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Abstract. The paper discusses the specifics of the formation of an HR brand
for audit firms with a focus on the industry's specific requirements. The
employer brand of an audit firm attracts and retains specialized talent, which
is vital for the integrity and competitiveness of this service industry. An
individual's professionalism is the main basis for building the reputation and
image of the Company. The report discusses HR branding and ways to
communicate the employer's value proposition to employees. The main aspects
considered in the context of internal and external environments of influence
are using the necessary tools to increase engagement and loyalty among
candidates and current employees.

The article presents a systematized model that can serve as a basis for
assessing the development of the audit firm's employer brand. This model
provides a comprehensive framework for analyzing and improving the HR
brand. The obtained results emphasize the need for and importance of a
multidimensional study of the formation and development of the employer
brand of audit firms as a specific form of management skills.

Keywords: HR brand, labor market, audit, employer branding, employer value
proposition, employer brand attributes.

Formulation of the problem. Audit firms face a major challenge in building a strong
employer brand due to the specialized nature of their work. This demands technical
proficiency, adherence to evolving regulations, and an elevated level of trust and
confidentiality. The competition for skilled professionals further complicates attracting and
retaining talent. While an effective HR brand is critical for positioning audit firms as
desirable employers, there is a dearth of comprehensive methodologies tailored to this
industry. Despite growing recognition of the importance of employer branding, the specifics
of forming an employer brand for audit firms remain under-explored. The existing literature
on employer branding in the audit sector ignores key factors, including compliance,
professional development, and confidentiality. This study addresses this gap by developing
a model to assess and enhance the employer brand in audit firms. It contributes to both
academic and practical literature.

Analysis of recent research and publications. The problems of formation and
development of the employer brand, according to scientific publications of recent years, have
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been studied by such scholars as K. Bilokrynytska [1], T. Bilorus [2], T. Vonberg with
S. Dmytruk and J. Zubova [10], Wichmann, J., Wiegand, N. and Reinartz, W [I11],
V. Zhukovska with G. Piatnytska, N. Lukashova and O. Salimon [12], Zhylinska with S.
Firsova and H. Aksom [13] and others. However, most scientific studies pay little attention
to the needs and peculiarities of developing an employer brand in a narrow industry.

Domestic and international scientific works do not contain in-depth relevant research on
the features and parametric characteristics of the formation and management of the employer
brand in the field of audit. All this indicates the relevance of the topic, and therefore led to
the choice of the research direction.

Research objectives. The purpose of the article is to systematize scientific approaches
to defining the concept of employer brand, highlighting its nuances and internal
heterogeneity, and distinguishing it from related terms. In addition, the study aims to review
existing approaches and systematize the attributes of assessing the level of employer brand
development in the context of audit firms.

Research methods. The study employs analysis, synthesis, generalization, induction,
and deduction to explore and develop a comprehensive understanding of the employer brand
concept. These methods facilitate the identification of key attributes and strategies for
managing and enhancing the employer brand of audit firms.

Presenting main material. Audit firms face unique challenges regarding HR branding
that set them apart from other companies. These challenges stem from the highly specialized
nature of the audit profession, which requires a distinct set of skills, qualifications, and a high
level of trust and confidentiality. Audit firms need to navigate the complexities of
standardization and compliance, as they are tasked with providing audit assurance for reports
in a rigorous and standardized manner. This requires a workforce that is not only technically
proficient but also able to adapt to the evolving standards and regulations of the audit
industry. Thus, the challenge of attracting and retaining such specialized talent underscores
the importance of a well-designed HR brand that resonates with audit professionals' unique
requirements and expectations.

The impact of HR branding on recruitment and retention in audit firms is profound and
multifaceted. A strong HR brand communicates the company's values, culture and
opportunities, playing a crucial role in attracting potential employees. It lays the foundation
for the company's image as an ideal place to work, which is especially important in the
competitive audit sector, where the demand for qualified professionals is high. When
employees are engaged, the impact of the HR brand extends to their engagement and loyalty.
The level of employee engagement is a direct indicator of the health and effectiveness of the
HR brand, and tools such as the Q12 questionnaire provide valuable information about
employee perceptions and the overall health of the HR brand. Strategies aimed at retaining
key employees and reducing employee turnover are closely related to the strength of the HR
brand, emphasizing its role not only in attracting talent but also in retaining it [9, p. 217].

