EDITOR IN CHIEF

DEPUTY EDITOR IN CHIEF
DINH VAN SON

SECRETARY OF EDITORIAL OFFICE
PHAM MINH DAT
EDITOR IN ENGLISH

NGUYEN THI LAN PHUONG

EDITORIAL SCIENTIFIC COUNCIL

Dinh Van SON - Thuong mai University, Vietnam - President
Pham Vu LUAN - Thuong mai University, Vietnam - Vice President
Nguyen Bach KHOA - Thuong mai University, Vietnam - Deputy President

THE MEMBERS

Vu Thanh Tu ANH - Fulbright University in Vietnam, USA

Le Xuan BA - Centural Institude for Economic Managerment, Vietnam
Hervé B. BOISMERY - University of La Reuinion, France

H. Eric BOUTIN - Toulon Var University, France

Nguyen Thi DOAN - Vietnam Learning Promotion Association, Vietnam
Haasis HANS - Dietrich - Institute of Shipping Economics and Logistics (isl) Bremen - Germany
Le Quoc HOI - National Economic University, Vietnam

Nguyen Thi Bich LOAN - Thuong mai University, Vietnam

Nguyen Hoang LONG - Thuong mai University, Vietnam

Nguyen MALI - Vietnam Economist Association, Vietnam

Duong Thi Binh MINH - University of Economics HoChiMinh City, Vietnam
Hee Cheon MOON - Korean Trade Research Association, South Korea
Bui Xuan NHAN - Thuong mai University, Vietham

Luong Xuan QUY - Vietnam Economicst Association, Vietnam

Nguyen Van Song - Vietnam National University of Agriculture

Nguyen TAM - California State University, USA

Truong Ba THANH - University of Danang, Vietnam

Dinh Van THANH - Institude for Trade Research, Vietnam

Do Minh THANH - Thuong mai University, Vietham

Le Dinh THANG - University of Québec a Trois Riviéres, Canada

Tran Dinh THIEN - Vietnam Institute of Economics, Vietnam

Nguyen Quang THUAN - Vietnam Academy of Social Sciences, Vietnam
Le Nhu TUYEN - Grenoble Ecole de Managment, France

Washio TOMOHARU - Kwansei Gakuin University, Japan

Zhang YUJIE - Tsinghua University, China



Journal of
Trade Science

ISSN 1859-3666

Volume 8 Number 3 September 2020

CONTENTS

1. Phuong, N.T.T. - Factors affecting ERP application and its impact on accounting manage-
ment: an empirical survey in Hanoi

2. Trang, N. Q. - The Effect of Accounting Information Quality onThe Decision - Making
Process of Vietnamese Enterprises

3. Lan, M. T. and Anh, D.V.P. - Factors Affecting Employer branding of Small and Medium
Enterprises in Hanoi

4. Dat, P. M and Hang, N. T. and Huan, N. V. - The impacts of Foreign Direct Investment for
economic growth in Thai Nguyen Province

5. Dzung, P.T.T. - Factors Affecting the Derivatives Investment Intention of Individual Investor:
a Case Study in Vietnam

6. Trang, D. T. T. and Hanh, T. T. T - The Influence of Channel Integration Quality on
Customer Engagement in Multi-channel Retail in Vietnam

7. Ta-Lun Sung and Kai-Tang Fan - Finding Vietnam’s opportunities and challenges through

patent analysis

Page

18

33

48

60

72

&3



journal of Trade Science 8:3 (2020) 33 - 47

ISSN 1859-3666

© TMU's JTS

FACTORS AFFECTING EMPLOYER BRANDING
OF SMALL AND MEDIUM ENTERPRISES IN HANOI

Riceived: 11" February 2020

Rivised: 9™ March 2020

Mai Thanh Lan
Thuongmai University
Email: mailan.tmu@gmail.com

Do Vu Phuong Anh
DOJI Gold and Gems Group

Email: dvphuonganh@gmail.com

Approved: 13" March 2020

@Te study aims to identify and evaluate the influence of factors affecting employer branding of

small and medium enterprises in Hanoi. The data was collected from 321 workers recruited

in the last 5 years (coming from 95 small and medium enterprises in services and retails). The reliability of
the measurement scale is verified by the Cronbach's Alpha coefficient, the exploratory factor analysis (EFA)
and regression analysis are used to find and evaluate the factors affecting employer branding of small and

medium enterprises in Hanoi.

Keywords: Affecting factors, employer branding, small and medium enterprises.

1. Introduction

Recruiting and retaining talents have become
one of the measures to create comparative advan-
tages for enterprises. To attract laborers, recruiters
have applied some principles related to branding
management in human resource management. This
application has evoked the term “employer brand-
ing”. Thanks to the benefits that it can bring, more
and more enterprises are investing their resources in
the campaigns to develop employer branding.
Employer branding has become a subject of concern
in human resource management field (Alniacik and
Alniacik, 2012).

