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Are your employees looking for a job?

38% managers are currently looking for a job 

and approximately 20% will be ready for a 

change in the coming 6 months

According to Antal Russia 

The survey embraced over 3 060 middle and 

senior managers, the majority of whom (63%) 

work in international companies 



Top 5 reasons to change the job

2010 2011

38% 38% New challenge/more interesting work

36% 35% Higher salarysalary

46% 31% Career development (first place last year)

13%   12% More responsibility 

14% 10% Better work/life balance 

According to Antal Russia 

The survey embraced over 3 060 middle and 

senior managers, the majority of whom (63%) 

work in international companies 



Bonuses 

52% of managers 
received a bonus 

in 2011

41% of the 
respondents noted 

that it had

increased 

compared with 

the previous year

The number of managers 

dissatisfied with their bonus 

is increasing. 

While last year 70% of the 
respondents were satisfied 

with their bonuses, this year 

only 58% are happy with it.
According to Antal Russia 

The survey embraced over 3 060 middle and 

senior managers, the majority of whom (63%) 

work in international companies 



The most attractive benefits 

Insurance 68% 

Annual bonus scheme 66%

Car or car allowance 29% 

Flexible working (homeworking/flexitime) 29%

Share incentive/option scheme 18%

Flexible benefits  16%

Good company pension schem 15% 

Vital or very important

According to Antal Russia 

The survey embraced over 3 060 middle and 

senior managers, the majority of whom (63%) 

work in international companies 







Thank you for your attention!

Michael Germershausen
Managing Director 

Antal Russia

e: mg@antalrussia.com 
t: +7 495 935 86 06
www.antalrussia.com



Employer brand management 

in the course of 

merging and rebranding



About 600 outlets in 70 Russian regions

Headcount – around 15 000 employees

Majority shareholder – Societe Generale

� № 3 position in retail lending

� № 7 position in capital dimension

� № 9 position in deposits 

� № 11 position in assets 

� № 13 position in corporate sector 

deposits 

� № 16 position in corporate sector 

lending 

Rosbank: one of the leaders in the Russian market



Volumes and market share of loans portfolio

12

SG Group is No.3 

in retail loan portfolio
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32 mln clients

83 countries

157 000 employees

Societe Generale 

worldwide



International retail banking

Central and Eastern Europe

North Africa
Sub-Saharan Africa 

and French Overseas territories

Russia 

61 000 employees serving 13 mln clients in 41 locations

Clients 6.8 million

Outlets 2,070

Market share loans 7.6%

Market share 

deposits
7.5%

Loans EUR 33bn

Deposits EUR 35bn

Clients 1.9 million

Outlets 682

Market share loans 8.1%

Market share 

deposits
5.6%

Loans EUR 11bn

Deposits EUR 12bn

Clients 3 million

Outlets 711

Market share loans 2.4%

Market share deposits 3.2%

Loans EUR 9bn

Deposits EUR 9bn

Clients 1.2 million

Outlets 297

Market share loans 19.4%

Market share deposits 22.2%

Loans EUR 6bn

Deposits EUR 7bn



Strategic projects for 2011

� Consolidation of 4 

different banks

� Rebranding

� New Societe Generale 

Brand Platform



SG Russia News Film



SG Russia consolidation
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Rebranding 
Process was successfully launched on 13th of April

Stands, leaflets and goodies are 

being installed and distributes in 

Rosbank and BSGV outlets

Press Conference

All Management Meeting

Stands are installed, 

leaflets and goodies are 

being distributed in 

Rosbank and BSGV 

outlets



The rebranding is scheduled from July 2011 to July 2012
according to a wave approach. For BSGV the process is to be started 

