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1.V nuceprarnii gocmimKeHo pi3Hi migxoay mo BU3HAYEHHS TIOHATTS «6peH po6oTonaBsy. OCHOBHUMU
XapaKTEePUCTUKAMU BU3HAYEHO CYKYIIHICTb SIKOCTEM, XapaKTEPUCTUK Ta €MOLIiH, SIKi aCOLIOIOTHCS B IPAL[iBHUKIB
KOMIIaHii Ta MOTEeHLiHHUX KaHJIUATiB Ta BUPI3HSAIOTH ii NOPiBHSIHO 3 iHIMUMU POOOTOAABLSIMY; IIEPEJIIK
MarepiaJbHUX Ta HEMATEPiaJIbHMX 3aX0[IiB CIIPSIMOBAHUX Ha (POPMYyBaHHS IO3UTHUBHOTO iMiIXy KOMIIaHii ceper,
11i71bOBOI ayAUTOPii; ABOpiBHEBa CTPYKTypa popmyBaHHs. «BbpeH po60TOAABIIS» € YACTUHOK KOPIIOPATUBHOIO
OpeHny KoMIIaHii. 3araJibHIMU NPUHIUIIAMY YIIPaBJIiHHS OpeHIOM POOOTOABLS € OpieHTallisl HAa KaHOUAATa,
ypaxyBaHHS iHT€pEeCiB 6i3HECY Ta CYCIiJIbCTBA, OpPi€HTAallis Ha 3arajbHui iMiZpK Ta 6peHT, KoMIIaHii, GopMyBaHHS
KOPIIOPATUBHOI KyJIbTypH Ta 6e3repepBHUN PO3BUTOK. YIIpaBJIiHHS OpeHIOM pOOOTOAABIS — 1ie CTPATeriYHMi
MiAXif 10 CTBOPEHHS Ta YTPUMAaHHS IO3UTUBHOTO iMi/I)Ky KOMIIaHii cepe MOTeHLiMHNX Ta IOTOYHUX MPalliBHUKIB.
OcHOBHa MeTa — MO3HAYMTH KOMIIaH{Io SIK IPUBabIMBOro poOOTOAABII, 34aTHOIO KOHKYPYBATU 3a TaJlaHOBUTHUX
IpaLiBHUKIB Ha PUHKY npaui. lle Bkitovyae B cebe po3poOKy Ta MiATPUMKY €(PeKTUBHOI CTpaTerii 3a1y4yeHHs

nepcoHasy no po6otu, GopMyBaHHS [IO3UTUBHOI peryTalii po60ToAaBLs, a TAKO>XK CTBOPEHHS Ta YTPUMaHHS