The development of a comprehensive methodology based on contact points for the
formation and evaluation of the HR brand is crucial for audit firms. This involves identifying
and using every point of interaction between the company and its current or potential
employees to strengthen the HR brand [7]. These contacts, ranging from job advertisements
and interviews to employee onboarding and development programs, provide an opportunity
to embody the company's values and employer value proposition. A well-defined
methodology not only helps to consistently communicate the HR brand across the various
stages of the employee lifecycle, but also enables a company to systematically measure the
effectiveness of its HR branding efforts. Through this comprehensive approach, audit firms
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can ensure that their HR brand accurately reflects their identity as an employer and resonates
with their target audience, thereby increasing their competitive advantage in attracting and
retaining the best talent [10 p. 305].

Establishing a strong set of values and a distinctive corporate culture is fundamental to
building an HR brand for an audit firm. This process involves defining core values that not
only reflect the company's mission but also resonate with current and potential employees.
According to B. Dinin, the development of a company's HR brand is closely linked to its
culture and values, which are the basis for attracting and retaining talent [3]. This is because:

- A clearly defined corporate culture promotes a sense of ownership among
employees.

- Core values guide behavior and decision-making in an organization.

- Strong culture and values are attractive to potential employees who share similar
ideals. Together, these elements create a unique employer identity that sets a company apart
in a competitive labor market.

The implementation of employee development programs is another vital component of
building an HR brand for an audit firm. Learning and development opportunities are
significant attractors for talent, especially in dynamic and demanding industries such as audit.
According to T9, companies that invest in training programs, incentive initiatives and
employee loyalty schemes not only enhance their HR brand, but also significantly improve
employee engagement and loyalty [4]. These programs demonstrate the company's
commitment to the development and well-being of its employees, which, in turn, is a good
thing:

- Enhances the company's reputation as a desirable employer.

- Encourages continuous professional development among the workforces.

- Creates a more competent and motivated team, contributing to the overall success
of the company.

Improving communication and transparency within an organization is essential to
strengthening its HR brand. Leveraging employee testimonials and success stories is a vital
strategy for building a strong HR brand for audit firms. These personal accounts not only
demonstrate the company's culture and values, but also highlight the potential for
professional growth and success within the organization. By sharing these stories across
multiple platforms, companies can effectively communicate their commitment to employee
development and satisfaction. This approach not only attracts potential talent by revealing
the company's favorable environment, but also increases the morale and engagement of
current employees, strengthening the company's reputation as an employer of choice [10].
The effectiveness of using such narratives is highlighted in studies, emphasizing their impact
on a company's HR branding efforts.

The use of social media and online platforms plays a crucial role in promoting an audit
firm's HR brand. These digital channels offer an unrivalled opportunity to reach a wide
audience, including potential employees, while showcasing the firm's culture, values and
corporate social responsibility (CSR) initiatives. By strategically sharing content such as
success stories, employee testimonials and insights into day-to-day operations, companies
can create a compelling and attractive image of themselves as an employer. This not only
improves their visibility among job seekers, but also fosters a sense of community and
engagement among existing employees, further strengthening the strength and appeal of the
HR brand [1].

Collaboration with educational institutions and industry associations is another effective
strategy for attracting talent and enhancing the audit industry's HR brand. This partnership
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approach allows firms to communicate directly with future talent by offering internships,
scholarships and guest lectures, which demonstrates the firm's commitment to professional
development and excellence in the industry [1]. Such collaborations not only provide a
platform to demonstrate the firm's values and culture to a target audience of emerging
professionals, but also make the firm an active and engaged member of the wider industry
community [2]. Such initiative-taking engagement helps to create a strong group of qualified
candidates who are already familiar with and engaged with the company's HR brand, thereby
facilitating the hiring process and improving the overall quality of new hires [12, p.7].

In today's highly competitive labor market, creating a positive employer brand is
becoming critical. If this is not done, the process of attracting highly qualified employees can
become difficult and costly for businesses. In order to attract high-quality personnel to help
the business grow (not only at the top management level, but also in leadership positions), it
is important to demonstrate that the company is the best place to work and grow
professionally. Each company builds its own unique reputation, which includes the
assessment of its products and services, the level of social and environmental responsibility,
the public position of the management, the mission of the business, the history of its activities
and other aspects.

Increasing the efficiency of the audit company's activities in accordance with modern
conditions, attracting external financing, entering new markets and occupying new niches in
them require a significant level of trust from clients, creditors, investors and society as a
whole. The relevance and completeness of disclosed financial information, transparency and
clarity of control systems are key components of building relationships with partners and
stakeholders based on trust. Understanding the compliance of the accounting principles used
by clients with operational activities and accepted industry practices allows the auditor to
conduct due diligence and form his or her professional opinion. The main task of the auditor
is to provide confidence in the financial stability of the company, its economic reliability and
the possibility of cooperation with it. At the same time, confidence creates a reputation — a
brand that allows you to expand the horizons of business opportunities [8].