after the IT migration to Rosbank systems

Rebranding



New Societe Generale brand platform



Building
TEAM

SPIRIT

together

STAKEHOLDERS

CUSTOMERS

EMPLOYEES

MARKET

EXTERNALLYINTERNALLY

COMPANY

PRODUCTS/

BRANDS

A bank that understands me

A bank that offers solutions

A bank that adapts

A promise for ethical 

responsibility, proper

governance and transparency

Collective strength and

performance

Consideration for each member 

Each member has a role to play in 

the overall success

Marketing based on listening

Situational intelligence

Personified by products

Tailor-made solutions



Team spirit & Behavioral competences

Contribution

to strategy

People development

Building

TEAM
SPIRIT

together

Client focus

Result orientation

PREPARING 

THE FUTURE

DEVELOPING 

THE BUSINESS

WORKING 

TOGETHER

Change leadership

Cooperation

Team leadership



Main challenges

� Retain teams of consolidating subsidiaries

� Motivate and engage employees through the 

transformation period

� Build a new corporate culture

� Become an Employer of Choice 

for employees and candidates



Why do we need Employer Branding?

Current employees: to reduce 
turnover, increase motivation and 
sense of belonging and align 
behavior to organization needs

Potential employees:

to persuade more and 
better applicants to 
apply and accept offers

Consistency of messages
across both groups is vital as the 
organization has to deliver what it 
promises

Projecting an unrealistic image 
may improve recruitment but can 
increase attrition



Employer Brand and People Value Proposition

� Employer Brand is a set of associations
that potential and current employees have 
about us as a place to work

� People Value Proposition (PVP) - a set of 

characteristics and offerings to current 
and potential employees that differentiates a 
company from recruitment competitors and 
answers the question: “What is in it for me?”



Employer Brand 

architecture

Potential

Employees

Customers

Stakeholders

Market



Brand strength

Employer 

Brand

The unique and 
differentiating 

promise a 
business makes 
to its employees 

and potential 
candidates

Employee 

experience

Actual delivery 
of the promise 
throughout the 

employee 
lifecycle

Brand of choice

Employee engagement 
and retention 

Attraction of the right
candidates

Differentiation from 
competitors

Customer engagement 
and retention

Attraction of high quality employees is a competitive necessity

Engagement of high quality employees is a bottom line issue



External Benchmarking

An annual survey conducted globally for Societe 
Generale by an international consulting company.

Average age:

20,6 years

Gender: 

75% women and 25% men
Most represented 

educational institutions:  

� South Ural State University

� Lomonosov Moscow State 
University

� Finance University

1

2010 survey
1 653 respondents



Recruitment funnel

Familiarity

Consideration

Desire

Application

Acceptance

Do the students 
know who you are?

Would they consider 
working for you?

Are you an Ideal 
Employer?

Have they applied or would 
they apply to you?

The Non-familiar 
Employer percentage

The Considered 
Employer ranking

The Ideal 
Employer ranking

Potential 
Applicants’ ranking

Considering your position in the different steps of the 

funnel will help you to identify your main challenge

Percentage of the people who accept the 

company proposal and join their staff 

(monitored internally)



Rosbank position in the recruitment funnel

Familiarity

Consideration

Desire

Application

Acceptance

The Non-familiar 
Employer percentage

The Considered 
Employer ranking

The Ideal 
Employer ranking

Potential 
Applicants’ ranking

2009 - recruiting moratorium

2010 - recruiting limitations Business 

students

Engineering

students

27,1%

10%

7%

6%

38,4%

44%

57%

77%

3%Local internal monitoring 15%



Rosbank apply status - Business/Commerce 

SURVEY QUESTION: 

Have you or will you apply to these employers?

Status among the students selecting each employer as an Ideal Employer

Yes, I have applied

Yes, I will apply

Yes, I might apply

No

I don’t know

Rosbank

Top 5 Ideal

Employers

4% 38% 39% 9% 10%

4% 35% 37% 12% 11%



Success ratios - Business/Commerce 

Familiarity

Consideration

Desire

Application

Acceptance

The Non-familiar 

Employer percentage

The Considered 

Employer ranking

The Ideal 

Employer ranking

Potential 

Applicants’ ranking

Success ratio 1 shows to what extent you are converting students from considering you as an 

employer, to viewing you as an Ideal employer. 

Success ratio 2 shows to what extent you are converting the students who view you as an Ideal 

employer into actually applying.