KOPIIOPaTUBHOTO GpEeHAY SIK IPUBabIMBOro micug ass npaui. CKIagoBUMU IPOLIECY YIIPaBIiHHS GPeHIY
pobOTOaBLS € IHCTPYMEHTH, METOH, Cy0'eKTH Ta 00'€KTH OpeHy. [lo iHCTpyMEHTIB yIIpaBJliHHS HaJjle>kaTh
aHaJliTHKa, coliasypHi Mezia, PR, 6araTrokaHasbHUI MapKeTUHT. MeToaMu yIIpaBiliHHS OpeHIoM POOOTOABLS €
ONUTYBaHHS, POKYC-TPYNU, MOHITOPUHT, NOCiIpKeHHs iHdopmalii B IHTepHeT. O6’'€KTOM JOCIiIKEHHS € NIPOLeC
yIPaBIIiHHS 6PEeHA0M pOOOTONABL [JIs IIPEICTABHUKIB MTOKOIiHHS Z. [IpegMeToM SOCHiIKeHHs € TEOPETUYHI,
METOJ0JIOTiYHi Ta NPaKTUYHI 3acany poOpMyBaHHS Ta PO3BUTKY OpeHIy pOOOTOIABLs 1J1s1 IPEICTaBHUKIB
IOKOJIiHHS Z. 7151 BocaigpyKeHHs 6ys10 06paHo 6peHs, pob0TOaBL [J71sl CTYL,EHTIB Ta BUITyCKHUKIB OCBITHIX
3aksafiiB. Bin cnpsiMoBaHuil Ha GOpPMYyBaHHS NO3UTUBHUX acollialliil 3 KOMIIaHi€l0, BpaXxOBYIOYM OCOOJINBOCTI
XapaKTePUCTHUK IIOKOJIiHHS 3yMepiB. [I7151 GopMyBaHHS 6akaHOro 06pasy 6peHIy po60TOAABIISI BUKOPHUCTOBYETHCS
IepeJlik IepeBar, sIKi € NpUBabJIMBUMMU 17151 NOTEHLUIMHUX KaHIUIATIB 17151 po6oTy. CyKyIHICTb IepeBar poboTu €
L[iHHICHOIO ITPOIIO3ULiI0 POOOTOAABLS. BU3HAUEHO 3MIiCT MOHSTTS «1iHHICHA TPOMNO3ULIisl POOOTOAABLS» [1JIS
IIPe/ICTaBHUKIB MIOKOJIHHS Z. Takox 6ys10 c(pOpMOBaHO IOPTPET ayAUTOPii CTYAEHTIB IOKOJIiHHS 3yMePiB i3
MOBEIiHKOBUMH, MpodeciiiHuMY, BIKOBUMU iHAMKATOPAMU Ta BILJIMBOM TEHEHIIill CBITOBOi EKOHOMIKHU.
Y3arasbHeHo aTpubyTH LjiHHICHOI Mpono3ullii 6peHay pod0oTOAaBLsI TAKUX SIK: 3apO0iTHA I1aTa, AOJATKOBI BUILJIATU
(mpeMii, 60HyCH), Kap'€epHUI PO3BUTOK, MOXKJIMBICTD BiJjaleHOi po60TH, THyYKuil rpadik poboTy, HaBYaHHS
BCcepenuHi KoMmadii, odilifiHe MpaleBiIalITyBaHHS, BIUIMB 6i3HeCy Ha HaBKOJIMIIHE CepeloBUlle, HOBi IIPOEKTU Ta
3aBJIAHHS NPalliBHUKIB, TEXHOJIOTIYHICTh POLECIB KOMIIaHIi, iMiZ)k KOMIIaHii, coljiaJibHa BifIIOBiabHICTb,
KOMaH/1a, KOPIIOpaTMBHA KyJIbTYPa, 3aX0A1 1151 IPALiBHUKIB KOMIIaHii (KOpropaTusy, TiIMOIIUHIY TOIO), MEAUYHE
CTpaxyBaHHS. Ha OCHOBI IPOBEIEHOr0 KOMIIAPATUBHOIO aHAJIi3y MOIVISIIIB HAYKOBLiB II0N0 LiHHICHUX MPOINO3ULIN
OpeHny poboToaBlLsl 6ysI0 IPOBEAEHO iX TuMizallilo. BusHaueHo MeTonuYHi Nmifgxonu 1o GopMyBaHHS Ta OLiHKU
o6penny poboTtonasls. Haitbinbu NomyMpeHuMY iHCTpPyMEHTaMU BU3HAUYEHO BiZICOTOK 3a/Iy4€HOCTi NIPalliBHUKIB,
nokasHuk NPS (Net Promoter Score). Ha 0CHOBi IpoBeIeHOTrO aHaji3y BU3HAUEHO CIIiJIbHI XapaKTePUCTUKU
MoJeJsiell yripaBiliHHS. 3alpollOHOBAHO aJialTallilo Moiesli yIIpaBiiHHs HignpruemcTBom Business Model Canvas giis
eeKTUBHOrO YIIpaBJliHHs OpeHIoM Po6OTOIaBLs cepeli Mosoi. Takoxk amanTtauisg mozeri Joxapi fo3BoInIIa
OXapaKTepU3yBaTH NPOLEC PO3KPUTTS iHPopmalii mpo LiHHiCHI npono3ulii 6peHny podoTtonasis. Takox 0ys10
[IPOAHAJIi30BaHO Ta BUSBJIEHO 3B’I30K i3 piBHEM 3PijIoCTi 6i3HEC-TIPOLIECiB 3 YIIPaBJiHHS [I€PCOHAJIOM Ta HOTo
paHryBaHHs. Bysio mpoBefeHo aHali3 Pi3HUX MiTXOAiB IO OLiHKY OpeHly po60TOaBLs Ta BUSBJIEHO iX IlepeBary i
HeJosiKu. [171s1 popMyBaHHS KOMILJIEKCHOI YSIBJIEHHS PO LiHHICHY ITPONO3KIiI0 po60TOAABIIs 6YJI0 IPOBENEHO
aHaJli3 Cy4yaCHUX TEHIEHLIN, CTaHy i HaIPSAMKIB PO3BUTKY PMHKY Ipawi B YKpaiHi I1iJ] 4ac BOEHHOIO CTaHy Ta KpaiHax
€C nig sruBom COVID19. [TpoaHanizoBaHO 3MiHYy ITOKa3HUKIB 6€3p006iTTs, Mirpanii B po3pisi periony,
CIIiBBiJHOLIIE€HHS KiJIbKOCTi BaKaHCIl Ta LjibOBUX KaHAUAATIB. [IpoBeieHO OLiHKY PiBHS IpUBabINBOCTI
Ppo60TOABLIB AJ1s1 POOOTH i CTaXXyBaHHS 3 MOIJISILY IIPEICTABHUKIB MOKOIiHHS Z. 15 gocaimkeHHs oopaHo TOII-9
posnpibHux kommanii: ATB, Aman, McDonald’s, ®okctpor, Eninentp K, METRO, Comfy, Fozzy Group, Rozetka Ta
TOI1-12 xomnaniit FMCG: AB InBev Efes, Roshen, Imperial Tobacco, Mondelez, JTI Ukraine, Carlsberg Ukraine,
British American Tobacco, Danone, Philip Morris Ukraine, Procter&Gamble, Nestle, PepsiCo, Coca-Cola HBC
Ukraine. BigmoBizHO 3a OIIOMOTOI0 METOAY €KCIIEPTHUX OL[iHOK 6YJI0 BUSIBJIEHO HAMOGiNbLI IPUBAGIMBOTO
pob6oropnasus pirein-chepu Ta FMCG-cdepu.