The new law has stipulated the sizes of small and
medium enterprises. Accordingly, micro enterprises
have the number of laborers participating in social
insurance of fewer than 10 and total annual revenue
of less than VND 10 billion or total capital of less

than VND 3 billion; small enterprises have the num-
ber of laborers participating in social insurance of
fewer than 50 and total annual revenue of less than
VND 100 billion or total capital of less than VND
50 billion; medium enterprises have the number of
laborers participating in social insurance of fewer
than 100 and total annual revenue of less than VND
300 billion or total capital of less than VND 100 bil-
lion. Under these classifications, small and medium
enterprises account for a dominant proportion in the
national economy. The main difficulty these enter-
prises face in human resource management is still
the difficult in recruitment due to their small scales,
limited financial capacity, unattractive brands, etc.,
especially for enterprises operating in services and
retails.

Therefore, the authors choose to investigate fac-
tors affecting employer branding in small and medi-
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um enterprises (SMEs) located in Hanoi with the
view to identifying and measuring the impacts of
these factors to lay the foundations for these enter-
prises to work out appropriate solutions to build
good employer branding in the future.

2. Literature review and theoretical grounds

2.1. Literature review

There has been lots of research on employer
branding in the world.

Employer branding was first studied by Ambler and
Barrow (1996). These authors defined employer brand-
ing as the synthesis of psychological values, incentive
schemes and professional benefits. Their research
mainly aimed to help enterprises to manage their
recruitment process more easily by focusing on key
tasks, increasing labor productivity, completing recruit-
ment process, retaining laborers to the enterprises.

Berthon et al. (2005) described employer brand-
ing as the benefits that a job candidate may receive
from recruiters if he works for the enterprise. With
this definition, the authors viewed employer brand-
ing from the approach of work benefits. Their
research used 25 observation variables correspon-
ding to 5 factors affecting the employer branding,
including: interact value; social value; economic
value; development value; application value.

Schlager et al. (2011) classified employer brand-
ing into employer branding perceived by employees
and employer branding expected by potential candi-
dates. Accordingly, employer branding consists of
both internal and external brands; it is the physical
integration of brands inside and outside the enter-
prises. Building external brand involves establishing
brand awareness among future employees and
building good images for enterprises to encourage
and employees).
Meanwhile, internal brand is the images established
by enterprises as evaluated by the current employ-
ees, closely related to retaining and motivating

attract candidates (future

potential employees.
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As recruiters, enterprises need to build up a sys-
tem of values, policies and activities to attract,
encourage and retain their current and future
employees (Dell et al., 2011).

Sivertzen et al. (2013) pointed out that there are
differences in the components of employer branding
in different sectors and different cultures.

Hillebrandt and Ivens (2011) conducted a
research product to develop measurement scales to
measure the factors affecting employer branding
and concluded that there are 12 factors affecting
employer branding with 52 observation variables
(culture and communication; teamwork morale;
assigned tasks; international environment and career
opportunities; incentive schemes; enterprise reputa-
tion; work-life balance; training and development;
work diversity; customers; autonomy; corporate
social responsibilities).

On the basis of a study with 600 former univer-
sity students in Turkey (with 300 unemployed and
300 employed), Alniacik and Alniacik (2012) iden-
tified factors affecting employer branding. This
study inherited the measurement scales of employer
branding developed by Berthon et al. (2005) with 5
affecting factors. Upon analysis, 5 observation vari-
ables were removed, the 20 remaining observation
variables measured 7 factors affecting employer
branding including: social value (extracted from
development value); economic value; interest value;
market orientation (extracted from interest value);
application value; opportunities for cooperation
(extracted from social value); working environment
(extracted from social value). Research findings
indicated that male and female employees have dif-
ferent perception of the importance of social value,
market orientation and application value while there
is no such difference in economic value and work-
ing environment.

Uma and Metilda (2012) did research to create a
theoretical framework of employer branding. The
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authors generalized the previous studies on employ-
er branding thoroughly and systematically and pro-
posed a model of factors affecting employer brand-
ing including: interest value; social value; economic
value; development value and application value.

A review of foreign research uncovers factors
affecting employer branding including: interest
value; social value; economic value; development
value and application value; culture and communi-
cation; teamwork morale; tasks; enterprise reputa-
tion; work-life balance; training and development;
work diversity; customers; autonomy; corporate
social responsibility; international environment and
career opportunities.

In Vietnam, there has been some research on this
subject.

The study by Tran Ha Uyen Thi and Phan Thi
Thanh Thuy (2012) showed that enterprises have
started to care about building employer brands with
potential and current employees so as to attract tal-
ents to the enterprises.

