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ABSTRACT

This research analyzes the impact of external personnel marketing strategy using 7ps on brand
awareness of students in the technological universities in Egypt. Two questionnaires were prepared and
distributed. The research was applied on 254 faculty members of the whole technological universities
in Egypt (Cairo, Quesna, and Beni Suef) and 280 students of these universities. The results indicated
that there is a positive significant effect of external personnel marketing strategy using 7Ps (individually
and collectively) on brand awareness. The study proposed a number of recommendations.
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1. INTRODUCTION

Organizations need employees with specific knowledge and skills. Employees are the household who
produce, improve the refined processes and sell products, since they give life, form, and content to
them. According to the point of view of marketing, current employees and potential employees are
customers to their organizations (Ungerman, Myslivcovd, & Dédkova.,2018) .So the organization
uses marketing to create a structure on markets which can meet the expectations and needs of both
latent and existing employees.It can also discover itself as an employer through the conception of the
employer brand which is borrowed from marketing. Employer brand management, involves internally
and externally content of what makes an organization as an employer (Backhaus & Tikoo, 2004)
.The principal purpose of personnel marketing is developing the organization’s attraction value as an
employer through a strategy depending on the external one (Gladka& Fedorova,2019) which means
that an organization uses marketing to the human resources management (Klimentova,2008).
Technical education in Egypt needs a big efforts to be marketed and increases the awareness of
students about it. Three universities were built in Cairo, Quesna and Beni Suef to support the technical
education, they undoubtedly need external personnel marketing strategy that gives them a distinctive
brand that creates an appeal. This strategy includes the organization’s vision of itself as an employer and
helps organizations to make interactions between employees and consumers to create brand awareness
to current students(De Chernatony, Drury & Segal, 2003;De Chernatony,2006;Boyko,2014) especially
the main purpose of employees’ abilities is providing the best customer services (Zutawska,2012).
Therefor, the research examines the effect of external personnel marketing strategy applied for (faculty
members) on the brand awareness of the (students) in the technological universities in Egypt.
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1.1. Purpose of The Study

The objectives of this research are:

e Demonstrating to what extent the technological universities used 7Ps in personnel marketing
strategy for their faculty members.

e To determine the effect of personnel marketing strategy according to marketing mix (product,
price, place, promotion, process, people and physical evidence) (individually and collectively)
on increasing the brand awareness for students in the first grade of the technological universities.

e  Determine which element of the marketing mix elements plays a vital role in increasing the brand
awareness for students in the first grade of the technological universities.

1.2. Problem Statement

Technical education is one of the most important pillars of the educational system, and the strong pillar
prepared by the state for achieving sustainable development in accordance with the 2030 strategy,
taking it into consideration as the locomotive of development of nations.

The education ministry has developed a new plan to promote technological education aimed at
expanding the establishment of technological colleges, which will contribute to changing the societal
perception of graduates of technical education and raise the level of students enrolled in the coming
period, with activities carried out on the development of technological colleges, through the initiative
to support and reform technical education .Three universities were built in Cairo, Quesna and Beni
Suef to support the technical education, these universities try to change a long believe in the minds
about technical education so they need to increase the awareness of students (customers)about their
brand, branding can make it (Bonnici, 2015). Personnel marketing gives the organization greater
competitiveness Zutawska (2012). The employer’s image and employer’s reputation which is built
by marketing through personnel marketing strategy may participate in building that awareness Boyko
(2014). That external personnel marketing strategy can be measured on the basis of the marketing
mix elements (7Ps) (Gladka& Fedorova, 2019).

So the main problem of the study revolves around the answer to the following question:

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

According to Veloso (2018) the employer brand concept emerged at a colloquy in 1990.1t can be
defined as the picture of an employer which care of current employees, customers and others (Santos,
Sousa, Reis & Monteiro, 2019). It makes the organization alluring for existing and attracts potential
employees by offering certain advantages, then creating a strong learning culture to encourage
employees to join it (Lenka & Chawla,2015).

Employer Branding consists of three steps; first, building and developing the concept of a proposed
value that the organization provides to potential and current employees. Second, the external marketing
of this proposed value by the employer to attract the targeted competencies of the organization, while
the third step includes the internal marketing of the brand Backhaus &Tikoo, (2004); (Lievens, 2007).

Personnel marketing can be defined as an activity which helps organizations to create a position
in the labor market . This concept is considered as a development of employer brand because the two
concepts make the organization as an employer, but the personnel marketing strategy reshapes the
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