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Marketing Strategy on Brand 
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ABSTRACT

This research analyzes the impact of external personnel marketing strategy using 7ps on brand
awarenessofstudentsinthetechnologicaluniversitiesinEgypt.Twoquestionnaireswerepreparedand
distributed.Theresearchwasappliedon254facultymembersofthewholetechnologicaluniversities
inEgypt(Cairo,Quesna,andBeniSuef)and280studentsoftheseuniversities.Theresultsindicated
thatthereisapositivesignificanteffectofexternalpersonnelmarketingstrategyusing7Ps(individually
andcollectively)onbrandawareness.Thestudyproposedanumberofrecommendations.
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1. INTRodUCTIoN

Organizationsneedemployeeswithspecificknowledgeandskills.Employeesarethehouseholdwho
produce,improvetherefinedprocessesandsellproducts,sincetheygivelife,form,andcontentto
them.Accordingtothepointofviewofmarketing,currentemployeesandpotentialemployeesare
customerstotheirorganizations(Ungerman,Myslivcová,&Dědková.,2018).Sotheorganization
usesmarketingtocreateastructureonmarketswhichcanmeettheexpectationsandneedsofboth
latentandexistingemployees.Itcanalsodiscoveritselfasanemployerthroughtheconceptionofthe
employerbrandwhichisborrowedfrommarketing.Employerbrandmanagement,involvesinternally
andexternallycontentofwhatmakesanorganizationasanemployer(Backhaus&Tikoo,2004)
.Theprincipalpurposeofpersonnelmarketingisdevelopingtheorganization’sattractionvalueasan
employerthroughastrategydependingontheexternalone(Gladka&Fedorova,2019)whichmeans
thatanorganizationusesmarketingtothehumanresourcesmanagement(Klimentova,2008).

TechnicaleducationinEgyptneedsabigeffortstobemarketedandincreasestheawarenessof
studentsaboutit.ThreeuniversitieswerebuiltinCairo,QuesnaandBeniSueftosupportthetechnical
education,theyundoubtedlyneedexternalpersonnelmarketingstrategythatgivesthemadistinctive
brandthatcreatesanappeal.Thisstrategyincludestheorganization’svisionofitselfasanemployerand
helpsorganizationstomakeinteractionsbetweenemployeesandconsumerstocreatebrandawareness
tocurrentstudents(DeChernatony,Drury&Segal,2003;DeChernatony,2006;Boyko,2014)especially
themainpurposeofemployees’abilitiesisprovidingthebestcustomerservices(Żuławska,2012).
Therefor,theresearchexaminestheeffectofexternalpersonnelmarketingstrategyappliedfor(faculty
members)onthebrandawarenessofthe(students)inthetechnologicaluniversitiesinEgypt.
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1.1. Purpose of The Study
Theobjectivesofthisresearchare:

• Demonstratingtowhatextentthetechnologicaluniversitiesused7Psinpersonnelmarketing
strategyfortheirfacultymembers.

• Todeterminetheeffectofpersonnelmarketingstrategyaccordingtomarketingmix(product,
price,place,promotion,process,peopleandphysicalevidence)(individuallyandcollectively)
onincreasingthebrandawarenessforstudentsinthefirstgradeofthetechnologicaluniversities.

• Determinewhichelementofthemarketingmixelementsplaysavitalroleinincreasingthebrand
awarenessforstudentsinthefirstgradeofthetechnologicaluniversities.

1.2. Problem Statement
Technicaleducationisoneofthemostimportantpillarsoftheeducationalsystem,andthestrongpillar
preparedbythestateforachievingsustainabledevelopmentinaccordancewiththe2030strategy,
takingitintoconsiderationasthelocomotiveofdevelopmentofnations.

Theeducationministryhasdevelopedanewplantopromotetechnologicaleducationaimedat
expandingtheestablishmentoftechnologicalcolleges,whichwillcontributetochangingthesocietal
perceptionofgraduatesoftechnicaleducationandraisethelevelofstudentsenrolledinthecoming
period,withactivitiescarriedoutonthedevelopmentoftechnologicalcolleges,throughtheinitiative
tosupportandreformtechnicaleducation.ThreeuniversitieswerebuiltinCairo,QuesnaandBeni
Sueftosupportthetechnicaleducation,theseuniversitiestrytochangealongbelieveintheminds
abouttechnicaleducationsotheyneedtoincreasetheawarenessofstudents(customers)abouttheir
brand,brandingcanmakeit(Bonnici,2015).Personnelmarketinggivestheorganizationgreater
competitivenessŻuławska(2012).Theemployer’simageandemployer’sreputationwhichisbuilt
bymarketingthroughpersonnelmarketingstrategymayparticipateinbuildingthatawarenessBoyko
(2014).Thatexternalpersonnelmarketingstrategycanbemeasuredonthebasisofthemarketing
mixelements(7Ps)(Gladka&Fedorova,2019).

