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ABSTRACT

This study aims to determine the effect of employee branding and Employee Value Proposition on
employee performance at the Syariah Branch of Bank Semarang Branch. The population used in this
study were all employees of the Semarang Branch Syariah Savings Bank. The size of the sample size is
68 respondents, with the sampling technique used is the census method or saturated sample. The source
of research data is primary data, with data collection techniques using questionnaires, while the data
analysis technique used is multiple linear regression. The research results seen from the multiple linear
regression equation shows that employee branding and Employee Value Proposition have a positive
effect on employee performance. The results of the coefficient of determination indicate that the variable
employee branding and Employee Value Proposition can explain variations in employee performance
variables of 66.9%. Hypothesis test results show that employee branding has a positive and significant
effect on employee performance, and Employee Value Proposition has a positive and significant effect
on employee performance.
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INTRODUCTION

Employee Branding gave pride to employees, and can retain talented employees in accordance
with what is desired by the company in developing the company (Pavitra, 2018). Employee
branding can be seen as a set of symbols that represent the ideas, attributes or personality of an
organization. One of the physical attributes is the use of office uniforms, using office uniforms
will show the identity of a company and foster pride for members of the organization who wear
them (Wowor, 2010).

Employee branding as internal marketing of an organization is used to make it look attractive
to prospective employees, so that employees hope to success in the future by working for the
company (Badawy., et al, 2017). The promised success in the future in an organization is
expected to motivate employees to stay in the company. The motivation possessed by
employees will have an influence on employee performance (Theodora, 2015). The function of
employee branding is to market the organization as a place to work that can create demand or
attraction for talented candidates. In addition, to retain and bind the right the organization will
be known as a gathering place for talented people. Employer Branding has extraordinary power
in attracting prospective employees and keeping employees engaged in a company. The
branding built and created by the company does not have to be in the form of a high salary
offer.

Organizations will be winners in the future if their human resources offer long-term value,
sustainable shareholders and cannot be imitated by competition. With increasing talent
competition, organizations not only have problems attracting employees, but also with retaining
them, as competitors will seek to compensate in bidding for talented employees (Corporate
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Executive Board, 2006). Company or Organization needs to create a "differentiation” for each
of its employees who can foster a sense of pride, attachment, and togetherness in an effort to
achieve common goals between the company and the employees. It is not enough to build a
company brand (employee branding) in the eyes of employees and prospective employees, but
also to be able to build an employee value proposition (EVP). EVP is a promise given to its
employees and stakeholders about what the brand will provide. In the context of a corporate
organization, building an Employee Value Proposition (EVP) is very important because
nowadays there are not many people in the top talent category, which makes them quite
selective in choosing a place to work. According to Ulrich and Brockbank (2005).

An employee in a company can be said to have good performance if the employee has a close
attachment to his company which makes the employee (without compulsion) want to make an
optimal contribution to his company. Research on employee branding and employee value
proposition is still very limited in influencing employee performance. Discussion on existing
research examines the effect on employee branding and the employee value proposition that is
associated with organizational commitment and organizational performance. This condition
creates research gaps to conduct research on employee branding and Employee Value
Proposition on employee performance.

Mathis and Jackson (2015) state that performance is basically something that employees do or
don't do. Performance management is the overall activity carried out to improve the
performance of the company or organization, including the performance of each individual and
work group in the company. The characteristics of people who have high performance
according to Mangkunegara (2015) are having high personal responsibility, being brave to take
and endure risks, having realistic goals, having a comprehensive work plan and making efforts
to achieve their goals.

Granting credit is one form of business that can be done by a bank. The distribution of funds in
the form of credit usually dominates most of the allocation of bank funds. The convenience of
credit extended to the public is one of the factors that can affect other parts of a company and
of course this also affects the development of the company itself and the profits generated by
bank activities, including the CCRD Arcoll 2 division (Consumer Collection Remedial Division
Area Collection 2) whose main task is to foster debtors in the context of resolving credit
problems. The success of this division is very important in order to boost the company's
performance to be more leverage, and improving good performance will provide high morale
for employees so that it will improve their performance and smooth return of non-performing
loans. Collection staff or is in charge of managing receivables or accounts receivable from the
consequences of a financing agreement.