Success ratio 1 

38% 

Success ratio 2

43,5%



The Drivers of Employer Attractiveness

Employer Reputation & Image

Attractive/innovative products & services

Fast growing or entrepreneurial

Financial Strength

Good reputation

High ethical standards

High level of CSR

Inspiring top-management

Market success

Prestige

People & Culture

Diversity & equality between sexes

Respect for individuality

Leaders supporting development

Comfortable and friendly work environment

Creative and dynamic work environment 

Interaction with international clients 

and colleagues

Recruits only the best students

Good work-life balance

Job Characteristics

Professional training and development

Variety of assignments

Attractive geographic location

Challenging work

High level of responsibility

Opportunities for international 

travel/relocation abroad

Secure employment

Flexible working conditions

Remuneration & Advancement 

Opportunities

Clear path for advancement

Competitive base salary/benefits

Good prospects for high future earnings

Good possibilities for rapid promotion

Good reference for future career

Leadership opportunities

Overtime pay

Performance-related bonus

Sponsorship of future education



Rosbank is and to be associated with in 2011-2015

People & Culture

Leaders supporting development

Interaction with international clients 

and colleagues 

Friendly work environment

Good work-life balance

Comfortable work environment

Creative and dynamic work environment 

Job Characteristics

Variety of assignments

Challenging work

Employer Reputation & Image

Financial Strength

Good reputation

Market success

Remuneration & Advancement 

Opportunities

Competitive base salary

Good prospects for high future earnings

Good reference for future career

Performance-related bonus

To be developed

To be developed

Professional training and development

Secure employment

Opportunities for international travel 

High level of responsibility



Action plan
2011 2012 2013 2014 2015

SG Russia 

Unified corporate 

culture creating

Comfortable 

work 

environment

Creative and 

dynamic work 

environment

Variety of 

assignments

Challenging 

work

Top 50 
session

Top 250 
session

Regional 
sessions

Outlets 
renovation New HQ

Job lines contests

Comm campaigns & Special Events

Job lines promotion in external & internal media

Employer Guide for 
managers

Ideal employer 
sessions for HR

Ideal employer sessions for managers

Success stories promotion in external & internal media

Career Day Career Day Career Day Career Day



Internal benchmarking

An online self-completed survey conducted every 
2 years.

1. Participation

100% of Group’s employees

2. Communication

Presentation of results 

3. Action

Definition of improvement action plans 
Follow up and continuous
communication

Ваше мнение имеет значение!



Career Management and Development

� Recruitment

� Evaluation

� Individual development plans

� Career interviews

� Career Committees

� Talent management

� Succession planning

� HR Communications



SG Russia Careers Portal



Rosbank employer offer

Employer Reputation & Image

Work in a leading Russian bank 

with International standards

People & Culture

� Team spirit

� Innovative professional culture 

� Synergy and sharing work environment 

Job Characteristics

� Professional training and development 

� Leaders to support development

� Professional & geographical mobility 

� Secure employment 

Remuneration & Advancement  

Opportunities

� Competitive base salary/benefits

� Good reference for future career



Campus management

Internships Business games

Career fairs Career Days Conferences

Guest lectures

Company 

Presentations

Event 

Sponsorship



Business games

249 teams formed of 747 students

37 different countries from 169 institutions

10 best teams presented their projects at SG Headquarters

Citizen Act 2011



HR Communications

Staff

� Intranet
� StartinG Induction 
� Learning portal

HR line

� Наш Rosbank news bulletin
� Communication kits on HR 

projects
� HR meetings
� Network HR job line animation 

program

Managers

� Guides
� Working Sessions

� Careers website

� PR and e-influence

� Web TV (launch stage)

� Social Networks (launch stage)

Internal HR communications External HR communications



Training

Job lines

programs

Leadership

Programs

80 coaches
Training

Department

Regional 

Training Centers

Soft skills

trainings

StartinG

Induction

Online

trainings



Compensations and Benefits

� Employee Share 
Ownership

� Social protection 
system

� Discount partnership 
programs

� Voluntary medical insurance

� Concessional lending 



Corporate Culture

Shared Value

Team

spirit

Synergy

Client-driven

business model

Internal communications

& events system

Corporate 

responsibility
New Rosbank

corporate identity

Inspiring strategy

Ambitions SG 2015

SG Russia

leadership model

Diversity
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Building new management team