The research by Nguyen Thi Anh (2016) identi-
fied factors affecting employer branding, measured
the impact levels of each factor in information tech-
nology enterprises located in Hochiminh city. Her
research pointed out that there are 5 factors affecting
employer branding, including interest value; social
value; economic value; development value and
application value.

Truong Ngoc Tien (2018) investigated the
impacts of employer branding experience on resig-
nation intentions of employees via emotional com-
mitments with a case study in joint-stock commer-
cial banks in Hochiminh city. The research exam-
ined the relations between employer branding expe-
rience of employees and emotional commitments;
between emotional commitments and resignation
intentions of employees. The researcher built up her
research model from 01 factor of employer experi-
ence with 3 components; 1 factor of resignation

© TMU's JTS

intention and 1 factor of emotional commitments.
The research findings indicated that employer
branding experience has positive direct impact on
emotional commitments of employee: the higher the
employer branding experience and emotional com-
mitments of employees are, the lower their resigna-
tion intentions are. By contrast, emotional commit-
ments of employees towards employer branding
have negative direct impact on resignation intention
of employees.

Nguyen Minh Nhut (2016) researched on the
impacts of employer branding on intentions to
choose a workplace of laborers via case studies in
electronic firms in Hochiminh city. It investigated
the impact levels of components in the model and
the impact levels of qualitative variables on the
intentions to choose a workplace of laborers. The
research findings indicated that reputation, lucra-
tive salaries and social responsibility are three
main factors affecting the intentions of laborers
while the two remaining factors of working envi-
ronment and training development do not have as
equal impacts. The research also presented some
proposals to help these firms increase their attrac-
tiveness to laborers.

Le Tan Dat (2016) chose the subject of
enhancing employer branding of Ba Sau Nam
Group for his research. This research was based
on the model developed from the instrumental -
symbolic framework presented by Lievens &
Highhouse (2003) which classified the factors
affecting employer branding images into two
groups of instrumental and symbolic factors, in
combination with the theories and previous stud-
ies on building employer branding images. The
research findings indicated that to successfully
build employer branding images, enterprises
should pay attention to raising such factors as
pay, tourism and reputation.
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2.2. Theoretical grounds

a. Overview of employer branding

Brand as defined by World Intellectual Property
Organization is a sign or a set of signs (visible and
invisible) to recognize and differentiate a product or
an enterprise. It represents the images of products
and enterprises in the mind of customers and public.

Employer Branding is the image of an enterprise
as a “workplace” in the eyes of current and future
employees (Schlager et al. (2011)). Employer
branding is not what enterprises advertise about
themselves but is perceived by the talents that enter-
prises are targeting (both their employees and exter-
nal talents). A healthy employer brand is the brand
which is perceived positively by both internal
employees and target external talents.

In this research, the definition of Schlager et al.
(2011) on employer branding is followed. The
research focuses on analyzing employer branding as
perceived by employees currently working in the
enterprises (rather than perceived by potential can-
didates).

b. Benefits of employer branding

A strong brand in recruitment brings numerous
benefits to enterprises, especially as follows:

Firstly, it helps enterprises maximize the recruit-
ment process. In recruitment, the open promotion of
the values, missions, goals and culture of the enter-
prises can help reduce the number of unsuitable can-
didates sending their application forms.

Secondly, it helps enterprises attract talents more
easily. A strong brand helps candidates know more
about the enterprises, their cultures and what kind of
employees can gain success in the enterprises.
Therefore, candidates with appropriate conditions
can access the recruitment while those seeing them-
selves as not suitable will exclude themselves. The
established brand also conveys a message on how
the working environment of the enterprises differs
from that in other enterprises.

JOURNAL OF
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Thirdly, it helps save recruitment costs. A
recruiter who can define his employer branding can
save money and time that need spending on recruit-
ment. With more candidates with good knowledge
of employer branding,
resources dedicated to advertising and recruiters

enterprises can save

will not have to spend so much time sorting out
unsuitable candidates but pay more attention to
other more potential people. More importantly,
enterprises can establish a network of talents with
many applications relevant to and appropriate with
their needs. Recruiters do not need to worry about
risks arising from hasty recruitment decisions.

