing bargain to candidates.

Secondly, “Engaging content” provides tips and stories for Facebook
audience. Thus, purely offering benefit for audience is a way to earn more
followers, especially when audience find the tips and stories are useful to
them.

Thirdly, “Recruitment info” will be written in a more exciting “mood and
tone” as mentioned earlier in order to reach the target audience.
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4.2.6 Express culture through a fictional character

TOPIC: “MR. EC - Sé chia di, cho chi”

D »

»
Mr. EC is a parson who represent a

leaider, not the boss

He will inspire new employess that cl
company cullure of Easy Craedit:
YOUNG policy, work skills. ...

Figure 22. New topic: “Mr.EC” (EASYCredit, n.d.).

To blow a new wind into EASY CREDIT Career Facebook page, P2P Digital
suggests a new topic called “Mr. EC’s Sharing”. In addition, Mr. EC is a
fictional character who represents the image of a typical EASY CREDIT
leader. Therefore, Mr.EC ’s task is sharing about EASY CREDIT company
culture to candidates. Besides, giving candidates a closer look into
company policy, working skills and etc. Instead of writing traditional posts,
the content writers give themselves an identity to earn trust and loyalty
from audience.

4.2.7 Content direction

WTENT DIRECTION
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Figure 23. Content direction 1°* month (EASYCredit, n.d.).

In the first week of the first month, EASY CREDIT promoted the new topic
“Mr. EC’s sharing”, plus, writing a post about “Promotion opportunity”.
More specific, the employees could prove their ability while working in a
dynamic environment such as EASY CREDIT. Plus, the leaders would
encourage employees to share their opinions.

Week 2 introduced the “Young colleagues” of EASY CREDIT who would
always give their teammates a hand while teammates facing difficult
challenges. Next, “Hack and Trick” provided candidates with the basic
requirements in recruiting process. At the end of the week, a post about
“Start-up environment” would tell about the first generation of EASY
CREDIT employees. The purpose of this post was to show the gratitude to
old employees who put foundation for EASY CREDIT. To increase the
honesty of the story, P2P Digital recommended to have an interview with
first generation employees.

Week 3 contains topic about “Young leader” and “Mr. EC”. In “Young
leader” topic, EASY CREDIT expressed their hope in each of company
member. And later, “Mr.EC” would answer the candidates about the
benefits that EASY CREDIT offered.

In week 4, EASY CREDIT attracted the attention of job seekers by posting
“Competitive Salary” topic. In addition, while being a start-up company,
EASY CREDIT can give their employees competitive salary compare to other
company in consumer loan market. Lastly, “Start-up environment” topic
provided candidate with the image of EASY CREDIT co-working space
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Figure 23. Content direction 2" month (EASYCredit, n.d.).

In the first week of the second month, EASY CREDIT introduced the “Young
employees” within the organization. Besides introducing the young
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employees, the post also contained images showing the teamwork spirit
between colleagues. In addition, the next post “Employee income” was
made to boost the interaction and attract the curiosity of candidates. In
detail, EASY CREDIT gave a controversial topic to audience “How to
calculate the salary: Working years or working quality?”

In week 2, EASY CREDIT continued with the topic “Employee income”. This
time, the content was “working for a long-term in start-up environment
will help employees earn a much higher salary in a long-run “. And then,
“Mr. EC” would share about the creative environment which was an
advantage of start-up company — a place where every innovative idea
would be appreciated.

Week 3 started with “Hack and trick” which gave job seekers the
information to create a professional CV. By guiding and giving useful
information, EASY CREDIT earned back the attention from Facebook’s
potential candidates. Also, in week 3, “Young leader” topic was promoted
on the Career page. This time, EASY CREDIT posted an interview of a young
EASY CREDIT leader to promote the creativity concept.

Last week of the strategy, EASY CREDIT posted “Mr. EC” and “Promotion
opportunity” as the last 2 topics. In addition, “Mr. EC” shared a case study
about responsible and self-restrain with in EASY CREDIT which would be
seen as an example to follow for EASY CREDIT employees. Additionally,
EASY CREDIT continued to strike into “Promotion opportunity”. By giving
the EASY CREDIT’s Facebook audience a clear career path within the
organization, EASY CREDIT was closing the gap between expectation and
reality of career development.