2. The dissertation explores various approaches to defining the concept of "employer brand." The main
characteristics identified are a set of qualities, characteristics, and emotions associated with employees of the
company and potential candidates that distinguish it from other employers; a list of material and non-material
measures aimed at shaping a positive company image among the target audience; a two-level formation structure.
The "employer brand" is part of the company's corporate brand. The general principles of employer brand
management include candidate orientation, consideration of business and societal interests, orientation towards
overall company image and brand, formation of corporate culture, and continuous development. Employer brand
management is a strategic approach to creating and maintaining a positive company image among potential and
current employees. The main goal is to mark the company as an attractive employer capable of competing for
talented employees in the labor market. This includes developing and supporting an effective personnel
recruitment strategy, shaping a positive employer reputation, and creating and maintaining a corporate brand as



an attractive place to work. The components of the employer brand management process include brand tools,
methods, subjects, and objects. Management tools include analytics, social media, PR, and multichannel marketing.
Methods of employer brand management include surveys, focus groups, monitoring, and internet information
research. The object of the study is the process of employer brand management for Generation Z representatives.
The subject of the study is the theoretical, methodological, and practical foundations of employer brand formation
and development for Generation Z representatives. For the study, the employer brand for students and graduates
of educational institutions was chosen. It is aimed at forming positive associations with the company, taking into
account the characteristics of the Z generation. To shape the desired employer brand image, a list of advantages
that are attractive to potential candidates for employment is used. The set of job benefits is the employer's value
proposition. The concept of "employer value proposition" for Generation Z representatives has been defined.
Additionally, a portrait of the Generation Z student audience was formed, including behavioral, professional, age
indicators, and the influence of global economic trends. Attributes of the employer brand's value proposition have
been summarized, including: salary, additional payments (bonuses, premiums), career development, remote work
opportunities, flexible work schedules, in-company training, official employment, business impact on the
environment, new projects and employee tasks, company process technologicalness, company image, social
responsibility, team, corporate culture, company events (corporate parties, team building, etc.), medical insurance.
Based on a comparative analysis of scholars' views on employer brand value propositions, their typology was
conducted. Methodological approaches to forming and evaluating the employer brand have been determined. The
most common tools identified include employee engagement rate and Net Promoter Score (NPS). Based on the
analysis conducted, common characteristics of management models were determined. The adaptation of the
Business Model Canvas enterprise management model for effective employer brand management among youth
was proposed. Additionally, the adaptation of the Johari model allowed for characterizing the process of disclosing
information about the employer brand's value propositions. The relationship with the maturity level of business
processes in personnel management and its ranking was also analyzed and identified. Various approaches to
evaluating the employer brand were analyzed, revealing their advantages and disadvantages. To form a
comprehensive understanding of the employer's value proposition, an analysis of current trends, the state, and
directions of labor market development in Ukraine during martial law and in EU countries under the influence of
COVID-19 was conducted. Changes in unemployment rates, migration by region, and the ratio of job vacancies to
targeted candidates were analyzed. An assessment of employers' attractiveness for work and internships was
conducted from the perspective of Generation Z representatives. The top 9 retail companies were selected for the
study: ATB, Auchan, McDonald’s, Foxtrot, Epicentr K, METRO, Comfy, Fozzy Group, Rozetka, and the top 12 FMCG
companies: AB InBev Efes, Roshen, Imperial Tobacco, Mondelez, JTI Ukraine, Carlsberg Ukraine, British American
Tobacco, Danone, Philip Morris Ukraine, Procter&Gamble, Nestle, PepsiCo, Coca-Cola HBC Ukraine. Accordingly,
using the expert assessment method, the most attractive employer in the retail and FMCG sectors was identified.
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JopaTrkoBa indpopmamnist:

IloBHe HaliIMeHYBaHHS IOPUAHYHOL 0Cc00H: KuiBchkuil HallioHasbHUI YHiBepcuTeT iMeni Tapaca

[lleByenka



Kog 3a €IPIIOY: 02070944

Micue3HaxoaKeHH: ByJI. Bosmogumupceska, 6yz. 60, Kuis, 01033, YkpaiHa
dopma ByacHOCTI: Jlepxkasna

Cdepa ynpaBriHHS: MiHicTepCTBO OCBITH | HayKK YKpaiHu

InenTudikarop ROR:

Baacue IlpizBume Im'a Ilo-6aTbKOBI:

1. paran OseHa IBaHiBHA

2. Olena I. Dragan

KBasigikanis: n.e.n., npodecop, 08.00.04

InenTudikarop ORCID ID: 0000-0002-7606-2385

JoparkoBa iHdpopmamnist:

IloBHe HaliMeHYBaHHSI IOPHUAUYHOI 0COOM: HauioHanbHMIl yHIBEDCUTET XapYOBUX TEXHOJIOTI
Kopg 3a €IPIIOY: 02070938

MicueSHaxo,T.pKeHHH: ByJI. Bonmopumupcska, 6ya. 68, Kuis, 01601, Ykpaina
dopma BracHOCTI: JlepxaBHa

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBIiTH i HAyKu YKpaiHu

InenTudikarop ROR:

PeuenseHTu

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. Mukosatuyk Ipuna IlaBniBHa

2. Iryna P. Mykolaichuk

KBasigikanis: k.e.n., nou., 08.00.04

InenTudikarop ORCID ID: 0000-0001-7380-5000

JoparkoBa iHdpopmamnist:

IloBHe HaiMeHYBaHHSI IOPHUAHUYHOI OCOOH: [lepKaBHUII TOPrOBEIbHO-€KOHOMIYHUIA YHIBEPCUTET
Kopg 3a €APIIOY: 44470624

Micue3HaxoaKeHHS: ByJ. Kioro, 6yz. 19, Kuis, 02156, YkpaiHa

dopma BracHOCTI: JlepxasHa

Cdepa praBJIiHHﬂ: MiHicTepcTBO OCBiTH 1 HayKU YKpaiHu

InenTudikarop ROR:

Baacue IlpizBumie Im's Ilo-6aTbKOBI:
1. AArenbcpka Katepuna IOpiiBHa

2. Kateryna Y. Yahelska



KBasigikamis: 1. e. u., npodecop, 08.00.03

InenTudikarop ORCID ID: 0000-0002-3760-003X

JoparkoBa iHdpopmamnist:

IloBHe HaliMEeHYBaHHSI IOPHUAHUYHOI OCOOH: [lepKaBHUII TOPrOBEIbHO-EKOHOMIYHMIA YHIBEPCUTET
Kopg 3a €APIIOY: 44470624

Micue3HaxoaKeHHS: sy Kioro, 6yx. 19, Kuis, 02156, Vkpaina

dopma BracHOCTI: JlepxaBHa

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBIiTH i HAayKu YKpaiHu

InenTudikarop ROR:

VIII. 3aKkJII04Hi BiZoMOCTi

Biiacue IlpisBume Im's [To-6aThKOBI Parisimenxo Jliana CepriisHa
rOJIOBH pagu

BnacHe IlpizBuie Im's [10-6aTbKOBI Qaisimenko [liana CepriiBHa
rOJIOBYIOYOTO Ha 3acigaHHi

BiamoBizasibHU 32 MiATOTOBKY Moxynait MapuHa BonionnmupiBHa

00JIIKOBHX JOKYMEHTIB

PeectpaTop YkpIHTEI

KepiBHuKk Bigginy YKpIHTEI, mpo €
BiZIOBiZaJIbHUM 3a peecTpallilo HayKOBOIi IOpuenko TeTsHa AHaToJiiBHA

OisIIBHOCTI




