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Abstract. The paper focuses on the employer branding creation and HR marketing in selected
healthcare service providers. The employer branding creation and HR marketing have become
an interesting and creative area both in the field of HR management and marketing. The process of the
employer branding creation and the conception of HR marketing coming from within the organizations
and corporations could an interesting and effective tool that management not only in healthcare service
providers could use to create a relationship with their current and also the potential employees. The aim
of the article was to find out, among other things, which factors influence the choice of the employer
(concerning the selected healthcare service provider). This study was researched on the gender and
biological age of the respondents. For research purposes, a structured questionnaire was used.
This questionnaire was distributed among selected healthcare service providers in the Czech Republic.
The proposed research hypotheses have been verified through research. The statistical method of the
Pearson’s Chi-square test was chosen to verify the research hypotheses. This research study has brought
the compelling findings. Firstly, that there is a statistically significant relationship between the factors
influencing the choice of the employer (the selected healthcare service provider) and the age of the
respondents, and secondly that there is a statistically significant relationship between the factors
influencing the choice of the employer and the gender of the respondents in selected healthcare service
providers in the Czech Republic.
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Introduction

The issue of the employer branding creation and HR marketing is a current topic discussed
in connection with the lack of human resources. Nowadays, qualified human resources have
a choice of employer. As an employer, the management of each corporation should be able
to effectively and purposefully work not only with its brand but also with the tools and
variables of internal and external HR marketing (Bondarouk and Ruél, 2009; Edwards
and Edwards, 2013; Strenitzerova, 2016).



The research gap that can also be observed in literature isrelated to the lack
of information and research in connection with the employer branding creation and
HR marketing in the healthcare service providers. In the analysis of secondary information
sources, both foreign and domestic, no direct reference to the issue of the employer branding
creation and HR marketing was found. These two areas are examined differently. The
author's perspective and innovation in this area is in the interconnection of the two areas.
Another research gap in literature is in the implementation of employer branding creation
and HR marketing in the field of healthcare service providers. These facts should not be
perceived only as a research gap, but also as an opportunity and a challenge for further
research.

Nowadays, a lack of skilled, experienced and motivated human resources is a major
personnel or business issue for the most of domestic and foreign corporations (firms,
institutions, organizations, enterprises, offices, and companies). Both employer branding
creation and HR marketing can importantly help in these cases. The process of the employer
branding creation can attract an attention of a potential employee and HR marketing tools
can be used for other activities related to the recruitment process in the company.

The concept of employer branding creation and the concept of HR marketing have
been created as an employment strategy and as a solution of problem of a shortage of human
resources in the labor market not only in the Czech Republic.

According to Arriscado et al. (2019); Dinca, Dima and Rézsa (2019), to reach these
goals, corporations are supposed to have a particular image and a strong brand of employers
and management of corporation need to know how to communicate with current and
potential human resources. Moreover, the research contracts with the business environment
should be increased (Dima and Ghinea, 2016).

In this context, Kietzmann and Canhoto (2013) claim that corporations have always
informed of what their human resources think and say about their corporation.

The opinions of the human resource form not only the engagement, loyalty, retention
and the satisfaction of current human resources, but also the manner of how the corporations
are perceived by other people and their ability to attract new employees. As Alniacik et al.
(2014) note, the process of attracting and retaining skilled, experienced and motivated
human resources is a significant issue for corporations in all scales around the world. There
is an important role played by the employer branding and HR marketing. Verma and Ahmad
(2016) claim that management of corporations perceives the significance of HR marketing
and employer branding in attracting, stimulating, motivating, engaging and retaining talent.

Therefore, the research in this field should further focus on identifying specific factors
that influence the choice of the employer and whether there is a relationship between the
biological age or gender of the potential employees. The findings can be beneficial in the area
of human resources management not only for healthcare service providers.

The uniqueness and the benefit of the paper are based on the revelation of factors
influencing the choice of the employer (the selected healthcare service provider).
These examined factors were designed in the context of the employer branding and
HR marketing tools. The research paper consists of the following parts: (1) the literature
review - this section deals with terms such as employer branding and then HR marketing,
(2) the methodology - this section contains and describes the main aim of this paper,
the research methods and hypotheses, (3) the introduction of the research results
and discussion, (4) the conclusion - this section concludes the main findings of the research.
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Literature review
Constant competition and a profit focus urge corporation to strive for the best performance
at the low cost, with qualified and loyal employees (Olah et al., 2017).