Fourthly, it helps enterprises to retain talented
employees and avoid brain drainage. In a study by
CareerBuilder in 2011, 70% candidates said that
they are willing to accept a lower pay in order to
work with an enterprise with strong employer
branding, as they want to work for an organization
which makes them feel they are making significant
contributions to something rather than just them-
selves. That is not to mention that when employees
actively participate and invest in work, they will
naturally accomplish their tasks and duties more
effectively. These theories are reflected very clearly
on brands of consumer products as these enterprises
always have communication strategies to raise cus-
tomer loyalty.

c¢. Factors affecting employer branding

Literature review illustrated that the research by
Berthon et al. (2005), Alniacik and Alniacik (2012),
Uma and Metilda (2012) has some similarities in
factors affecting employer branding. On the basis of
generalizing previous studies, Uma and Metilda
(2012) proposed various factors affecting employer
branding. Therefore, in this research, the authors
inherited from research by Berthon et al. (2005),
Alniacik and Alniacik (2012), Uma and Metilda
(2012) and proposed groups of factors affecting
employer branding including: (1) social value (rela-
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tionships with colleagues); (2) interest value (inter-
est at work); (3) economic value (remuneration pol-
icy); (4) application value (knowledge application
opportunities); (5) development value (career devel-
opment opportunities).

Where:

Relationships with colleagues: is reflected via
happy and merry working environment, good rela-
tionships with colleagues and teamwork atmosphere
(Berthon et al., 2005; Uma and Metilda, 2012).
Potential candidates can recognize the level of rela-
tionships with colleagues in an enterprise through
the recruitment procedure (Backhaus and Tikoo,
2004). Relationships with colleagues refers to work-
ing environment and relationships with other
employees (Sivertzen et al., 2013). Relationships
with colleagues includes: the relationships between
a laborer with other colleagues and superiors; the
relationships between employees in the enterprise
(Berthon et al., 2005).

Interests at work: consist of the diversity and
breadth of work: the flexibility of work; the creativ-

© TMU's JTS

2012). Remuneration policies is related to economic
benefits (Sivertzen et al., 2013). Remuneration poli-
cies is a factor mentioned in most research, both
qualitative and quantitative as a factor affecting the
employer branding.

Knowledge application opportunities: refers to
expectations of laborers for opportunities to apply
what they have learned in the reality of work and
opportunities to transfer and share their knowledge
with others (Berthon et al., 2005; Uma and Metilda,
2012; Alniacik and Alniacik, 2012).

Career development opportunities: is related to
the recognition of employees’ abilities and the con-
nectivity with the future work of candidates
(Berthon et al., 2005).

3. Research model and methods

3.1. Research model and hypotheses

With the above-mentioned research approaches,
the authors propose a research model inherited from
the research of Berthon et al. (2005); Alniacik and
Alniacik (2012); Uma and Metilda (2012) as fol-
lows:

ity and interesting-
ness in products and

Relationships with colleagues

services. (Uma and
Metilda (2012)). Tran

Interest at work

Ha Uyen Thi and
Phan Thi Thanh Thuy

Remuneration policy

(2012) also pointed

out that the interests

Knowledge application opportunities

\Hl Ages
Genders
H2
V
H3 Employer branding
H4
H5

at  work includes

interesting working

environment, oppor-

Career development opportunities

tunities to access new
high
value that enterprises place on staff creativity and

technology,

professional staff.

Remuneration policies: is reflected by wage
rates, bonuses, work security and promotion oppor-
tunities (Berthon et al., 2005; Alniacik and Alniacik,

Figure 1: Research model

Research hypotheses

H1: Relationships with colleagues have positive
impacts on employer branding

H2: Interests at work have positive impacts on
employer branding.
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H3: Remuneration policies have positive
impacts on employer branding.

H4: Knowledge application opportunities have
positive impacts on employer branding.

H5: Career development opportunities have pos-

itive impacts on employer branding.

© TMU’s JTS

3.2. Research methods

The research was conducted via the combination
of qualitative and quantitative methods. Qualitative
research was done via interviews so as to adjust the
affecting factors and measurement scales of the
affecting factors in accordance with the situation of
small and medium enterprises in Hanoi. The sub-