5 CONCLUSION

EASY CREDIT case illustrates the way a company implements employer
branding into their organization.

By collecting data using EVP survey, company can understand the core
factors attracting employees to their organization. Plus, amplifying those
factors to attract candidates and retain current employees. However,
employees might expect too much in their employer to provide them the
exact benefit they were hoping for. And when the expectation surpasses
the reality, employees would feel depressed and disappoint in their
organization which in long-term will damage the company’s employer
brand. Therefore, it is employers’ job to bridge the gap between brand
promise and brand delivery.



29

On the other hand, eNPS survey, allows employers to measure the loyalty
of employees, thus, it reflects the success of company’s employer branding
effort.

The data from the surveys would be used to create an overall action plan
which is designed to deal with company’s current situation. In addition, the
plan would be implemented by the HR department to constantly improve
the employer brand.

After building the foundation of the employer brand, company would
tackle their social media channel. The main direction to develop social
media would be depended on the corporate culture. For example, In EASY
CREDIT case, they use Facebook as their main channel because of its
popularity in Vietnam, plus, the main target that EASY CREDIT was aiming
at were the millennials. Therefore, EASY CREDIT utilized their “Young”
culture aspect as the main direction to gain the attention from their
targeted audience. As a result, EASY CREDIT’s Facebook Career page is now
running stable and it has reached 7800 followers after applying the
strategy.

However, EASY CREDIT’s employer brand is totally separated from the
corporate brand which would lead to the inconsistency in company’s
direction.

6 RECOMMENDATION

6.1 Changes in applying employer branding

6.1.1 The important of employer branding in company’s strategy

To understand how employer branding is changing, a survey was made
with the participation of more than 2000 senior executives about their
employer branding activities. The sample included CEOs and heads of HR
and recruiting, employer branding, and marketing, in 18 countries. The
data was collected from October to December in 2014, and the results are
presented in Universum’s “2020 Outlook, the Future of Employer
Branding.” (Mosley, 2015)
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Employer Branding Is Becoming Strategically More Important
What CEOs and HR and marketing leaders expect it to do for the company by 2020.

QUESTION: WHAT ARE YOUR MAIN EMPLOYER BRANDING OBJECTIVES?

Secure our long- Build our Differentiate Build our

term recruitment employer brand ourselves from employer brand

needs on a global level competitors on a local level
5 YEARS
FROM NOW

40%
TODAY 31% 31 o8
29 24
14 15

Figure 24. Employer branding objectives by 2020

Figure 24 shows the expectation of the senior executives in the potential
of employer branding. Those expectations include: Secure long-term
recruitment needs, build employer brand on a global level, and
differentiate themselves from competitors.

Marketing is also seen as playing a larger part in shaping the brand of the
employer. Because social media has linked business reputation with
customer experience, consumer-facing communications are becoming
increasingly essential in shaping the brand of the employer. Many
companies are now highlighting the quality and commitment of their staff
in their consumer marketing which increase their reputation in both
consumers and candidates’ mind. Plus, a strong employer brand can affect
sharply to the employees, emotions, commitments, and engagement level
which involve with a positive consumer brand experience. (Mosley, 2015)

“Take Care Of Your Employees And They’ll Take Care Of Your Business”.
Says Richard Branson, founder of the Virgin Group. (Sotoohi, 2018)

6.1.2 Three-step process which changes employer branding

A strong employer brand can be a huge advantage in the “War for talents”
because it can attract, engage, and retain the best people. However, the
employer brand is always developed separately from the organization,
thus, Banta and Watras claim it is not the right way to achieve those goals
above. (Banta & Watras, 2019)

More specific, the problem with most employer brand is the lack of
connection with corporate brand and core driver of business. The
employer brand is always managed by the Human Resource department
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and too often becomes associated with superficial perks such as free lunch
or unlimited vacation. In the United States alone, there are now more than
40 consultancies focused on employer branding, usually separate from any
larger strategic purpose. The consequences can be dismaying. (Banta &
Watras, 2019)