According to Elving et al. (2012), the corporations need highly loyal human resources
in order to fulfill the wishes and needs of their stakeholders and achieve success. On the other
hand, the academia should partner with business environment for meeting the requirements
of the labour market (Dima, et al.,, 2017). The concept of the employer branding creation and
HR marketing could be a powerful tool for attracting human resources with high potential.

The literature review focuses on the definition of four basic areas, namely (a) the
employer branding, (b) HR marketing, (c) the factors influencing the choice of employer and
(d) Healthcare in the Czech Republic. These four pillars are presented on the basis of their
logical continuity.

The employer branding can be targeted, effectively and positively disseminated,
supported and strengthened in the labor market by means of HR marketing (internal and
external HR marketing) tools.

According to Radford (2009), the employer branding is significant for the HR
marketing concept. The employer branding defines the personality of the corporation as the
preferred employer.

The employer branding

Bondarouk and Ruél (2009) assert that employer branding is a popular research topic
in various studies. The employer branding creation is a well-known concept but its
specification is not available yet.

In this context, Wroblowska (2019) says that the well-known employer brand is
becoming more and more important factor of success in the global competitive environment
across different segments.

Nevertheless, according to Backhaus and Tikoo (2004), the brand of employer is the
application of branding rules to human resources management and relationships between
human resources (employees) and corporations (employers).

Jain and Bhatt (2015) say that the certain importance of employer branding factors
differs in particular across biological age and gender of prospective human resources
working in the corporation.

The employer branding creation provides a concrete perception of the employment
situation in the corporation, for the purpose of doing attraction or retention of the skilled,
experienced and motivated employees (Dooley et al., 2007; Sullivan, 2004).

Mandhanya and Maitri (2010) claim that the concept of employer branding builds
an image of the employer on the labor market, but also the principles, activities, procedures,
actions and policies of the corporation.

Barrow and Mosley (2011) say that employer branding characterize corporation’s
reputation and name as an employer and its perception, values, behavior towards to its
human resources.

Wilden et al. (2010) perceive the term employer branding as a set of functional,
psychological and economic options or benefits that are associated with work in a particular
corporation. These associations are created by potential employees who could work in such
corporation. The knowledge of these associations is necessary and essential for creating a
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competitive and attractive brand of an employer. Regarding this, Dabirian et al. (2017)
understand employer branding as the advantages provided by employment and associated
with a specific employing corporation.

According to Minchington (2006), the quality of employer branding can pay off for
the corporation for example in the form of faster recruitment, in its lower cost, or can
increase involvement of current human resources.

The process of the employer branding creation serves to build a better awareness
of the corporation in the labor market and also helps HR marketing in the area of authenticity
and relationship with its current and potential human resources (Plchova and Turakova,
2016).

HR marketing

According to Ng et al. (2010), Saini et al. (2014), a concept of HR marketing can be defined
or perceived as the application of marketing principles and rules in the area of human capital
management. Aggerholm et al. (2011) understand the concept of HR marketing as a tool for
managing, building, and influencing human resources relationships in a corporation.

Edwards and Edwards (2013) claim that concept of HR marketing is an influence
on external and internal environment of a corporation. HR marketing is not just
about an image, history, name, logo, provided products or offered services to customers
but also about the human resources. For example, employees are very important in providing
banking products and services (Dima and Vasilache, 2009).

Regarding this, Ng et al. (2010), Saini et al. (2014) say that the concept of HR
marketing is related to terms such as brand, image or reputation of an employer, human
capital management, the labor market, and the overall business, staff, and marketing strategy
of the corporation.

Grabara (2013) say that if concept of HR marketing is to create and develop a quality
brand of the employer, it must present only real and truthful facts and information for
current or potential employees.

HR marketing is therefore a broad concept because it focuses on two large
groups of people. According to Hitka et al. (2015) or Love and Singh (2011), the concept
of HR marketing focuses and creates suitable and good conditions for the work of current
employees working in the corporation. Its main goal is to effectively stimulate and motivate
current human resources to keep them in the corporation for as long as possible. According
to Archanaetal. (2014) or WoZniak (2015), the concept of HR marketing focuses on potential
human resources with a goal to attract their attention and stimulate and motivate them
to work in a particular corporation. Without a doubt, besides HR marketing tools, the
employer branding is also important.