The colleting part in measuring performance is carried out by achieving the target amount and
which can be returned or the number of customers that can be fostered which can finally return
the lost funds (not yet refundable). Customers who experience substandard payments will be
given guidance and approaches so that the outstanding debt can be returned in stages. This
collection task really requires a high contribution from collecting staff, but sometimes
employees experience a decrease in contributions due to internal or external factors (Suparyadi,
2015).

The achievement targets desired by the leadership for employees have not been fully met. This

can be seen from the large percentage achieved by employees who have not been able to meet
the percentage value of the target that must be achieved. The results in the table make banks
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still need many approaches to customers in order to increase the targets achieved. This also
shows that employee performance has not been optimal.

Employee performance that has not been optimal occurs due to employee branding that has not
been maximized, because employees feel that the economic value promised by the company is
still not in line with employee expectations, so they feel that the employee branding that is
carried out still needs to be improved by the company. Performance that has not been optimal
can also occur due to the Employee Value Proposition implemented by the company that is still
not in line with expectations, so that employees are not optimal at work.

The impetus for this research is also due to the different research results (research gap) from
previous studies. The difference in these results is from the research of Vijayalakshmi and
Uthayasuriyan (2015) and Susanti (2018) which state that employer branding has a positive and
significant effect on employee performance. In contrast to the research results of Windayanti.,
et al (2016) which stated that employer branding had a positive and insignificant effect on
employee performance. From the background of the problem, this research is proposed with the
title "The Role of Employee Branding and Employee Value Proposition in the Performance of
Bank Employees at the Sharia State Bank Semarang Branch".

METHOD

The population used in this study were all employees who work at PT. State Savings Bank Thk
Syariah Semarang Branch with a total of 68 employees.The sampling technique in this
studyusing the census method or saturated sample, which is a sampling technique when all
members of the population are used as samples(Sugiyono, 2017). By using the saturated sample
method or the census method, all 68 employees were used as research samples. The data source
used is primary data, namely data obtained directly from data sources by conducting research
directly into the field. In this study, data collection was carried out through questionnaires to all
employees of the Sharia State Bank Semarang Branch. And through library research by
examining materials such as books containing theories, scientific works and other materials
relevant to research.

RESULTS
Multiple Linear Regression Analysis Results
Table 1.
Multiple Linear Regression Analysis Results
Unstandardized | Standardized
Coeflicients Coefficients
Model B | Std. Error Beta t Sig.
1 (Constart) 1.605 1.603 1.002 3200
Employee Branding 445 T 432 b.634 00
EVP A5G 0838 557 7.341 000y

a.Dependent Variable: Kinerja Karyawan

Based on the table above, the multiple linear regression equation model can be written as
follows:

Y =1.605+ 0.449 X1+ 0.496 X2 +e
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The results of the regression can be interpreted as follows:

1) The constant value is 1.605 and is positive. It means that before being influenced by
employee branding and Employee Value Proposition, then the employee performance value
IS positive.

2) Coefficient employee branding regression (b1) is 0.449, these results mean that employee
branding has a positive effect on employee performance. It can be concluded that if the value
of employee branding increases by one unit, then employee performance will also increase
by 0.449, assuming that the Employee Value Proposition variable is zero or constant.

3) The regression coefficient of the Employee Value Proposition (b2) is 0.496, this result means
that the Employee Value Proposition has a positive effect on employee performance. It can
be concluded that if the value of the Employee Value Proposition has increased by one unit,
then employee performance will also increase by 0.496, assuming the employee branding
variable is zero or constant.

Normality test

Table 2.
Normality Test Results

Unstandardized Residual

M &
Maormal Parameters™~ Mean 0000000
Std. Deviation 1.16434552

Most Extreme Differences Absolute 11
Positive 11

Megative =085

Kolmogorow-Smimov £ Rk
Asymp. Sig. (2-tailed) 360

a. Test distributionis Mormal.
b. Calculated from data.

