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ABSTRACT

The purpose of the article is to describe the principles of a new integrative methodological approach to the analysis of
labor relations and corporate human capital (HC), an approach that would consider the multidimensionality of this
category, namely, its relationship with social, marketing, economic and environmental aspects. The hypothesis is put
forward and argued that it is advisable to carry out the analysis and formation of the HC and the corresponding labor
relations based on HR branding as a tool of the integral direction of corporate marketing and management. In turn, it
is based on the most progressive concepts of social and ethical marketing and the social responsibility of business at
the moment. Based on this, it is proposed to diagnose such multidimensional indicators of the company's condition as
labor , based on the elements of the HR branding structure as a management subsystem, assessing their presence and
development in a particular corporation, the scale of investment in this area, efficiency and impact on performance.
Thus, this integrative methodological approach will allow the company to identify weaknesses in its workforce and
then develop measures to eliminate them and strengthen market positions based on the data obtained.

Keywords: Labor relations, Human capital, Integrativity, HR branding, HR management, Diagnostics of
human capital.

1. INTRODUCTION With this approach, labor productivity results from

the development of HR branding and the company's
market position - since the demand for its products
depends on the loyalty of consumers and staff to the
corporate brand [2].

During its formation and development, labor and
human resources management undergo significant
changes - up to the methodological and instrumental
crisis, like any other science. We agree with the

prevailing opinion in scientific circles that the main
reason for these phenomena is the lack of the necessary
interdisciplinarity and complexity when considering
problems at the micro and macro levels and developing
solutions taking into account the dynamics of changes in
internal and external factors.

Strategic directions of human capital (HC)
management  development are associated  with
integrativity and a holistic approach, and one of the
manifestations of this direction is HR branding [1]. The
authors of this article develop a methodological
approach to diagnosing an enterprise (firm) and its labor
relations through the prism of HR branding.

To develop the methodological foundations of this
approach, it is necessary to clarify what is meant by HR
management, what are its basic principles and identify
its essential elements.

2. RESEARCH METHODOLOGY

The system-holistic and dialectical approach,
monographic ~ method, method of theoretical
generalisation and comparison, scientific abstraction,
logical method, methods of induction and deduction,
methods of grouping and generalisation were applied.

Our methodological premise is based on the
axiomatic relationship between the employer's brand as
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an element of integrative marketing— on the one hand,
and the quality of labor relations and human resources
of the organisation, on the other. Many modern studies
confirm this connection. Thus, E.A. Tereshchuk
methodically links the measurement of the level of
organisational culture with the quality of labor
resources [3]. Researchers E. Flores, X. Xu and Y. Lu
emphasise that industry 4.0. should also correspond to
the human capital of version 4.0. [4]. As a management
technology of the new time, approaches to HR branding
were developed by M.A. Fedotova, 1.V. Setyamin, N.A.
Osovitskaya, S.A. Khromova, K.E. Levina, S. Barrow,
R. Mosley, M. Schumann, L. Sartain, J. Robin, M.
Burchell. In particular, we used theoretical provisions
on forming a corporate HR branding system by V.N.
Belkin, N.A. Belkina, O.A. Antonova [5], the model of
the employer's value proposition by V.N. Pulyaeva [6],
the refined definition of Ya.Yu. Chireeva HR brand as a
human resource management tool [7]. Proposed by U.
Itam, S. Misra and H. Anjum, management indicators
based on the HR concept were considered [8], as well as
works in this area by P. Banerjee, G.K. Saini and G.
Kalyanaram [9] and H. Urbancova, M. Hudakova [10].

With this in mind, the methodological approach
proposed by the authors was based on the composition
analysis of the organisations' HR branding subsystem
(example of the Belgorod region construction
companies) and the selection on this basis of a set of the
most significant indicators for a multidimensional
assessment of human capital. Thus, human capital is
considered the quality of labor relations regarding
creating new value, taking into account the socio-
humanistic concept of marketing.

3. THE MAIN PART

According to the most common view in scientific
circles, human capital represents it is an investment in
the development of an employee (specific and general)
[11].