Ng et al. (2010) or Saini et al. (2014) perceive the opportunities and positive
aspects of the HR marketing concept in (a) strengthening the competitiveness, image,
reputation and brand of the corporation, (b) in the lower time and financial aspects of the
corporate recruitment process, (c) and in greater job satisfaction, motivation and
engagement of human resources in the corporation. Urbancova and Hudakova (2017)
argue that the benefits and positive impacts of the HR marketing concept can be measured.
These characteristics can be identified by quantitative variables (especially socio-economic
and economic indicators) and described through qualitative variables. The qualitative
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information and data are based on the behavior, attitudes, and feelings of employees of the
corporation.

Thus, the management of the corporation should investigate what factors influence
the choice of the employer for different groups of people (current and potential human
resources) in order to be able to work effectively with all HR marketing variables (Saini and
Jawahar, 2019).

The factors influencing the choice of the employer

It can be said that there are various factors influencing the choice of the employer. For
example, Saini and Jawahar (2019) say that the employment experience of existing
employees, corporate image and corporate name influence the recommendations for choice
of the employer.

In this context, Chitu et al. (2014) present that job stability, stimulating wage
conditions, employee benefits, brand, image, reputation and name of the corporation, good
opportunities for career growth or possibilities for further training of employees are
currently most common criteria for choice of the employer.

According to Athanasou (2003), the factors influencing the choice of the employer can
be divided into the following groups such as the specific size of the occupation, the proportion
of human resources working full-time, wage conditions, earnings and employee benefits,
opportunities for career growth and job prospects, gender dominance in an occupation,
reputation of the corporation, working conditions, the level of unemployment in the
occupation and the predominant age group in the job.

Among the significant factors influencing the choice of the employer can be included
corporation’s reputation, image or brand of the corporation, market position, size of the
corporation, relations within the corporation, the salary and employee benefits, working
with modern equipment and technologies and possibilities of personal development within
the corporation (Gogolova et al,, 2015).

However, Dutta and Punnose (2010) mention that there are differences due to gender,
age, region, educational and parental background in relation to choosing not only the first
job.

Healthcare in the Czech Republic

The Czech Republic is centrally located in the heart of Europe. The Czech Republic
has a democratic parliamentary system of government and a well-developed economy.
The Czech Republic has been a member of the Organization for Economic Co-operation and
Development since December 1995, a member of the North Atlantic Treaty Organization
since February 1999 and a member of the European Union since May 2004. The healthcare
system in the Czech Republic underwent and still is undergoing dramatic changes since
the Velvet revolution in 1989: (a) the implementation between 2005 and 2006 of a new risk
adjustment scheme for redistributing social health insurance contributions among the health
insurance funds; (b) the introduction in 2008 of user fees for doctor visits, hospital stays,
prescription pharmaceuticals e.g., and out-of-pocket payments; (c) the inclusion in 2008
of the State Institute for Drug Control in the process of setting maximum prices
for pharmaceuticals for transparency of price settings; (d) the introduction in 2008
of a programme to supply accredited providers with additional financial support for training
nurses and physicians; (e) an initiative to improve the quality of highly specialized care by
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identifying high performing healthcare facilities and allowing for special contractual
conditions between these facilities and the health insurance funds (Kinkorova and Topol¢an,
2012).

Healthcare in the Czech Republic is decentralized and market-oriented in comparison
with the systems of other European countries. The founders of healthcare organizations are
various subjects of the state administration - the Ministry (in the case of the University
hospital), regions and municipalities. Private healthcare organizations are also being
developed. The system is financed through compulsory health insurance (Bjornberg, 2017).

According to Mihalyi (2000), the Czech health system is based on five pillars:
(a) solidarity; (b) high degree of self-administration; (c) multisource financing with major
share of public health insurance; (d) equal availability of healthcare for all insured persons
and (e) obligatory vaccination against infectious diseases.

According to the Euro Health Consumer Quality Index in Europe, Czech Healthcare
is ranked 13th in 2016, behind Sweden and two ahead of the UK (Bjérnberg, 2017).

Research hypotheses development

The goal of the paper was to find out which factors influence the choice of the employer - the
selected healthcare service provider. This research study was investigated on the basis of the
biological age and the gender of the respondents. For research purposes, two research
hypotheses have been defined. These research hypotheses have been defined on the basis
of a literature review and in confrontation with realized secondary researches.

Dutta and Punnose (2010) say that there are relationships and differences between age and
employer choice.

H1: There is a statistically significant relationship between the factors influencing the
choice of the employer and the age of the respondents in selected healthcare service
providers in the Czech Republic.

Athanasou (2003); Urbancova and Hudakova (2017) claim that gender affects the
choice of employer and is very closely related to it.