Based on the results of the normality test, the p-value (asymp. Sig) is 0.369, where the value is
greater than 0.05, namely (0.369 > 0.05). So, it can be concluded that the data distribution in
the regression model has been normally distributed. This means that the regression model has
met the assumption of normality.

Multicollinearity Test

Table 3.
Multicollinearity Test Results
Collinearity Statistics
Maodel Taolerance WIF
1 (Constant)
Employee Branding 857 1.187
EVP 857 1.187]

a. Dependent Variable: Kinerja Karyawan

Based on the results in the table above, it can be seen that each employee branding and
employee value proposition variable has a tolerance value greater than 0.10 and the VIF value
is also smaller than 10. It can be concluded that the resulting regression model does not show
multicollinearity symptoms.
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Heteroscedasticity Test
Table 4.

Heteroscedasticity Test Results

Unstandardized | Standardized
Coeflicients Coeflicients
Mode! B |sdEror| Bew t | sg
1 {Constant) 3338 1.024 3253 002
Employee Branding 000) 051 001 007 595
EVP =027 043 - 088 -529 125

a. Dependent Variable: ABS

Based on the results in the table above, the significance value (sig.) obtained for each employee
branding variable is 0.995, and the variable Employee Value Propositionof 0.125. The
significance value of each variable is greater than 0.05 (significance > 0.05). This means that
the regression model used in this study does not occur heteroscedasticity.

Coefficient of Determination
Table 5.
Coefficient of Determination Results

Model Summary®

Adjusted R | Std. Error of the
Model R R Square Square Estimate

1 B¢ 579 660 1.18263
a. Predictors: (Constant), EVP, Employes Eran ding
b. Dependent Variable: Kinerja Karyawan

Based on the results in the table above, the adjusted coefficient value is obtainedR Squareof
0.669. This canconcluded that the variableemployee brandingandEmployee Value Proposition
can explain the variation of employee performance variablesby 66.9%, while the remaining
33.1% variations in employee performance can be explained by other variables outside the
model, such as work motivation, work discipline, work environment, organizational
commitment, employee maintenance, job training, and others.

F Statistic Test
Table 6.
F. Statistical Test Results
ANOVA®
Model Sum of Squares df Mean Square F | Sig.
1 Regression 192,075 2 96.037] 68666 000°
Residual 90.910) 85 1.399)
Total 252985 87

a. Predictors: (Constant), EVP, Employee Branding
b. Dependent Variable: Kinera Karyawan

Based on the results in the table above, obtained a significance value of 0.000 <0.05, it can be
concluded that the resulting regression model is fit, so the regression model is significant and

feasible to use.
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Hypothesis Test Results (t Test)

Table 7.
Hypothesis Test Results
Model t Sig.
1 (Constant) 1.002 320
Employee Branding 5.G84 .00D|
EVP 7.341 .000)

a. Dependent Variable: Kinerja Karyawan

DISCUSSION
Based on the table above, the effect of each variable is partially explained as follows:

Hypothesis Testing the Effect of Employee Branding on Employee Performance

Based on the results obtained in the table above, the t-value of the employee branding variable
is greater than the t-table value (5.684 > 1.669), and a significant value of 0.000 is less than
0.05. So the result of the decision is to reject the null hypothesis (HO) and accept the alternative
hypothesis (Ha), which means that employee branding has a positive and significant effect on
employee performance. This result also means that if the employee branding carried out by the
company is getting better withthe value of attractiveness, corporate social, enterprise economy,
enterprise development, and increased enterprise benefits, then the employee's performance at
PT. Bank Tabungan Negara Tbhk Syariah Cabang Semarang will increase.

