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The article is devoted to the study of the role of personnel marketing in the
formation of the competitive position of the innovative enterprise in the process
of strategic management. The terms “personnel marketing” and “compensation
policy” are defined. Personnel marketing is defined as a type of management
activity aimed at long-term provision of the organization with human resources
that form the strategic potential necessary to achieve its specific target priorities.
Compensation policy is defined as a system of external incentives that encourage
the employee to get a result that satisfies both the employee and the company.
The concept of “strategic activity” is also given, which is defined as the ability of
staff to implement strategic objectives, the ability to feel an integral part of the
innovative enterprise, think analytically, respond quickly to change, effectively
and timely decision-making. It is proved that the construction of any approach
to personnel marketing in the process of strategic management begins with the
formation of the main goals, which must be clear, positive and consistent. It is
established that to promote the efficiency of personnel marketing, strengthen
the competitive position of the innovative enterprise and the effectiveness of the
strategy of the enterprise as a whole, will promote the use of a process approach,
the tasks of which include improving quality, improving efficiency and providing
new opportunities for development and optimization of the organizational struc-
ture of the innovative enterprise. The influence of strategic management and
personnel marketing on the formation of competitive advantages of the innova-
tive enterprise is schematically presented. The relevance of further research in the
field of personnel marketing in the innovative enterprise is argued.
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tion, strategic activity, competitiveness, competitive advantage.
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Stating the problem

The key to the successful develop-
ment of any innovative enterprise is
to strengthen its competitive position,
which allows the company to maintain
performance and efficiency. However,
due to the crisis in the country, the
question arises of finding new alter-
natives for development in order to
maintain and expand market share.
Today's realities of innovative enter-
prises are those that require the latest
methods and forms of doing business,
bringing the enterprise management
process in line with requirements and
standards, as well as emphasizing the
formation and development of com-
petitive advantages based on scientific
and technical level of production and
product, levels of marketing, levels
of management, organizational and
technical level of production process-
es, financial and economic level of the
enterprise, levels of personnel, etc.

Under such conditions, the risk of
weakening the position of innovative
enterprises, deteriorating quality of
customer service, reducing the invest-
ment attractiveness of enterprises and
weakening the competitive position in
general increases. Accordingly, there
is a question of finding new tools to
ensure the competitiveness of enter-
prises and manage their long-term
development.

Focusing the modern management
paradigm on the result contributes to
the creation of new forms and ways to
combine the determinants of effective
enterprise management to ensure sus-
tainable long-term development of in-
novative enterprises.

Analysis of recent research
and publications

A considerable amount of literature
has been published on theory of
founding, organization and manage-
ment competitiveness and personnel
marketing. These studies were sug-
gested by Tsimbalyuk S. [7], Petrova
L. [8, 9], Reshetnikova L [10], Dovgan

L. [11], Batenko L. [14], Isaenko T. [14],
Tverdushka T. [14], Balabanova L. [12],
Didkivska L. [15], Karakay Y. [11],
Kholod V. [12], Artemenko L. [11],
Oborskaya S. [17], Nalivayko A. [16],
Yashkina N. [15], Gordienko P. [15],
Shershneva Z. [17] and others. Howev-
er, despite the presence of a significant
scientific and practical base, scientists
still continue exploring this field.

Formulation of the goal
of the article

The aim of this study is to highlight
new approach on theoretical justifi-
cations and applied elements that are
necessary to ensure the implementa-
tion of effective personnel marketing
in company’s competitiveness.

Main research material

It is believed that the main purpose of
enterprise management is to achieve
strategic goals of the enterprise and
the development of enterprise poten-
tial and support its effective operation
in an unstable external environment.
Today, this is made possible by effec-
tive personnel marketing.

Personnel marketing, in general, is
a type of management activity aimed
at long-term provision of the orga-
nization with human resources that
form the strategic capacity needed to
achieve its specific target priorities. As
in any marketing, the task is to meet
the needs of the consumer in a particu-
lar product, which is the workforce. The
main purpose of personnel marketing
is to meet the needs of the employer
in the workforce of the required qual-
ity and reasonable cost. According to
the marketing concept of personnel
management, the most important con-
dition for business success is the devel-
opment of marketing strategy, study of
supply and demand in the labor market,
establishing a system of external and
internal communications, advertising
activities to attract labor, planning staff
costs. It is important to clearly define
the requirements for staff, identify the
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needs of their lives and development
and ensure that these requirements
and needs are met in a more efficient
way than competitors. Personnel mar-
keting cover both external and internal
labor markets. Accordingly, there are
external and internal personnel mar-
keting, as well as external and internal
communications, which can be consid-
ered innovative technologies [13].