For example, employers might describe to candidates how a job can
develop employees’ skills, but they do not mention how it will benefit
customers or the business. Moreover, there are businesses promotes
guotes and photos of their employees saying things such as “my coworkers
make every meeting seem like a party.” Overall, the factors creating
employer brand are totally detached from the factors creating corporate
brand. (Banta & Watras, 2019)

Therefore, Banta and Watras believes the employer brand should be built
based on the corporate brand. In order to encourage this integration, the
“employer brand” label needs to be disposed and focusing instead on
building out a talent dimension as a key part of the corporate brand. In
addition, they recommend a three- step process, led by the CEO and the
executive team — not delegated to lower-level HR or communications
people. (Banta & Watras, 2019)

First, create a talent framework assembles the key qualities, behaviors and
motivations that managers want to see in their team members. The talent
framework needs to support the company to deliver on its total brand
promise. (Banta & Watras, 2019)

Second, validate the talent framework. The employees deal directly with
the customers have the best knowledge of their needs and how works are
done. Key questions in focus groups and on questionnaires for these
employees should include: “Does this capture capabilities critical to our
success?” “How do you think prospective hires will react?” and “Do our
values come across clearly?”. In addition, it is important to ask employees
about what needs to be changed inside organization to attract, engage,
and retain employees. Thus, EASY CREDIT had done this in their EVP survey
result. (Banta & Watras, 2019)

The question here is: “How does the framework interact with potential
candidates?”. In addition, the talent framework may not fit with every
individual within organization. Therefore, company can ask their new
employees’ opinion about the strategy, vision, core values, and quality of
customer services as a potential working place. Besides, the HR
Department can collect feedback from employees to come up with a
professional assessments. (Banta & Watras, 2019)

The final step is to apply the talent framework in every aspect of
businesses. Moreover, company needs to encourage the good behaviour
within the organization. For example, EASY CREDIT embed YOUNG aspect
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into its business which means the employees need to adapt with the values
of YOUNG. Additionally, EASY CREDIT’s employees try do their best to
support their teammates and showing their enthusiasm in working.
Therefore, those behaviors of EASY CREDIT's employees need to be
rewarded and ecouraged by the leaders. (Banta & Watras, 2019)

It is the duty of the CEO to attract, retain, and engage the employees.

As a result, this three-step-process will be led by a brand team who work
closely with the CEO. Due to the fact, talents need to be integrated into
the core of organization instead of being separate. (Banta & Watras, 2019)

6.2 Utilizing word of mouth

As Employer Branding gradually receives more attention from leaders,
many businesses are trying to optimize existing marketing tools and
approach new media trends with a desire to reach more target group of
talented people.

Including Word-of-Mouth Marketing (WOMM) - a familiar tool in
marketing strategy because of its high practical results and low cost.
However, due to its trickiness in Employer Branding, not many businesses
in Vietnam have been included it in their plans.

6.2.1 Role of WOM Marketing

In the increasingly competitive market, customers have a lot of
information and insight, according to the latest RBNC research on
consumer buying and service buyers, up to 75% of customers do not
believe in advertising. Accordingly, what is realistic or simple will receive
good responds from customers due to the rustic, sincere and idyllic nature.
WOM Marketing - Oral Marketing, is a method that has existed for a long
time, but in this current trend, it is an extremely effective tool, low cost
plus bringing practical results. (Huynh, 2019)

The application of WOM expressed in these 5 following actions (applying
to social networks as a tool):

- Encourage user-generated content: encourage consumers to create
messages or posts themselves

- Share customer reviews: share customer comments

- Get product rated on your site: create reviews of products and services
on the website

- Create areferral program: build a customer referral program

- Connect with Key Opinion Leaders (KOL): Connect with influential
people
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6.2.2 Application of WOM in Employer branding

Human Resource department is using marketing tools to apply employer
branding. In addition, the main targets are candidates, employees,
community and etc. Therefore, it is possible to apply WOM with these
specific actions:

1. Encourage user-generated content: Encourage employees to share
their current feelings, or former employees to share their previous
experiences at the old company, or to let the community discuss about
the activities at a company.