HR branding is a new stage of corporate marketing,
which has a complex impact on resources, primarily
human, and through them - on all others [12]. The fact is
that the personnel of an enterprise (firm, corporation) is
rightly considered today to be the driver of
development, innovation, and efficiency.

The employer's brand and corporate culture are
concepts of the same semantic series. The latter should
play a vital role in forming a successful employer brand.
At the same time, the former should consider and
consolidate cultural nuances elements that make this
company different from others. It is known that culture,
as a way of transmitting and reducing knowledge and
rules, holds any system, any organisation.

Employer branding provides an opportunity:
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- identify and strengthen the key or system-forming
fragments of the corporate culture, on which its overall
image, style of behaviour, value for customers and
partners depend;

- to form modern personnel for the corporation, with
the necessary qualities and corporate patriotism;

- to make relevant changes to the company's
corporate culture (enterprise) as its life cycle and the
challenges of time and form its unique image.

Based on this, it is possible to identify several
principles of HR branding:

1) the employer's brand must clearly reflect an
individual organisation's cultural facts and factors,
namely: its competitive advantages. These factors can
both attract job seekers, partners, potential customers
and turn out to be unattractive for them;

2) the employer's brand should motivate the staff for
high-quality work, commitment to the company, ensure
the self-esteem of the staff, the ability to use the
intangible assets of the corporation, its connections,
information base and other privileges.

Let's consider the employer's brand from the
perspective of a potential or actual employee. It can be
defined as a set of positive value associations about the
company (enterprise) as a unique employer in the labor
market. In other words, it is a complex of positive
associations of an employee about an organisation's
unique material and intangible values as an employer
that distinguishes it in the labor market.

Figure 1 shows the structure of the employer's brand.

Elements of the employer's brand

/\

Marketing aspect Socio-economic aspect
- history of the - loyalty of the staff;
organisation; - initiative;
- the lifetime of - the possibility of
the organisation; growth;
- clients; - interchangeability;
- reputation; - salary;
- social activities; - working and living
- corporate goals; conditions;
- market prospects - personal brand;

- training

Figure 1 Employer's brand structure.
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The elements of the employer's brand are reflected
in the human capital management system of the
enterprise (company), which includes policies and
measures aimed at a positive impact on employees.

These activities include selecting and recruiting
employees, adapting and developing new and existing
employees, staff bonuses, providing prospects for
developing and implementing their knowledge and
skills, and conducting experimental work toward their
activities within a specific organisation.

An  effectively  functioning human capital
management system should provide a set of unique and
stimulating values aimed at increasing the organisation's
attractiveness among new employees and retaining
existing employees [13].

From the point of view of management, when setting
up an HR branding system, one of the leading concepts
is "Employee Value Proposition" (EVP) [14]. It is a key
message about the value properties of the employer.
This message includes an idea, memes, slogan, design,
videos and other informative material based on a
creative concept. Such a value proposition formulates
arguments based on which the category of specialists
interested in the employer should want to:

- to work in this company (the argument of attracting
staff);

- work well (staff involvement argument);

- stay in this company for a long time (retention
argument).

At first, it may seem that the "employee value
proposition" and the employer's brand are identical
concepts. This is not quite true: if there are common
features, there is a fundamental difference.

The employer's brand is what the firm (enterprise) is
known for. In another way, it is a "unique trade offer" of the
organisation, which the head applies in contacting staff,
customers, and partners. Ultimately, a successfully developed
employer brand demonstrates the strength of its
competitiveness and its place in a particular industry market.

Table 1. Ranking of HR indexes
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The EVP parameter is directly related to the
advantages and benefits that the organisation offers.
Even though an effectively developed employer brand
can attract potential employees, EVP, in turn, can
convince candidates that they want to work in this
organisation and the existing staff that they do not want
to go anywhere [15].

The most acceptable option for the company's
successful development is when the employer's brand
and EVP complement each other.