Since the concept of "personnel
marketing” should be based on a per-
son, in our opinion, one of the key in
the process of personnel marketing is
the function of motivating employees,
which is associated with the develop-
ment of a number of motivators that
contribute to achieving strategic goals.

In the scientific literature there are
many interpretations of the categories
"motive”, “motivation”, “motivator” etc.
After analyzing the definitions of lead-
ing scientists, we have identified and
clarified the concepts that is used in
the research process.

In our opinion, the most successful
is the commonly used definition that
the motive is an internally motivat-
ed urge to act [1, 3]. But we propose
to clarify the concept of motive. Ac-
cording to the fact that motives are
formed from needs, which are feelings
of physiological or psychological lack
of something, these two concepts are
inextricably linked. In our understand-
ing, motive is an inner awareness of
the need that motivates action [2].

It should be noted that ensuring
the continuous development of the
innovative enterprise is impossible
without the establishment of a stable
competitive position of the enterprise.
In order to achieve it, various man-
agement mechanisms are formed and
function at enterprises. We believe that
any company striving for sustainable
development should be focused on
strategic development, not on achiev-
ing a temporary result. Thus, each
company must take measures to form
a strategic activity, which is possible
provided the use of personnel market-
ing in the strategic management of the
innovative enterprise.

Accordingly, we can define the
concept of “strategic activity of the
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enterprise” as its ability to adapt to
changes in the exogenous environ-
ment and make the most of all oppor-
tunities, avoiding threats [4].

It correlates with the concept of
“strategic activity of personnel” which
becomes possible with the use of ef-
fective staff marketing. This concept
can be defined as the ability of person-
nel to implement strategic objectives,
the ability to feel an integral part of the
enterprise, think analytically, respond
quickly to change, make effective and
timely decisions.

Accordingly, the concept of “strate-
gic activity” combines the strategic ac-
tivity of the innovative enterprise and
personnel, because with their effective
and efficient relationship there is an
increase in performance and efficiency
of the enterprise, which indicates high
marketing results and implementation
of innovative enterprise strategy and
gives impetus to further development.

In order to maintain the appropri-
ate level of strategic activity of person-
nel, the innovative company needs to
establish and operate personnel mar-
keting, which will serve as a basis for
strategic development.

Summarizing the existing ap-
proaches to the formation of person-
nel marketing, it should be noted that
it is important to study the preferenc-
es and vision of employees of effective
motivators in a particular innovative
enterprise. Therefore, it is proposed to
carry out constant monitoring, which
is relevant for most companies, be-
cause such studies are conducted very
rarely (in many companies less than
once a year). This situation provokes
the ineffectiveness of most tangible
and intangible motivators, which leads
to very low efficiency of personnel
marketing by innovative enterprises as
a whole [13].

In order to implement effective
personnel marketing, all management
actions must be performed consistent-
ly and in a timely manner. First, there
is a list of factors of exogenous and
endogenous environment that have a
direct impact on employee motivation
in the management of the innovative
enterprise and influence the forma-

tion of compensation policy, which is
a system of external remuneration to
the employee for the results of his/her
work at the enterprise (salary, allow-
ances, bonuses, social package).

In addition, management should
obtain as complete information as
possible about the impact of these
factors. Next, the information obtained
for each impact factor should be eval-
uated and the magnitude of the po-
tential impact predicted.

Thus, it is possible to identify all
the opportunities and threats that af-
fect the personnel marketing in the
strategic period, as well as to identify
its strengths and weaknesses. As a re-
sult, the basis for strategic analysis and
identification of alternative strategies
that will contribute to the effectiveness
of personnel marketing in the innova-
tive enterprise.

Paying attention to the fact that
the company does not influence the
force of pressure of some factors of
the exogenous environment, again
the question arises about taking into
account the influence of key factors
of the endogenous environment, and
motivators and demotivators as key in
building effective personnel marketing
in innovative enterprises management.

Building any approach to personnel
marketing in the process of strategic
management begins with the forma-
tion of the main goals, which must be
clear, positive and consistent. Usually,
the vision of the future is determined
taking into account the dynamics of
consumer preferences, industry trends,
the possibility of changing the current
business model. However, manage-
ment and employees may assess the
situation differently. And in order to
avoid possible problems, a common
understanding of the main goal must
be achieved by both management and
operational staff. Practice shows that
the main prerequisite for success is the
consistency of strategy within the in-
novative enterprise. Usually, it must be
supported by a document, and formu-
lated in the form of mission, goals and
principles of the innovative enterprise.