However, the audit company itself is a service provider interested in its own brand.
External audit and business support is a relatively new industry and is not in wide demand
due to the peculiarities of the national market structure among enterprises (most business
entities are small and are not required to audit their financial statements). That is why the
position among competitors and credibility in the eyes of the public is a top priority for this
type of activity. It is important to note that such a reputation can not only have a positive
impact on financial performance and attract rare customers, but also become a source of
inspiration for current and potential employees. The employer brand, like the corporate
brand, which in turn determines the value of services offered to customers in the market,
reflects the level of perception of the company as an attractive place to work. It is an indicator
of how the management of a business unit utilizes the experience, talent, skills and contacts
of its employees, how rationally and fairly resources are allocated, and how individual
productivity and engagement of each employee can be assessed. An employer brand is a set
of characteristics that make candidates prefer one company over others, and therefore the
level of its development should be assessed with the highest possible adherence to the
principle of objectivity and structuredness to enable control over the strategic management
of not only the HR system but also the entire company [7].

Creating a successful employer brand concept for an audit company is not an obvious
or easy task. Audit activities are controlled by the state public oversight body (OSNAD),
which ensures the quality and independence of the procedures performed. However, like any
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commercial organization, an audit company needs the right management decisions to ensure
success, including in the company's human resources strategy.

In this regard, we turned to the employer brand attributes for audit firms that we had
previously adapted and presented in the scientific and practical conference materials. To
systematize and expand the chosen approach, we expanded the list of features for each
attribute and conducted a cross-cutting differentiation of internal and external parameters [8,
p-18]. This will allow us to approach the assessment of the HR brand of audit organizations
more qualitatively. The grouping will help to identify the characteristics and more fully assess
each attribute of employer brand development. The results of scientific cognition
summarizing this article are listed in Table 1.

Conclusions and Prospects for Further Research. In summary, we have determined
that an audit company's employer brand has specific formation features based on the
industry's specifics. The study emphasizes the critical importance of defining the HR brand
and the lack of scientific approaches to regulating its management functions.

Table 1
Classification of the parameters of the audit firm’s employer brand assessment
Category of Internal Parameters External Parameters
Attributes
Level of expertise and experience of Affiliation with international
colleagues networks
Prestige Attribute Availalf)i‘lity of internal rewards and Particip'a.tion in professional
recognition competitions and awards
Stability and growth of internal Public recognition through media and
resources client testimonials
Transparency and reliability of internal |Annual volume of successfully
operations completed projects
Confidence Effectiveness of internal audit and Results of quality control inspections
Attribute control mechanisms by OSNAD
Regular monitoring and improvement of|Company rating on platforms like
internal risk management processes YouControl
Availability of a comprehensive new Participation in external professional
employee handbook development programs
Inclusiveness  |Access to professional libraries and Collaboration with external
Attribute resources educational organizations
Well-structured feedback mechanisms |Representation of inclusiveness in the
from management company’s external branding
Career advancement prospects Competitive position in the job
market
Socio-Economic |Customization of workflow and Transparency and consistency in
Attribute schedule external communication of benefits
Comfortable and ergonomic working  |Public communication of social
conditions responsibility programs
US? Of mgdem technology for process Recognition as an industry innovator
optimization
Innovation Encouraging employees to contribute to |Partnerships with leading tech
Attribute innovative ideas companies
Implementation of sustainability and Public acknowledgment of
eco-friendly initiatives environmental responsibility

Source: developed by the author based on [8, pp. 17-19]
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Established practices are general and do not consider the specifics of the audit
profession, particularly compliance with strict legislative regulations, social responsibility
among a wide range of diverse businesses, image in professional circles, confirmation of
accreditation of relevant bodies, stability and efficiency of business models. The employee
is a key part of this specific brand because the role of the individual in the audit sector is
extremely important.

Professional qualities, qualifications, and reliability are the characteristics of an auditor,
and therefore, companies should take a responsible approach to human resources
management. The high dependence of the success of this type of business directly affects the
development of an appropriate model for assessing the development of the employer brand,
based on such attributes as prestige, trust, inclusiveness and socio-economic factors. This
approach offers audit firms a comprehensive framework for evaluating and improving their
HR strategies. By using this framework, companies can systematically consider the internal
and external factors that influence their employer brand. The survey results also emphasize
the importance of professional development programs, transparent communication and
cooperation with educational and industry organizations to strengthen the employer brand,
and the use of digital platforms to create a relevant value proposition in the labor market. The
elements of these systems not only contribute to employee engagement and satisfaction, but
also strengthen the company's reputation as a desirable place to work.