Table 1: Measurement scales of factors affecting employer branding

Variables Code Observation variables Sources
RC1 Relationships between colleagues are good Berthon (2005),
. . RC2 Relationships between employers and employees are good Alniacik and
Relationships T h oth Iniacik
with colleagues RC3 Co eagues sqpport eac other Alniacik (2012)
RC4 Working environment is merry and Uma and
RC5 Working environment makes me feel happy Metilda (2012)
IAW1 | The work is diverse, various and has breadth
LAW?2 Enterprise is a dynamic recruiter in changing working styles | Uma and Metilda
Interests at towards positive way (2012); Alniacik
work IAW3 | Work is vibrant and Alniacik
IAW4 | Enterprise supply products and services with clear origin (2012)
IAW5 | Working environment of the enterprise is generally interesting
RP1 Bonuses are lucrative
RP2 Basic wage rates are higher than the average of enterprises in Berthon (2005),
the same industry Alniacik and
Remuneration RP3 I can be attached to the enterprise for a long term Alniacik (2012);
policy RP4 I will hav[a a good income if there is a chance of good promotion Uma and Metilda
in enterprise (2012)
RP5 I draw working experience from different divisions in the
enterprise
KAO1 | I have opportunities to share what | have learned with others
I can apply what | have learned from my working process in the | Berthon (2005),
KAO2 X .
Knowledge enterprise for future work Alniacik and
application KAO3 | I have opportunities to apply my knowledge in my work Alniacik (2012);
opportunities Enterprise is a humanity organization with good contributions to | Uma and Metilda
KAO4 -
the society (2012)
KAO5 | I have the enterprise recognize my abilities
CDO1 | I feel more confident when working in the enterprise
Career CDO2 | | feel I make progress when working in the enterprise
development CDO3 | I learn better working experience for future job Berthon (2005)
opportunities CDO4 | I have better career development opportunities in the future
CDO5 | | have the leaders recognize and evaluate my abilities accurately
Employer EB1 The enterprise is praised by my friends and relatives
branding EB2 The enterpr!se is known as a reputa_ble emp_loyer Hillebrandt and
EB3 The enterprise has good reputation in recruitment
— lvens (2011)
EB4 I feel proud when | can put the name of the enterprise in my
working profile
(Source: qualitative research findings of the authors)
=
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jects of the interviews were 7 laborers newly recruit-
ed in the past 5 years and 2 heads of Personnel
Department of 2 retail enterprises in the capital.
Qualitative research findings affirmed that despite
the differences in research setting, the 5 affecting
factors are appropriate for the research on the small
and medium enterprises located in Hanoi. The
researchers modified the terms used in measurement
scales before the official research was done (the
modifications are integrated in Table 1).
Quantitative research was done via question-
naires sent through google.doc and email to partici-
pants. Research sample was chosen by convenience.
The main participants were laborers who have been
recruited in the past 5 years (from 95 small and
medium enterprises in services and retail sectors).
The main research measure was through trainees of
a professional human resource training courses
organized by Vietnam education consultancy organ-
ization from April 2019 to September 2019 (the
number of delivered questionnaires was 450 (25

© TMU's JTS

4.2. Testing measurement scale reliability

The reliability of the measurement scales was
tested by Cronbach Alpha and corrected item-total
correlation. Variables with corrected item-total cor-
relation lower than 0.3 and measurement scales with
Cronbach’s Alpha lower than 0.6 were deleted from
the scales (Hoang Trong and Chu Nguyen Mong
Ngoc, 2008). Detailed analysis of factors via the use
of SPSS software is as follows (Table 3):

Data analysis shows that “Relationships with
colleagues” has 4 observation variables with
Cronbach’s alpha of 0.759 >0.6, 4 variables have
corrected item-total correlation higher than 0.3.
Cronbach’s alpha if item deleted is lower than
0.759. Particularly, RC5 has corrected item-total
correlation lower than 0.3 and Cronbach’s alpha if
item deleted is 0.862>0.759. Therefore, to guarantee
the reliability of the measurement scales, RC5 is
deleted.

“Interest at work™ has 4 observation variables
with Cronbach’s alpha of 0.716 >0.6, these variables

observation variables - n = Table 2 Research sample descriptions
25x5=125 (Hair, Anderson,
Tatham and Black (1998)); the Descriptions Number [ Percentage
number of collected question- (%)
naires was 321 > 125). Gender Male /8 24.3

Collected data were analyzed Un derFf;n ;er old i;‘g ;i;
via SPSS 22. Techniques used for A 26 ~ 35 years old 129 20.2
data processing in the research |/‘9€9roups 36 ~ 45 years old 15 4.7
included Cronbach’s  Alpha Over 46 years old 1 0.3
analysis, Exploratory Factor Under 1 year 55 17.1
R o T
analysis to measure the reliability | history From 3 to under 4 years 18 56
of measurement scales and test From 4 to 5 years 12 3.8
the research model. Micro 28 8.7

4. Research findings Business size Small 161 50.2

4.1. Sample descriptions Services Medium 12; g;(l)

The descriptions of research | Businessareas -5 oo 154 8.0
sample are presented in Table 2.