But the methodology of personnel
marketing in the process of strategic

management of innovative enterpris-
es must take into account that it will
be necessary to increase the number
of management staff, increase the
number of information links between
employees, possible conflicts between
them.

Thus, when applying this method-
ology, emphasis should be placed on
the "process” approach to manage-
ment, which in contrast to the “func-
tional” provides greater efficiency and
interest of employees in the end result.

Undoubtedly, this “process” ap-
proach is most effectively used with
the support of information technolo-
gy. In modern systems for automation
of management it corresponds to the
Workflow technique, which provides
clear execution of process according
to its description. The methodology
also includes a business process man-
agement mechanism that automates
the chain of related operations aimed
at achieving a common goal. When
implementing and using such a mech-
anism, the following main tasks are
solved [10]:

Improving quality. The rules for
performing individual operations and
their relationship are formulated and
implemented. This allows to signifi-
cantly reduce and even completely
eliminate possible errors. A simple to-
do list allows the employee to focus on
immediate responsibilities.

Improving efficiency. There is a for-
malization of organizational activities
and the functions of managing the
joint work of employees on the pro-
gram. This saves time.

Providing new opportunities for
development and optimization of the
organizational structure of the enter-
prise. Task performance data can be
the basis for identifying bottlenecks
and hidden resources.

It should be noted that in order to
form an algorithm for building effec-
tive personnel marketing, it is neces-
sary to analyze and systematize the
relationship of strategic management
of the innovative enterprise (which af-
fects competitiveness) with the results
of its activities. After all, practice shows
that the main prerequisite for success
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is the consistency of the processes of
development and implementation of
strategy within the innovative enter-
prise (Fig. 1).

Thus, the strategic activity of staff,
formed through effective personnel
marketing, is a key condition for im-
proving the competitiveness of the
enterprise formation of its strategic
position. This relationship can be rep-
resented by a formula:

C=SP x SA, (1)

where C — competitiveness of the en-
terprise;

SP — strategic position of the enter-
prise;

SA — strategic activity of the enter-
prise.

The strategic position of the enter-
prise can be determined by the formu-
la and used to monitor its activities:

SP = SPE x EMP 2)

where SPE — strategic potential of the
enterprise;
EMP — personnel marketing efficiency.

stimulation

Strategic

activity of the
enterprise

activity

Enterprise

- »
management +—u_ —7%

MOTIVATORS

In turn, the strategic potential of
the innovative enterprise can be de-
fined as a score of the strengths and
weaknesses of the enterprise in an en-
dogenous environment. At the same
time, strategic activity determines the
dynamic behavior of the enterprise in
the direction of its development:

SA = SD x SC (3)

where SD — the degree of mastery of
the enterprise tools for strategic devel-
opment;

SC — strategic actions performed by
the enterprise to increase the compet-
itiveness of personnel.

Strategic actions are determined
primarily by the strategic activity of
personnel and can be calculated by
the formula:

SC =

ECP x S act (4)

where ECP — effectiveness of com-
pensation policy.
S act — the effectiveness of measures

to stimulate the strategic activity of the
enterprise.

STRATEGIC MANAGEMENT
link

Needs, interests, values, aspirations, expectations

l

A set of motivating factors

;

PERSONNEL MARKETING

ADVANTAGE ADVANTAGE

Personnel

DEMOTTVATORS

This algorithm was built by the au-
thor on the basis of determining the
competitiveness of the enterprise,
proposed by Petrova L. L. and adapted
according to the fact that the compet-
itiveness of the innovative enterprise
illustrates its strategic and depends on
personnel marketing.

Thus, we can conclude that the mo-
tivation of strategic activity of staff and
the company are inextricably linked
and have a significant impact on the
activity and efficiency of the innovative
enterprise through the use of effective
personnel marketing.

Conclusions

Today, many innovative companies are
developing serious comprehensive
personnel motivation programs. How-
ever, these programs do not always
work effectively because they do not
take into account the characteristics of
individual employees and do not link
them to the strategic goals of the in-
novative enterprise.

Since all existing mechanisms, in-
cluding personnel marketing, are de-

stimulation

l \

Effectiveness
of strategy
implementa-
tion

-

activity

M Fig. 1. The influence of strategic management and personnel marketing on the formation of competitive advantages of the innovative

enterprise (Source: compiled by the author)
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veloped and implemented in line with
the overall strategy of the innovative
enterprise, it is important to empha-
size that the strategy itself is imple-
mented in specific jobs. A balance is
needed between the interests of the
innovative enterprise as a whole and
individual employee. Therefore, per-
sonnel marketing must be adjusted
and communicated to each employee.
It depends on whether personnel mar-
keting will be a factor that will ensure
the competitive advantages of the in-
novative enterprise.
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benosa O. 1., Nempoea I. /1., [oH4yapos /. J.