� Rosbank 50% (60% at level N)
� BSGV 32.5%
� SG  Group 12.5% (20% at level N)
� Rusfinance 2.5%
� DeltaCredit 1.5%
� External 1% (20% at level N)

� Regional Coordinators: 50% from BSGV and 50% 
from Rosbank

� Heads of Corporate: 87% from BSGV and 13% 
from Rosbank

� Heads of Retail: 50% from Rosbank, 37.5% from 
BSGV and 12.5% from Rusfinance

323 managers have 

been assessed and 

183 staffing decisions
have been taken

Origins of the Managers at Network level in the 

8  common regions

Origins of the Managers at Head Quarters (levels N to N-2)



Diversity

157,000 employees

128 nationalities
60% are women

Present in 83 countries
France 59,780 employees
Russia 27,055 employees
Czech Republic 10,063 employees 
Romania 8,962 employees
Poland 3,567 employees

Russia
70 regions 



Corporate Responsibility

A quality approach focused on the client.
A robust system of corporate governance 

adapted to the demands of society.

A reinforced system of risk management. 

A comprehensive compliance policy and 

the application of ethical values.

A culture of innovation.

Incorporation of social and 

environmental considerations into 

our business practices.

Proactive and responsible 

management of staff.



Internal Communications & Events System

Corporate media Corporate Events

� SG Russia Electronic 

Newspaper 

� Joint corporate 

informational campaigns

� Extranet for SG Russia 

employees

� All Management Meetings

� Winter/Summer 

Championships

� Football Championships

� Contests for employees



Thank you!

Questions?



The Employer of Choice: 
Building the Story

Irina Kibina, 

Vice President

TNK-BP



Building the Story: How it WorksBuilding the Story: How it Works

2

1 2 3 4 5

Employer

PR activities

BTL

ATL

DC

Employees
(Former, 
Current,
Future)

Facts and their 
interpretation

Power of Mouth, 
Professional Networks

Online 
Communications

Social Networks

Employer



Building the Story: CompetitionBuilding the Story: Competition

2

Employer

PR activities

BTL

ATL

DC

Employees
(Ex-;

Current-;
Future-)

Facts and their 
interpretation

Power of Mouth, 
Professional Networks

Online 
Communications

Social Networks

Employer



Promoting Corporate Standards:Promoting Corporate Standards:

2



HR Brand:
The truth is out there

Moscow

May, 19



• What is HR brand for employers 

and employees? (Kelly Survey 

Data)

• What are employers doing for 

HR branding? 

• The truth is out there…



What is HR Brand?



Is Image Equal To Reputation?

87%
of employers consider 

HR brand as company`s 
image, both on internal 

and external labor 
market

Image is not the same as reputation

51%
of employees consider 

HR brand as 
company`s behavior
towards employees

ImageImage – the impression, that company presents to the public

Reputation Reputation – the opinions, that public have about the company

Kelly OCG HR Brand 2011 Survey data



What Employees Understand by
“Strong HR Brand”? 

Kelly OCG HR Brand 2011 Survey data



What is the most important factor in choosing 
the employer?

Kelly  Services Motivation 2010 Survey data



How important is a company’s reputation
when considering new job?

Kelly Global  Workforce Index 2010 Survey data



What one factor will stop your intention to 
leave a company?

Kelly  Services Motivation 2010 Survey data



What is most demotivating factor for you?

Kelly  Services Motivation 2010 Survey data



What is the most important factor in 
determining an organization’s reputation?

Kelly Global Workforce Index data



The truth is out there…



17% of employers

internal + external 

47 % of employers

Investments into 

internal policies and 

procedures

36% of employers

external PR

How do companies invest into HR Brand?

Kelly OCG HR Brand 2011 Survey data



How to Estimate the Effectiveness of Investment 
into HR Brand?