(Source: Research findings by the authors)
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Observation

Corrected item-total

Cronbach Alpha if item deleted

variables correlation
“Relationships with colleagues”: a = 0.759, n =5
RC1 0.555 0.705
RC2 0.619 0.668
RC3 0.476 0.748
RC4 0.586 0.687
RC5 0.273 0.862
“Interest at work”: o= 0.716, n =5
IAW1 0.492 0.678
IAW2 0.561 0.598
IAW3 0.561 0.601
IAW4 0.653 0.654
IAW5 0.167 0.841
“Remuneration policy”: o = 0.870, n =5
RP1 0.798 0.815
RP2 0.840 0.803
RP3 0.813 0.812
RP4 0.766 0.827
RP5 0.290 0.923
“Knowledge application opportunities”: o= 0.923, n =5
KAO1 0.834 0.898
KAO2 0.850 0.891
KAO3 0.831 0.898
KAO4 0.218 0.652
KAO5 0.312 0.467
“Career development opportunities”: a =0.79, n =5
CDO1 0.759 0.661
CDO2 0.628 0.724
CDO3 0.689 0.692
CDO4 0.357 0.840
CDO5 0.790 0.913
“Employer branding”: a. = 0.823, n =4
EB1 0.376 0.728
EB2 0.572 0.668
EB3 0.484 0.696
EB4 0.546 0.667

Source: research findings by the authors
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have corrected item-total correlation higher than
0.3; Cronbach’s alpha if item deleted lower than
0.716. Particularly, IAWS5 has corrected item-total
correlation lower than 0.3 and Cronbach’s alpha if
item deleted of 0.841 > 0.716. Therefore, to guaran-
tee the reliability of the measurement scales, IAWS5
is deleted.

“Remuneration policy” has 4 observation vari-
ables with Cronbach’s alpha of 0.870 >0.6, these
variables have corrected item-total correlation high-
er than 0.3; Cronbach’s alpha if item deleted lower
than 0.870. Particularly, RP5 has corrected item-
total correlation lower than 0.3 and Cronbach’s
alpha if item deleted of 0.923 > 0.870. Therefore, to
guarantee the reliability of the measurement scales,
RP5 is deleted.

“Knowledge application opportunities” has 3
observation variables with Cronbach’s alpha of
0.923 >0.6, these variables have corrected item-total
correlation higher than 0.3; Cronbach’s alpha if item
deleted lower than 0.923. Particularly, KAO4 and
KAOS have corrected item-total correlation lower
than 0.3. Therefore, to guarantee the reliability of
the measurement scales, KAO4 and KAOS5 are
deleted.

“Career development opportunities” has 5 obser-
vation variables with Cronbach’s alpha of 0.79
>().6, these variables have corrected item-total cor-
relation higher than 0.3; Cronbach’s alpha if item
deleted lower than 0.79. Therefore, these measure-
ment scales have reliability.

“Employer branding” has 4 observation vari-
ables with Cronbach’s alpha of 0.823 >0.6, these
variables have corrected item-total correlation high-
er than 0.3; Cronbach’s alpha if item deleted lower
than 0.823. Therefore, these measurement scales
have reliability.

4.3. Exploratory Factor Analysis

Exploratory Factor Analysis helps to test and
identify groups of variables in the research model.

© TMU's JTS

EFA was conducted after unsuitable variables were
deleted via Cronbach’s Alpha analysis. EFA helps to
re-identify groups of variables in the research model
in accordance with the results of the research sam-
ple. The criterion used to delete variables in EFA is
variables have factors loading lower than 0.5. EFA
results gained after unsuitable variables were delet-
ed and theoretical model was adjusted were used for
multi regression analysis.

4.3.1. Exploratory factor analysis for independ-
ent variables

Research data analysis for independent variables
after observation variables with factors loading
lower than 0.5 were deleted reveals that the use of
EFA is appropriate with the research data. KMO is
higher than 0.5 (0.783), factors loading are higher
than 0.5, Bartlett test has statistical significance (p-
value lower than 0.05), total variance explained
(TVE) is higher than 50% (68.561%) (Table 4).

4.3.2. EFA for “Employer branding”

Analysis results for “Employer branding” also
showed that the use of exploratory factor analysis is
appropriate. KMO is higher than 0.5 (0.67), factors
loading are higher than 0.5, Bartlett test has statisti-
cal significance (p-value lower than 0.05), total vari-
ance explained (TVE) is higher than 50% (71.87%).

Table 5: EFA results for “Employer branding”

Factors loading
Employer branding

Dependent variables

EB1 0.92

EB2 0.88

EB3 0.83

EB4 0.80

KMO 0.67
p-value (Bartlett) 0.00
TVE (%) 71.87

Source: Research findings of the authors

4.4. Regression analysis

The results of EFA established that these 5 fac-
tors affect employer branding. In the next step,
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Factors loading

Obs.

variables Interests at

work

Relationships
with colleagues

Remuneration
policies

Knowledge
application
opportunities

Career
development
opportunities

RC1 0.856

RC2 0.678

RC3 0.653

RC4 0.762

IAW1 0.765

IAW2 0.763

IAW3 0.720

IAW4 0.786

RP1

0.866

RP2

0.816

RP3

0.719

RP4

0.885

KAO1

0.768

KAO2

0.695

KAO3

0.590

CDO1

0.852

CDO2

0.671

CDO3

0.733

CDO4

0.672

CDO5

0.602

KMO

0.783

p-value
(Bartlett)

0.000

TVE (%)

68.561%

(Source: Research findings of the authors)
regression analysis was conducted to establish
whether the correlations are linear and how each
factor affects the employer branding.