The result of the study was the rethinking and improvement of the approach to
methodological support for the review of the employer brand of the audit company. A
differentiated interpretation of the complex of attributes of the HR brand of the audit
company reveals its industry specifics.

The insufficient study of this issue and the lack of modern scientific approaches to
managing the employer brand of the audit company opens up wide horizons for future
research. The empirical characterization and interpretive versatility of the proposed
methodology can serve as a background for both the development of point approaches to
assessing the level of development of the employer brand and a generalized understanding
of the employer brand concept through the prism of such narrow and specific industries on
the example of audit case.
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YUHHUKOM 3JIy4eHHS Ta yTPUMaHHS CIeliali30BaHUX KaJpiB, IO MaE BUpIlIajJbHE 3HA-
qeHHs 1)1 3a0e3MeueHHs] KOHKYPEHTOCIIPOMOXKHOCTI Ta peryTailii KoMmaHii Ha puHKY. Y
JIOCITIKeHHI po3MITHYTO Tiaxonu 1o HR-OpeHaunTy, a TakoX IHCTpYMEHTH i cTpaTerii, ki
CIIPHUSIOTh TMiABUIICHHIO 3aJy4eHOCTI Ta JIOSUILHOCTI CHiBpoOiTHHKIB. IIpeacraBieHo
OHOBJICHY CUCTEMAaTH30BaHy MOJIEJNb JJIsi (POPMYBaHHS ITiIXO/IiB OO OIIHIOBAHHS PO3BHUT-
Ky OpeHIy poOOTOaBIIs ayAUTOPCHKIUX KOMITaHiH, SIKa JT03BOJISIE KOMIUIEKCHO aHATi3yBaTH
BHYTpIIIHI Ta 30BHIIIHI YMHHUKH BIMBY Ha HR-Openn.

PesynpraT po0OTH HAroJOUIyIOTH Ha HEOOXIIHOCTI 0araTOBUMIPHOTO MiAXOLY IO
(dhopmyBaHHs OpeHIy poOoTONaBHs K creludiyHoi GOpMHU YHIpaBIIHCEKUX KOMIICTCHITIH.
PosrisiHyTo KiouoBi aTpuOyTH OpeHay, BKIIOYAIOUM TPECTHK, JIOBIPY, 1HKIIO3UBHICTb,
COLiaJIbHO-€KOHOMIYHI (haKTOpH 1 iIHHOBaLiHHICTh. 3aIIPOIIOHOBaHA METOI0JIOTISI BpaXOBY€
TOYKH KOHTAKTy MiX KOMIIAHI€IO0 Ta TIOTEHI[IHHUMHU a00 YMHHUMH CIiBpOOITHUKAMH, IO
CIIpHsi€ TIOCTIIOBHIM KOMYHIKAIll MIHHOCTeW KOMMAaHil Ta MiABHINEHHIO 1i KOHKYPEHTO-
CIIPOMO’KHOCTI Ha PHHKY ITparli.

Oco06nuBy yBary nNpuaiieHO BaXJIMBOCTI KOPIIOPATUBHOI KYJIBTYPH, POTPAM PO3BUTKY
CIIBPOOITHUKIB Ta BHKOPHUCTAHHIO IUPpoBUX TwaTdhopMm i mpocyBaHHs HR-Openmy.
ABTOp TaKOX MiAKPECIIOe HEOOXITHICTh CITIBIpAIli 3 OCBITHIMHU yCTaHOBaMH Ta mpodeciii-
HMMHU acoliamisMu JJ1sl 3MilTHEHHsI O3HULi# OpeHay poboToaasist. OKpeMo aKIIEHTOBAaHO Ha
3HA4YEHHI IPO30POCTi Ta KOMYHiKallii, BAKOPUCTaHHI BIIT'YKiB CIIBPOOITHUKIB 1 CTBOPEHHI
MO3UTHUBHOTO IMIJKY KOMIIaHIi B 04aX MOTCHIIWHMX TaJAHTIB.

3arnpornoHoBaHui miaxia Audepenuianii arpudyTiB OpeHay podoToIaBLs MOXKE CTATH
OCHOBOIO IS TOJAJIBIINX HAYKOBUX JOCIIJUKEHb Ta NMPAaKTUYHOTO 3aCTOCYBaHHS B Tajy3i
ayauTy, 3a0e3Meuyoun CUCTEeMaTHYHUN MiAXi/ A0 YIpaBiiHHs OpeHaoM poOoToaBLsl.

Kuarouosi cioBa: Opern poboromasis, HR-Openn, puHOK mpami, ayauTt, OpeHIUHT
poOoTOIaBI, MIHHICHA TTPOIO3HILis POOOTOABIIS, aTPHOYTH OpEeHITy POOOTOAABIIS.
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