Kelly OCG HR Brand 2011 Survey data



What one thing would make you feel more
loyal or ‘engaged’ with your job?

Kelly Global Workforce Index data



Return on Investments Period

64%64% of companies 

expect the return on 
investments at  
medium-term

Kelly OCG HR Brand 2011 Survey data



Measures to Strengthen HR Brand

Kelly OCG HR Brand 2011 Survey data



Solutions To Support Your HR Brand



Conclusions

• HR brand reflects what company really do for its employees, not 
how the company positions itself

• Any company builds its HR brand, even it does not realize it

• Choose proven solutions and reliable provider to build really 
strong HR brand



Thank you for your attention!Thank you for your attention!

Yury Efrosinin
Operations Director Kelly OCG

y.efrosinin@kellyocg.com
8 985 763-02-05



Employees Sample



Employers Sample
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Employer brand perception by potential 
Employees

Castorama Service 
as the basis of corporate culture

2011
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Castorama – DIY stores

Castorama Russia:
• Number of stores: 15

• Numbers of cities: 10

• Number of employees: 2 468

• Stores area: 6000 -13 000 m2

• Range of goods: 35 000 items

• Number of visitors per month: more than 630 000

Castorama Stores

2

5

7

12

14

2006 2007 2008 2009 Now

15
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Russia

15 stores, №3

China

41 stores, №1

Turkey

26 stores, №1

Poland

50 stores, №1

UK

477 stores, №1

France

201 stores, №1

Spain

16 stores, №3

Castorama Russia is a part of Kingfisher group
Kingfisher – sales leader in the DIY market in Europe
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We want to become the LEADING 
local DIY retailer in Russia

Our strategy

OUR CUSTOMERS

Objective:

1st Choice

OUR EMPLOYEES

Objective:

1st Choice and top 

engagement

OUR LOCAL COMMUNITY

Objective:
Recognized as responsible 
company

OUR SHAREHOLDERS

Objective: 
Improving profit development 
and interest to the DIY market in 
Russia
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92

25
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5352
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Retail Marketing &

advertisement

Banks IT

2007 2010Turnover 2010 Stores Management / Line staff 3 -1

Turnover overview 2007 - 2011 Russian Market TO

Attraction, retention and motivation ( Talent management) are managed by  Monetary and Non 
Monetary  tools

Line staff

Management

?

 35%

 60%

 30%

 30%
 75%

0%

10%

20%

30%

40%

50%

60%

70%

80%

2008 2009 2010 2011

?

0verview



23.05.2011 8223.05.2011 82

2011:

Implementation.

Focus on Talent  

2012:

Development.

Focus on Quality 

2013:

The Employer of 

Choice in Russia

2010:

Today 

•Review grading &  
compensation system

•Focus on Talent 
management - MDR 

•Training and Development 

•Q12 roll out project 

•Communication –
coordinated plan creation  

• Organizational structure re-
engineering

• Strengthening management 
& functional capabilities 

• Focus on Talent pool -
MDR - Succession 
planning

•Competence model in place 
- Retail Management & 
Leadership  

•Develop Customer Service 
and  Product knowledge 

•Q12 roll out for SSO and 
Store management

•Communication - Internet as 
a part

•New Recruitment 
Technologies

•Talent management -
Development centre in place

•E- learning for Customer 
Service and  Product 
knowledge 

•Q12 roll up for the whole 
team

•Communication – Intranet as 

a part

•Internal Talent pool is ready

•Trainings programs for all 
Employees in place

•Communication  channels 
development

•HR SAP – one information 
system

Competitive package, unique values and culture, best opportunities for 
development

The Employer of Choice in Russia
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Ask Recruiters  

for understanding the employer brands strengths and weaknesses versus competitors

Ask Your current staff

for understanding why they choose to stay with you

Developing a compelling and magnetic employer
brand supports the building of your reputation as an 
employer of choice.
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Ask Potential Employees

for understanding

• who would be potential employees

• what they think of your company and reputation

• do they consider joining to future their carrier

we are working on the premise that our customers are 
also  our candidates

Tools:

Knowledge of the Customer

Company Web site

Higher level of Service to Customers in stores – OUR FOCUS

Employer Brand  steps
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Castorama – HR brand, «Service» category

1. Development of foundations and standards of «Castorama Service»

2. Development of evaluation criteria and monitoring the results

3. Changes in the policy and procedures of the Company

4. Training all the employees

Development standards 
by the business experts

Strategic session with the Board Service Book

Mystery ShopperCustomers satisfaction KPI

Changing “The best employee”
procedure

Job descriptions update
Changing the Reward system 

structure
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5. Activities to maintain the Service culture and to keep the employees 
engaged

6. Measuring the level of engagement employees to the business

7. Identify the quality of customer service

Welfare CommitteeCorporate publications Service Week

Mystery ShopperCustomers satisfaction Results

CriteriaWhy to measure? What is next?

Castorama – HR brand, «Service» category
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The Employer of Choice in Russia
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June 15th, 2010 at the Russian Chamber of 
Commerce and Industry was held «The rights of the 
customers — 2010» ceremony awards. It is an 
Annual Prize, awarded to successful projects in the 
field of customer protection and service quality
improvement.

According to the popular vote, Castorama won in 
the «Customers’ choice-2010» category.

Customers’ choice

Professionals’ choice

Awards Details

Our company’s work on Service culture has leg to 
us  being nominated as a finalist in the HR BRAND 
2010 Award in the Federal category.
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What NEXT we are doing to be the
Employer of Choice for potential Candidate

• Castorama  Service culture development – on going

• Company newsletters – continue with New format

• Part time schedule : students and young people ( Gen Y), 
return – to – work mothers mature people , retail non-
professionals - 2011

• E – recruitment system as a part of Innovative Site Features –
2012

• Recruitment advertising

• Career website - 2012

• Company Intranet -2012



Role of Internal Communications in Employer Branding

May 19,  2011
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Agenda

1. Position of communication in Employer Branding

2. Preparation to Creation of the Communication Plan

3. Goals of Communication

4. Implementation

1. Position of communication in Employer Branding

2. Preparation to Creation of the Communication Plan

3. Goals of Communication

4. Implementation
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What is Wikimart?

• Online shopping mall

• Gross Merchandise Value -
$3M 

• 1,3 mln. goods

• 2’650 shops

• 200 employees

Board of DirectorsBoard of Directors

MarketingMarketing

Management BoardManagement Board

CEOCEO

CommerceCommerce B2BB2B LogisticsLogistics

PeoplePeople FinanceFinance TechnologyTechnology
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Position of Communications in Employer Branding

1. Employee Engagement and 
Retention

2. Employer Value Proposition

3. Communication plan

CommunicationCommunication

RetainRetain

Engage

Employer Brand
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Preparation to Creation of the Communication Plan

Creative focus 
groups

Creative focus 
groups

Engagement 
survey

Engagement 
surveyInternal surveyInternal survey

• Where we are now?

• What should we focus on?

• What are our main development points?

• How are our employees motivated?

Informal 
communications

Informal 
communications
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Goals of Communication

Higher productivity rateHigher productivity rate

1. Company’s strategic goals are shared and agreed by 
the majority of employees.

2. Higher level of employee engagement and retention.

3. High level of awareness of company’s position, strong 
and weak points, plans and progress.

1. Company’s strategic goals are shared and agreed by 
the majority of employees.

2. Higher level of employee engagement and retention.

3. High level of awareness of company’s position, strong 
and weak points, plans and progress.



Page 98 »

Implementation

1. Intranet

2. Regular all-company meetings with co-founders

3. Adaptation program and employee handbook

4. Internal trainings

5. Corporate events

1. Intranet

2. Regular all-company meetings with co-founders

3. Adaptation program and employee handbook

4. Internal trainings

5. Corporate events
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Questions?
Dmitry.Rodionov@wikimart.ru

People.wikimart.ru

Questions?
Dmitry.Rodionov@wikimart.ru

People.wikimart.ru

Wikimart_ru

Wikimart 

People.wikimart.ru
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