Regression analysis was conducted with 5
independent variables of Relationships with col-
leagues (RC), (TIAW),
Remuneration policy (RP), Knowledge applica-

Interest at work

tion opportunities (KAO), Career development
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opportunities (CDO) and one dependent variable
of Employer branding (EB).

The regression analysis model is as follows:

EB = Byt B;RC + B,IAW + B3RP + B,KAO +
BsCDO + ¢

where:

B0 is regression constant; By, By, P3, P4, Ps are
regression coefficients; € is random error.
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4.4.1. Correlation analysis

Correlation analysis was conducted to test the
relations between two variables. To see if the two
variables have correlations, the authors used Sig.
value. If Sig. is lower than the level of significance,
the correlations between the two variables are sig-
nificant.

Research findings indicated that the correlations
between the dependent variable of “Employer
branding” and independent variables of (1)
Relationships with colleagues, (2) Interest at work,

© TMU's JTS

4.4.2. Evaluating the appropriateness of the
research model

Coefficient of determination R2 = (0.744 different
from 0 showed that the research model is appropri-
ate. Adjusted RZ = 0.726 lower than R2, this coeffi-
cient is used to evaluate the appropriateness of the
model more accurately because it does not exagger-
ate the appropriateness level of the model.

As such, about 72.6% of the variations in the
employer branding can be explained by 5 independ-
ent variables in the model.

Table 6: Evaluating the appropriateness of the research model

Model R R Adjusted R? gtapdgrd Durbin-Watson
eviation
1 0.737% 0.744 0.726 0.36875 1.852

(Source: Research findings of the authors)
(3) Remuneration policy, (4) Knowledge application
opportunities, (5) Career development opportunities
are different from 1, no absolute correlations hap-
pened between dependent variable and independent

F test was used in the Analysis of Variance. F =
54.256 of level of significance Sig. = 0.000 < 0.05.
Therefore, the proposed linear regression model is
appropriate with the data and is usable.

Table 7: Evaluating the appropriateness of the research model

ANOVA?®
Model sum of df Means of squares F Sig.
squares
Regression 20.570 5 4114 54.256 0.000°
1" Residual 17.269 127 0.136
total 37.839 132

(Source: Research findings of the authors)
variables and Sig. < 0.05, so the correlations
between dependent variable and independent vari-
ables are significant. Simultaneously, the correla-
tions between dependent variable and independent
variables are positive, so these correlations are pos-
itive correlations. Therefore, it was possible to insert
independent variables to the regression model to
explain the variations in the dependent variable of
employer branding.

4.4.3. Results of regression analysis and impact
levels of each factor

The regression analysis results are presented in Table 8.

Multi-regression model:

EB=1.102+ 0.310RC + 0.286IAW + 0.478RP +
0.296KA0 + 0.193CDO + ¢

The above equation shows that employer brand-
ing is positively affected by 5 factors: Relationships
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Table 8: Regression analysis results

Coefficients?
Unstandardized Standardized Multicollinearit

Model coefficients coefficients t Sig. y
B PLC Beta Tolerance | VIF

(Constant) 1.102 0.241 4570 | 0.000
RC 0.310 0.083 0.210 0.121 | 0.004 0.482 2.076
1 1AW 0.286 0.050 0.266 1.119 | 0.045 0.783 1.278
RP 0.478 0.056 0.462 8.575 | 0.000 0.755 1.325
KAO 0.296 0.056 0.219 1.720 | 0.008 0.754 1.327
CDO 0.193 0.063 0.176 1.494 | 0.038 0.505 1.979

(Source: Research findings of the authors)
with colleagues, Interest at work, Remuneration pol-

icy, Knowledge application opportunities, Career
development opportunities.

Of these, Remuneration policy has the strongest
influences on employer branding. It means that
when other factors remain constant, an increase of 1
unit in remuneration policy results in an increase of
0.478 unit in employer branding.

The significance of partial regression coeffi-
cients in the model was evaluated via t-test with
hypothesis HO as the regression coefficient of
dependent variables is 0. Hypothesis HO hypothe-
sizes that independent variables and dependent vari-
ables do not have linear relations. The results in
Table 8 illustrate that t-test of 5 independent vari-
ables of Sig. < 0.05, including RC (0.004), IAW
(0.045), RP (0.000), KAO (0.008), CDO (0.038).
This means that it is safe to reject hypothesis HO
(the partial regression coefficient of the total is 0
with reliability of 95%).