H2: There is a statistically significant relationship between the factors influencing the
choice of the employer and the gender of the respondents in selected healthcare service
providers in the Czech Republic.

It can be said that there are various factors influencing the awareness and the choice
of the employer. It is therefore appropriate and beneficial to investigate these factors and
their relationships in detail.

Methodology

The research article deals with human capital management more precisely the employer
branding creation and HR marketing in selected healthcare service providers in the Czech
Republic. This research topic is up-to-date and often discussed.

The main goal of this submitted paper was to find out which factors influence the
choice of the employer in context of employer branding creation and HR marketing
in selected healthcare service providers. This research study was investigated on the basis of
the gender and biological age of the respondents, and was performed among employees of
the selected healthcare service providers in the Czech Republic.

The secondary sources of information have been analyzed by scientific journals,
scientific papers and scientific monographs from Scopus database and Web of Science
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database. These monographs, journals and articles were focused on the employer branding
creation and HR marketing. The primary sources of information were obtained through
a quantitative and qualitative marketing research, which uses a questionnaire survey
as a technique for collecting research data and information. Some research results
are introduced in this paper. Based on an exploratory research, a literary research,
a synthesis of the data and information and the sub-chapter of research hypotheses
development, two research hypotheses (H1 and H2) have been created. Namely, these are
the following hypotheses:

Dutta and Punnose (2010) say that there are relationships and differences between
age and employer choice.

H1: There is a statistically significant relationship between the factors influencing the
choice of the employer and the biological age of the respondents in selected healthcare
service providers in the Czech Republic.

Athanasou (2003); Urbancova and Hudakova (2017) claim that gender affects the
choice of employer and is very closely related to it.

H2: There is a statistically significant relationship between the factors influencing the
choice of the employer and the gender of the respondents in selected healthcare service
providers in the Czech Republic.

The questionnaire survey was implemented by using the method of quantitative
research. The purpose of this sampling method was to reach a large number of respondents
compared to qualitative research. The questionnaire survey is generally a high-quality
marketing tool for effective identification and collection of various types of data, information
and opinions. The standardized questionnaire survey was distributed in both printed
and electronic versions. The standardized questionnaire survey contained eighteen
questions. The questions were (1) open, (2) semi-open and of course (3) closed. At the end
of the standardized questionnaire survey, the identification questions were given
to respondents. The questionnaire survey had respect for anonymity of respondents and the
ethical aspect.

According to Fernandez-Monroy, Martin-Santana and Galvan-Sanchez Inmaculada
(2018), the use of the questionnaire survey limits the approach to information gathering
although its application in research studies or research papers may be deemed suitable.

Another limit may be that there are not many scientific and research works related to
this topic, so a precise comparison of the results cannot be made.

The small research sample of respondents can also be perceived as the limit of the
questionnaire survey (respondents working at the selected healthcare service providers).

Selected healthcare service providers have been included in a research study on the
basis of earlier research cooperation. The questionnaire was further tested (a pretest was
conducted in the second quarter of 2017). Eleven respondents participated in this pretest.
After the pretest of the questionnaire survey, a main research followed. The main research
was conducted from the fourth quarter of 2017 until the second half of 2018.

Altogether, eight hundred and thirty-nine questionnaires were obtained. Due to the
incompleteness of some questionnaires, eleven questionnaires had to be rejected. Thus,
the final research file consisted of eight hundred and twenty-eight questionnaires.
This research sample served to verify the stated research hypotheses. The absolute and
relative frequencies (the tools of the descriptive statistics) were applied in the analysis of the
obtained data and information.
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The verification of the H1 hypothesis and H2 hypothesis was realized by the Pearson’s
statistical method of the Chi-square test. A principle of this test is based on the measurement
of dependencies. The Chi-square test determines whether there is relationship between the
statistical variables. It can be said that the existence of given values of the X signifies the
probability of occurrence of certain Y characters. The zero hypothesis is not accepted, if p-
value is lower than a typical level of significance (0.05 it means 5 %). A software program
Microsoft Excel 2013 and a statistical software IBM SPSS Statistics 23 were used to evaluate
the obtained data.

Results and discussions
Based on a literature review that focuses on employer branding creation and HR marketing,
two research hypotheses (H1 and H2) have been formulated. The suggested research
hypotheses were verified using Pearson's chi-square test. As part of this verification,
Microsoft Excel 2013 and IBM SPSS Statistics 23 were used.

The structure of the addressed employees working in selected healthcare service
providers in the Czech Republic are presented in table (Table 1).