2. Share customer reviews: share the feelings of the candidates after the
interview. Plus, employees participate in sharing about the business in
“the best workplace” programs organized by external partners, or
interview from employees working 5 years, 10 years, 20 years with
company.

3. Get product rated on your site: assessment of a business coordinated
by a third party on specific aspects such as salary & benefits,
development opportunities, training programs, etc. The businesses
only need to choose one point and focus to build awareness with
specific keywords to target. For example, every time the working
environment of enterprise A is mentioned, other people will think of
the keyword "X"

4. Create a referral program: build a candidate referral program which
link with organizations, universities, researchers, etc.

5. Connect with Key Opinion Leaders (KOL): KOL are people who currently
have a large number of followers, so their updates and activities often
make an impact with large coverage. A specific example of a way to
connect with KOL in employer branding is to invite external speakers
to share effective practices with company’s employees. Maybe the
speaker's experience is less than that of some employees, but the
opportunity to share at the business helps both to build their personal
brand and to introduce the employer brand to their followers.

6.2.3 Touchpoints

Everyone can be a touchpoint when applying WOMM to Employer
Branding. Depending on the segment and goals that a specific touchpoint
will be focused on. In addition, the touchpoints may be future candidates,
current candidates, employees, former employees, relatives of employees,
industry experts, partners, customers of the business and etc. (Huynh,
2019)
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6.2.4 4B Principal when apply WOM for Employer Branding

Believe: businesses must aim to build a true belief in the hearts of all
subjects. Besides, it is not advisable to talk excessively or to shout out like
a slogan. (Huynh, 2019)

Behave: if a company believes in some kind of values then all the levels in
the organization must live and show those values. It is not wise to say but
do not follow, or only showing those values on external media and totally
ignore them within the organization. (Huynh, 2019)

Belong: when a company has believed and shown those values throughout
the organization, naturally employees and candidates will feel themselves
belonging to the organization. (Huynh, 2019)

In addition, enterprises should organize activities to engage employees

such as:

- Teambuilding is not an ordinary outdoor activity but a program that
must be attached to the company's strategy.

- Corporate social responsibility, however, it is not about a few
sponsorships or donations, but a long-term strategy associated with
the overall strategy.

- "Startup inside of Corporate" is a program that connects departments,
retains employees and brings a lot of economic value to businesses.

Be Brand Ambassador: when employees believe in a true value, express
that value every day and feel they belong to organization, they become the
ambassadors for the employer brand. (Huynh, 2019)

6.3 Making improvement on Facebook:

6.3.1 Targeting the millennials

Based on the experience of consulting for many businesses around the
globe, the ROBENNY Group draws out the points that Millennials (Gen Y)
are interested in when working (ranked in descending order of priority) as
follows: (Huynh, 2019)

Career development opportunities, competitive salary, training and
developing, extra benefits (in addition to salary), easy work rotation,
opportunities to work abroad, ethics at work, enterprise value is consistent
with personal values, the name of the leader or the success of the
employee, and finally, the reputation of the company in the labor market
(Employer Brand). From this result we can draw the conclusion that:
Millennials desire to find a true value in a place where they can be fully
devoted. (Huynh, 2019)
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Therefore, the Employer Branding communication plan should accompany
these insights about millennials to attract them. If businesses only create
values that are not true, illusory or lull with small successes to achieve the
present without the future challenges, thus, they cannot attract the talents
of this generation. (Huynh, 2019)

6.3.2 Producing engaging titles:

Before reading the content, title is the first thing people see. Thus, creating
an engaging title is the utmost importance to attract readers.

Numbers will create a sense of wrapping up the content of the article.
Meanwhile, the readers can save their time and click into the link. The
readers are being urged to see a more specific content which helps them
remember longer.

Entertainment is one of the three factors that attractes reader and make
them get into the content faster. When putting humor in the headlines, it
will touch readers’ desire for entertainment.

The success of real people in the company always attracts the readers and
shows the company’s concern in its employees. Therefore, when having a
success story, do not hesitate to show respect on the title and share the
article to the rest of the company.

When having a completely new solution, tips, formula, with a different
perspective, a weird title is required. However, it should be noted that the
sharing must be really new and impressive, to avoid creating frustration
for readers.
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