Sothemainproblemofthestudyrevolvesaroundtheanswertothefollowingquestion:

What is the effect of external personnel marketing strategy using 7Ps on the brand awareness of 
customers (students)of the technological universities.

2. LITERATURE REVIEw, CoNCEPTUAL ModEL 
ANd HyPoTHESES RELATIoNSHIPS

2.1. External Personnel Marketing Strategies
AccordingtoVeloso(2018)theemployerbrandconceptemergedatacolloquyin1990.Itcanbe
definedasthepictureofanemployerwhichcareofcurrentemployees,customersandothers(Santos,
Sousa,Reis&Monteiro,2019).Itmakestheorganizationalluringforexistingandattractspotential
employees by offering certain advantages, then creating a strong learning culture to encourage
employeestojoinit(Lenka&Chawla,2015).

EmployerBrandingconsistsofthreesteps;first,buildinganddevelopingtheconceptofaproposed
valuethattheorganizationprovidestopotentialandcurrentemployees.Second,theexternalmarketing
ofthisproposedvaluebytheemployertoattractthetargetedcompetenciesoftheorganization,while
thethirdstepincludestheinternalmarketingofthebrandBackhaus&Tikoo,(2004);(Lievens,2007).

Personnelmarketingcanbedefinedasanactivitywhichhelpsorganizationstocreateaposition
inthelabormarket.Thisconceptisconsideredasadevelopmentofemployerbrandbecausethetwo
conceptsmaketheorganizationasanemployer,butthepersonnelmarketingstrategyreshapesthe



 

 

19 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/the-impact-of-external-personnel-

marketing-strategy-on-brand-awareness-of-

customers/267775

Related Content

Exploring Determinants Influencing the Intention to Use Mobile Payment

Service
Amira F. A. Mahranand Hala M. Labib Enaba (2011). International Journal of

Customer Relationship Marketing and Management (pp. 17-37).

www.irma-international.org/article/exploring-determinants-influencing-intention-use/60147

The Adoption and Usage of Smartphone Media Technologies as A Source of

News by Egyptian University Students
Hamza Saad Mohamed Saad (2019). International Journal of Customer Relationship

Marketing and Management (pp. 35-53).

www.irma-international.org/article/the-adoption-and-usage-of-smartphone-media-technologies-

as-a-source-of-news-by-egyptian-university-students/229107

Mining Customers Behavior Based on RFM Model to Improve the Customer

Satisfaction
Fatemeh Bagheriand Mohammad J. Tarokh (2011). International Journal of Customer

Relationship Marketing and Management (pp. 79-91).

www.irma-international.org/article/mining-customers-behavior-based-rfm/56125

Internet Marketing Adoption by Iranian Distribution Industry: An Attempt to

Understand the Reality
Sepideh Zahiri, Hatem El-Goharyand Javed Hussain (2018). International Journal of

Customer Relationship Marketing and Management (pp. 33-61).

www.irma-international.org/article/internet-marketing-adoption-by-iranian-distribution-

industry/203589

Semantic Technologies in Motion: From Factories Control to Customer

Relationship Management
Ricardo Colomo-Palacios (2012). Customer Relationship Management and the Social

and Semantic Web: Enabling Cliens Conexus  (pp. 1-22).

www.irma-international.org/chapter/semantic-technologies-motion/57949

http://www.igi-global.com/article/the-impact-of-external-personnel-marketing-strategy-on-brand-awareness-of-customers/267775
http://www.igi-global.com/article/the-impact-of-external-personnel-marketing-strategy-on-brand-awareness-of-customers/267775
http://www.igi-global.com/article/the-impact-of-external-personnel-marketing-strategy-on-brand-awareness-of-customers/267775
http://www.igi-global.com/article/the-impact-of-external-personnel-marketing-strategy-on-brand-awareness-of-customers/267775
http://www.irma-international.org/article/exploring-determinants-influencing-intention-use/60147
http://www.irma-international.org/article/the-adoption-and-usage-of-smartphone-media-technologies-as-a-source-of-news-by-egyptian-university-students/229107
http://www.irma-international.org/article/the-adoption-and-usage-of-smartphone-media-technologies-as-a-source-of-news-by-egyptian-university-students/229107
http://www.irma-international.org/article/mining-customers-behavior-based-rfm/56125
http://www.irma-international.org/article/internet-marketing-adoption-by-iranian-distribution-industry/203589
http://www.irma-international.org/article/internet-marketing-adoption-by-iranian-distribution-industry/203589
http://www.irma-international.org/chapter/semantic-technologies-motion/57949