Table 1. The structure of the addressed employees working in selected healthcare service providers in

the Czech Republic
Variable Category The absolute The relative
frequency (n) frequency (%)
Female 479 57.85
Gender Male 349 42.15
Total 828 100.00
up to 20 years 20 2.42
21 - 30 years 171 20.65
. . 31 - 40 years 278 33.58
B‘°l°igl:f::“;‘§; (Age 41 - 50 years 249 30.07
51 - 60 years 92 11.11
61 years and over 18 2.17
Total 828 100.00
Doctors (Medical employees) 168 20.29
Employees in Nurses and assistants 220 26.57
healthcare by Other non-medical employees 254 30.68
category Non-health employees 186 22.46
Total 828 100.00

Source: Authors’ own research.

Among the factors influencing the choice of the employer (the selected healthcare service
provider in the Czech Republic) were included the following variables: (1) brand, image and
name of the healthcare service providers, (2) employee benefits and advantages, (3) flexible
working conditions (internships, work-life balance), (4) good opportunities for career
growth, (5) location and size of the healthcare service providers, (6) possibilities and support
(further) training of employees, (7) stimulating wage conditions, and (8) working with
modern equipment and technologies. The list of the factors influencing the choice of the
employer was formed on a literature review and the following authors and researchers:
Athanasou (2003); Dutta and Punnose (2010); Gogolova et al. (2015); Chitu et al. (2014);
Saini and Jawahar (2019).
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H1: There is a statistically significant relationship between the factors influencing the
choice of the employer and the age of the respondents in selected healthcare service
providers in the Czech Republic.

HO: There is no correlation between the factors influencing the choice of the employer
and the age of the respondents.

The data characterizing the H1 hypothesis are presented in the table (Table 2).

Table 2. The verification of the H1 hypothesis by means of the Pearson’s Chi-square test
H1: There is a statistically significant relationship between the factors influencing the choice of the
employer and the biological age of the respondents in selected healthcare service providers in the

Czech Republic.
The factors The factors
L Chi-square | df | p-value GRS TG e Chi-square | df -value
choice of the 9 p choice of the q p
employer employer
Brz;r;(i;llen:);;gtisnd Location and size
. 69.240 5 0.000 of the healthcare 62.620 5 0.000
healthcare service . .
: service providers
providers

Possibilities and
90.575 5 0.000 support (further) 50.179 5 0.000
training of employees

Employee benefits
and advantages

Flexible working

_conditions | 474000 | 5 | goop | Stimulatingwage 34765 | 5 | 0.000
(internships, work-life conditions
balance)

Working with modern
Good opportunities 375.827 5 0.000 equipment and

for career growth technologies 19.398 5 0.002

Source: Authors’ own research, own processing at SPSS Statistics program 23.

The above-mentioned H1 hypothesis was divided into individual sub-sections according
to the factors influencing the choice of the employer (the selected healthcare service
provider in the Czech Republic). Results of the research hypothesis (H1) verification
show that he p-value of Pearson’s Chi-square test of independence islower than the
defined level of significance (5 %) for each the factors influencing a choice of the employer.
Thus, the result of a verification of the H1 hypothesis presents discovery that the
HO hypothesis of independence was therefore rejected at a level of an independence of 5 %.
The H1 hypothesis was not rejected.

The H1 hypothesis - there is a statistically significant relationship between the factors
influencing the choice of the employer and the biological age of the respondents in selected
healthcare service providers in the Czech Republic - was therefore confirmed.

H2: There is a statistically significant relationship between the factors influencing the
choice of the employer and the gender of the respondents in selected healthcare service
providers in the Czech Republic.

HO: There is no correlation between the factors influencing the choice of the employer
and the gender of the respondents.

The data characterizing the H2 hypothesis are presented in the table (Table 3).
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Table 3. The verification of the H2 hypothesis by means of the Pearson’s Chi-square test
H2: There is a statistically significant relation between the factors influencing the choice of the
employer and the gender of the respondents in selected healthcare service providers in the Czech

Republic.
The factors The factors
it sy e Chi-square | df -value e Chi-square | df -value
choice of the q p choice of the q p
employer employer
Br:ilr:i,qlen:);}gti:nd Location and size
. 33.055 1 0.000 of the healthcare 94,233 1 0.000
healthcare service . .
. service providers
providers
Employee benefits Possibilities and

10.883 1 0.000 support (further) 10.343 1 0.000

and advantages .
training of employees

Flexible working

__ conditions 4921 1| 000z | Stimulatingwage 4.832 1] 0022
(internships, work-life conditions
balance)

Working with modern
Good opportunities 10411 1 0.001 equipment and

for career growth technologies 5.531 1 0.019

Source: Authors’ own research, own processing at SPSS Statistics program 23.