MapkeTUHr nepcoHany K KOHKypPeHTHa nepeBara iHHOBaL,iliHOTO
niANpPUEMCTBA: CTpaTeriuHMiA acneKkT

Cratra nNpucBAYeHa AOCNIAXKEHHIO PO MAapPKETUHTY nepcoHany B Gopmy-
BaHHI KOHKYPEHTHOI MO3MLLii iHHOBALLIMHOTO NiANPUEMCTBA B MPOLLEC CTpaTeriy-
HOro ynpasAiHHA. JaHO BU3HAYEHHA TEPMIHIB “MapKETUHT NepcoHany” Ta “kom-
neHcauiiHa nonitvka“. MapkeTuHr nepcoHany BM3HAYEHO AK BWA YNpPaBAiH-
CbKOT AifIbHOCTI, CNPSMOBAHOI Ha AOBrOCTPOKOBE 3abe3meyeHHs opraHisaLlii
NFOACBKMMW pecypcamy, WO YTBOPHOKOTb CTPATEriYHWA MOTeHLian, HeobXiAHNA
A1 JOCATHEHHA 1T KOHKPETHYMX LiNboBMX NpiopuTeTiB. KoMneHcaLiiHa noAitvka
BM3HAYeHa AK CUCTEMa 30BHILLHIX CTUMYAIB, LLO CTUMYNHOROTL MpaLliBHMKa Ha
OTPUMaHHA pe3y/bTaty, WO 3aA40BOJIbHAE AK MPaLiBHWKa, TaK i MiANPUEMCTBO.
Takox HaBeAeHO MOHATTA ‘CTpaTeriyHa akTMBHICTB', AKe BM3HAYeHO fAK 34aT-
HICTb MepCcoHany A0 peanidallii cTpaTeriyHmx 3aBAaHb, 34aTHICTb BigvyBaTn cebe
HEeBiA'EMHOK YaCTUMHOK AiANbHOCTI IHHOBALIMHOTO MiANPUEMCTBA, aHaNiTUYHO
MUCAUTW, LIBWAKO pearyBati Ha 3MiHM, ePeKTUBHO i CBOEYACHO MpUIMMaTK pi-
LweHHA. JoBeseHo, Wwo nobyaosa Oyab-AKOro Miaxoay A0 MapKeTUHIy nepcoHa-
Ny B NPOLLEC] CTPATeriyHOro ynpaBAiHHA MOYMHAETECA 3 POPMYBAHHSA FONOBHUX
Ljinen, aki MatoTb ByTW UITKUMK, MO3UTUBHUMMN i HECynepeyamBumMn. BctaHos-
NIEHO, WO CNPUAHHIO MIABULLEHHIO ePeKTUBHOCTI BMKOPUCTaHHA MapKETUHTY
nepcoHany, MOCUNEHHKO KOHKYPEHTHIM MO3uLLi NiANpUeEMCTBa Ta edekTUBHOCTI
peanizaLi cTpaTeril iHHOBaLMHOMO NIANPUEMCTBA B LIIOMY, CMIPUATUME BUKO-
PUCTaHHA MPOLECHOro NiAXoAy, A0 3aBAaHb AKOrO BIAHOCATLCA MiABULLEHHA
AKOCTI, NiZABULLEHHS eDEKTUBHOCTI Ta 3abe3neyeHHs HOBUX MOXANBOCTEN AN
PO3BUTKY Ta OMTMMI3aLi OpraHi3aLiiHol CTPYKTYPW iIHHOBALIMHOIO NiANPUEM-
ctBa. CxemMaTM4YHO MpeAcTaBAeHO BIMJIMB CTPATEriYHOrO YMNpPaBAiHHA Ta Map-
KETUHTY nepcoHany Ha GOpMyBaHHA KOHKYPEHTHMX MepeBar iHHOBALLHOro
NiANpUEMCTBA. APryMEHTOBaHO aKTyaNbHICTb MOAAMbLUMX AOCAIAXKEHb Y chepi
MapKeTVHIy MepCoHany B AiAAbHOCTI IHHOBALLIMHOTO NiANPUEMCTBA.

KnrouoBi cnoBa: MapKeTUHT, MapKETUHT NMepcoHay, MOTUBYBaHHS, CTpaTeris,
CTpaTeriyHa No3suLis, cTpaTeriyHa akTUBHICTb, KOHKYPEHTOCMPOMOXHICTb, KOH-
KypeHTHa nepesara.
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