As such, it can be concluded that: the hypotheses
in the research model, including H1 (Relationships
with colleagues), H2 (Interest at work), H3
(Remuneration policy), H4 (Knowledge application

JOURNAL OF

opportunities), H5 (Career development opportuni-
ties) are accepted.

With the 2 control variables of genders and age
groups, the Test of Homogeneity of Variances with
the level of significance Sig. = 0.786 > 0.05 show
that the variances of employer branding between
male and female do not have significant difference.
All the same, ANOVA analysis with age groups also
reveal level of significance Sig. = 0.321 > 0.05. So
it can be concluded that there is no difference in
employer branding between different age groups.

5. Proposals and recommendations

Research findings indicated that Remuneration
policy has the biggest impact on employer branding
with B3 of 0.478. This is absolutely reasonable as
with many laborers, “economic benefits are the glue
to attach laborers to employers”. However, with
small and medium enterprises, especially those
operating in services and retails, to have good remu-
neration policy, it is necessary to take cautious con-
siderations. These enterprises can seek a harmo-
nious combination between financial incentives and
non-financial incentive measures. There may be the

combination between salaries, bonuses, allowances,
=
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benefits and other spiritual incentives. Among these,
financial incentive is the fundamental and important
basis. It is necessary to offer remuneration in asso-
ciation with the tasks that laborers perform, with the
capacities of laborers, with the achievements labor-
ers have gains as well as with their loyalty and com-
mitments to the companies. Enterprises may consid-
er classifying laborers (based on such criteria as the
scarcity and importance to the business area, etc.) to
allocate budget appropriately so that the remunera-
tion policy of the policy will be fair, appropriate
with the enterprises’ financial capacity, competitive
and capable of attracting talented candidates in the
labor market.

The second factors with quite big impacts on
employer branding are Relationships with col-
leagues; Knowledge application opportunities and
Interest at work with B of 0.310; 0.296 and 0.286
respectively.

As for Relationships with colleagues, along with
financial incentive schemes, small and medium
enterprises should have consistent policies in
improving their working environment, come up
with clear job descriptions, detailed and sufficient
work assignment and empowerment to lay firm
foundations for maintaining and developing rela-
tionships at work. Given diverse and complicated
work, without clear and specific descriptions and
empowerment, laborers may easily face difficulties
when performing tasks as the tasks may become
overlapped, which may in turn result in bad relation-
ships - even conflicts - among employees, between
employees and leaders. This is usually a common
case in enterprises with small and medium business
scales.

Besides the detailed and specific job descrip-

tions, assignment and allocation, granting employ-

© TMU's JTS

ees certain rights and power (autonomy) in their
working process may enable them to apply their
knowledge at work, share their knowledge with oth-
ers, so that they can accumulate knowledge to apply
what they learn from their work at the company for
their future work.

With small and medium enterprises, as their
number of laborers is not high, human resource
management practices should pay attention to work
design so that they can create diverse tasks with
breadth. The diversity in the work helps to create
work with good remuneration schemes and wealth.
This is the foundation for laborers to enjoy good
remuneration policies from enterprises. All the
same, small and medium enterprises should be open
to changing working styles and methods toward
positivity as in small-scale businesses, changes and
flexibility can be practiced more easily than in big-
ger-scale ones.

The last factor with positive correlation with
Employer branding is Career development opportu-
nities with B5 of 0.193. In practice, laborers always
wish to have opportunities to develop their career.
They invariably want to be recognized and have
chances of promotion at work. Besides, laborers
want to have opportunities for career development
not only in their current enterprise but also in the
future when they quit their jobs in that enterprise.
They want to be attached to or work in enterprises
which can bring them good career opportunities.
Therefore, small and medium enterprises should
work out clear career roadmaps with good opportu-
nities for employees if they want to retain them.

Conclusion:

A study on factors affecting employer branding
in Hanoi-based small and medium enterprises in the
services and retails has helped to identify 5 factors
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with correlations with employer branding. The
study also helps to evaluate the levels of impacts of
each factor on employer branding of the enterprises.
The findings indicate that Remuneration policy has
the biggest influences, followed by Relationships
with colleagues, Knowledge application opportuni-
ties, Interest at work and Career development oppor-
tunities. The research findings contribute to the sys-
tem of measurement scales for factors affecting
employer branding.

The study faces some limitations such as it used
convenient sampling method and some control vari-
ables were not investigated such as business scales
(micro, small, and medium). The study just identi-
fies some factors affecting employer branding
which can explain 72.6% of the variations in
employer branding, other factors which may also
affect employer branding were not investigated in
this model (such as culture and communication, cor-
porate social responsibility, etc.). These gaps sug-
gest directions for the future research. ¢
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