The H2 hypothesis was also divided into individual sub-sections according to the factors
influencing the choice of the employer (the selected healthcare service provider in the Czech
Republic). The discovered results of the research hypothesis (H2) verification show that he
p-value of Pearson’s Chi-square test of independence is lower than the defined level
of significance (5 %) for each the factors influencing the choice of the employer. Thus, the
result of the verification of the H2 hypothesis shows discovery that the HO hypothesis
of independence was therefore rejected at a level of an independence of 0.05. The H2
hypothesis was therefore not rejected.

The H2 hypothesis - there is a statistically significant relation between the factors
influencing the choice of the employer and the gender of the respondents in selected
healthcare service providers in the Czech Republic - was therefore confirmed.

Due to the absence of sufficient research data and information related to the employer
branding creation and HR marketing at healthcare service providers, the discussion has
a general character. Thus, the discussion could not be directly debated with the research
results. However, the discussion presents data and conclusions from similar researches.

The fact that gender is, among other things, closely linked to employer branding,
confirms the results of the research studies by Urbancova and Hudakova (2017). Urbancova
and Hudakova (2017) defined in their research studies five main benefits and strengths
resulting from brand of employer, a key part being played by human resources themselves.
These are the benefits and strengths: (1) attracting new experienced human resources,
(2) retaining important human resources, (3) increasing motivation of the human resources,
(4) improving public awareness of a corporation brand, and (5) improving financial
indicators. They further came up with the finding that size, gender structure and ownership
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of the corporations can impact the advantages, strengths and benefits resulting from
employer branding. The brand of the employer has advantages in good HR process (0.697 to
0.756), procedure of public brand to the consumers and good employer and creates a profit
(0.692 to 0.865).

The research finding that the brand, image and name of the corporation have
an influence on the choice of employer also supports research from Sokro (2012). His
research study says that employer brand has a major effect the choice of the corporation and
also the choice of human resources to stay or leave the corporation. Suikkanen (2010)
reports the findings of his researches in which he found that employer branding can be
considered as a method of human resource retention as it impacts the entire employment
experience, improves the concept of a work place and decreases voluntary turnover. In this
context, Martin et al. (2011) state the findings of their research study that brand of the
employer unites components of human resource management, marketing, and corporate
communication and thus, multi-functional cooperation is considered fundamental.

According to research findings from Aggerholm et al. (2011), it can be said
that an efficient and successful HR marketing and employer branding requires a constant
monitoring and analysis of changes in the corporate environment (external and internal
environment). If this condition is met, HR marketing and employer branding can be
implemented well in the corporate practice. Based on the research studies of Jenkins (2009)
or Saxena and Jain (2012), it can be said that the effective use of HR marketing along with
the employer branding creation can be an important tool for the strategic management
of human capital.

Conclusion

This research paper deals with selected factors influencing the choice of the employer. These
factors were based on a literature review and were examined in selected healthcare service
providers in the Czech Republic. The factors influencing the choice of the employer are
related to the field of HR marketing tools and employer branding.

The major aim of this submitted article was to find out which factors influence the
choice of the employer in context of employer branding creation and HR marketing
in selected healthcare service providers. This study was researched on the gender and
biological age of the respondents and it was performed among employees of the selected
healthcare service providers in the Czech Republic. For research purpose, eight variables
were determined.

The research results presented in the conclusions are that there is a statistically
significant relationship between the factors influencing the choice of the employer (the
selected healthcare service provider in the Czech Republic) and the biological age and the
gender of the respondents.

There is very little research on the use of HR marketing tools and employer branding
in the healthcare service providers in the Czech Republic. A novelty and value of this research
paper consists in examining and subsequently discovering factors that have a significant
impact on the choice of employer in the context of biological age and gender of the
respondents working at the selected healthcare service provider in the Czech Republic. The
findings of the study thus offer new theoretical and practical knowledge in a field where
research lags far behind practice.
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The data suggest that the limits of a research study can be seen in a small sample of the
addressed respondents (respondents working at the selected healthcare service providers)
or the respondents were only employees working in the Czech Republic. Therefore,
for further research studies, it would be suitable to extend the research sample in order
to generalize the results.
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