4. METHODS OF DIAGNOSTICS OF
LABOR RELATIONS AND HUMAN
CAPITAL

The algorithm of such diagnostics consists of the
following stages:

1. Selection of a set of private indicators (based on
the analysis of the HR branding subsystem) or HR
indices. For example, the company's history, the
company's reputation, the presence of regular
customers, market prospects, staff training, social
protection, reviews of the company - both customers
and staff, the possibility of a personal brand, etc. The
method of calculating private indices is based on
measurements, surveys, and investment in some aspects
of the HR brand.

2. Scaling criteria for assessing labor relations and
human capital (HC).

3. Evaluation of the organisation's human resources
management (i.e. calculation of the integral

HR index), using the weighted average value principle.

4. ldentification of the relationship between the
elements of HR branding and labor indicators (labor
productivity, wages, motivation, sales volume per 1
employee, staff satisfaction or other).

Let's present in Table 1 a list of the main HR indexes
with an indication of their degree of importance (rank).

Name of the HR index Weight (Grade)
Social protection 0.12
Salary level 0.1
Staff satisfaction 0.18
Staff turnover 0.16
The presence of regular clients 0.21
Positive feedback about the company's activities 0.2
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Table 2. The values of HR indices in comparison with the level of labour productivity

. Stroy- . Transyuzh-
Indicator "ZHBK-1" "Vega" «ROSKROV» "Brik24"

Social protection 1.08 0.6 0.84 0.48 0.72 1.2
Salary level 11 0.66 0.88 0.55 0.77 11
Staff satisfaction 1.62 0.54 1.08 0.9 1.26 1.8
Staff turnover 1.28 0.96 0.64 0.8 0.64 1.28
The presence of regular

, 1.89 0.84 1.05 1.26 1.05 1.68
clients
Positive feedback about

o 1.6 1.4 0.8 1.2 0.6 1.8
the company's activities
Integral HR Index 143 0.83 0.88 0.87 0.84 148
Labour productivity,
806.49 224.94 484.47 336.14 446.07 3066.67

thousands of rubles

After determining the rank and setting the
significance of the above indices (on a ten-point scale),
it is necessary to calculate the integral HR index using
the following formula:

HR, = 212187 - 1)

where HR; is the integral HR index, gi is the relative
value of the i-th private HR index, ri is the weight (rank)
of the i-th private HR index, ni is the number of private
HR indices in the overall structure of the integral
parameter.

Based on this, it is possible to designate the levels of
the integral HR index: low (from 0 to 0.81); medium
(from 0.82 to 1.3); high (1.31 to 1.7).

Table 2 shows the values of HR indices for several
construction companies in the Belgorod region and
labor resources indicators for 2020.

From the presented calculations of private HR
indices, there is a positive correlation between the
integral index and labor indicators. This relationship
can be traced by calculating the linear correlation
coefficient:

_XxXy
= XXy === 2)
j(z X2_ﬂ>*(z y2 _@)
where r is the linear correlation coefficient; x is the

integral HR index; y is labor productivity; n is the
number of analysed organisations.

The interpretation of the linear correlation

coefficient is as follows:
- r=0 - no connection between the indicators;

-0<r;

- -1 <r <0 - the presence of feedback (with an
increase in the value of x, the value of y decreases, and
vice versa);

- r=1 - there is a functional relationship, i.e. each
value of the factor indicator strictly corresponds to one
value of the effective indicator.

Having made all the necessary calculations, we get:

5690.26—2'91:362
r = = 0,76 (3)
2.912 53622
4'24_T * 10646236—T

The obtained value of the correlation coefficient
demonstrates a direct relationship between the integral
HR index and labor productivity.

5. CONCLUSION

Thus, an integrative marketing methodological
approach to the diagnosis of labor relations and
corporate human capital, implying an analysis of the HR
branding of this enterprise, can be used as a tool in the
competitive struggle. To assess the management of the
organisation's human resources, the approach of
calculating the integral HR index is justified. Also, a
close relationship between labor productivity and the
integral HR index was revealed by calculating the linear
correlation coefficient. l.e. with an increase in the value
of this index, the level of labor productivity will
increase. Which, in the end, will have a positive impact
on the organisation's activities.
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