These results indicate that employee branding applied by banking companies will be one of the
important factors that can improve employee performance, especially at PT. Bank Tabungan
Negara Tbk Syariah Semarang Branch. These results also show that the better the employee
branding as measured by indicators such as nvalue of interest, corporate social value, company
economic value, company development value, and company benefit value, will be taken into
consideration for employees in assessing employee branding implemented by the company.PT.
Tabungan Negara Thk Syariah Semarang Branch is good or not. The results of the description
analysis show that most of the respondents agree with the statements regarding these indicators,
so it can be interpreted that the employee branding carried out by the company is good.
Therefore PT. Bank Tabungan Negara Thk Syariah Semarang Branch must continue to improve
the employee branding that has been carried out so that employee performance can increase.
This has supported the results of research from Vijayalakshmi and Uthayasuriyan (2015) and
Susanti (2018) which stated that employer branding has a positive and significant effect on
employee performance.

Hypothesis Testing the Effect of Employee Value Propositin on Employee Performance
Based on the results obtained in the table above, the t value of the variable is obtained Employee
Value Proposition greater than the t table value (7.341 > 1.669), and a significant value of 0.000
less than 0.05. So the result of the decision is to reject the null hypothesis (HO) and accept the
alternative hypothesis (Ha), which means that Employee Value Proposition positive and
significant effect on employee performance. This result also means if Employee Value
Proposition carried out by the company seen from various aspectsthe reward aspect, the
opportunity aspect, the work aspect, the organization aspect, and the people aspect are getting
better and more attractive, then the employee's performance at PT. Bank Tabungan Negara Thk
Syariah Semarang Branch will increase.

94



Journal of Economics and Public Health, Vol 1 No 2, June 2022

These results show that Employee Value Proposition carried out by banking companies will be
one of the most important factors to improve employee performance, especially at PT. Bank
Tabungan Negara Tbk Syariah Semarang Branch. This result also shows that the better EVP as
measured by indicators reward aspect, opportunity aspect, work aspect, organization aspect,
and people aspect will be considered for employees in assessing the EVP in PT. Bank Tabungan
Negara Tbk Syariah Semarang Branch is good or not. The results of the description analysis
show that most of the respondents answered agree with the statements submitted. This means
that the EVP is good so that it can have an impact on increasing employee performance.
Therefore, the company can make efforts such as increasing the reward aspect through giving
awards in the form of material and non-material to outstanding employees, providing greater
career opportunities, providing opportunities for the best graduates according to their work
placements, improve a positive image or positive reputation of the company, as well as create
employee relations through interesting out-of-office activities so that their performance will
increase. These results have supported research from Arviana (2014) and Sumarni (2016) which
states that the employee value proposition has a positive and significant effect on employee
performance.

CONCLUSION

Based on the results of the analysis and discussion of the effect of employee branding and
Employee Value Proposition on the performance of employees at PT. State Savings Bank Thk
Syariah Semarang Branch, it can be drawn some conclusions as follows: Employee branding
has positive and significant effect onemployee performance at PT. State Savings Bank Tbk
Syariah Semarang Branch. This can be seen from the positive regression coefficient value, the
t-count value is greater than t-table, and the significance value is less than 0.000. It can be
concluded if the employee branding carried out by the company is increasingly increase, then
the employee's performance at PT. Bank Tabungan Negara Tbk Syariah Semarang Branch will
increase. Employee Value Proposition has positive and significant effect on employee
performance at PT. Bank Tabungan Negara Thk Syariah Semarang Branch. This can be seen
from the positive regression coefficient value, the t-count value is greater than t-table, and the
significance value is less than 0.000. Can be concluded EVP carried out by the company seen
from various aspects increasing specs, then the employee's performance at PT. Bank Tabungan
Negara Thk Syariah Semarang Branch will increase.

ACKNOWLEDGEMENTS

This paper and this research would not have been possible without the support of The University
of 17 Agustus 1945 (UNTAG) Semarang. The writers of this research extend the gratitude of
all the reviewers who have contributed to the peer review process of this research, that saved
this research from possible errors.

REFERENCES

Ahmad, Nor Adibah., and Salina Daud. 2016. Engaging People with Employer Branding. 7th
International Economics & Business Management Conference, Procedia Economics and
Finance, Vol.35, pp.690-698.

Alniacik, Esra., and Alniacik U. 2012. Identifying Dimensions of Attractiveness | Employe
Branding: Effect Age, Gender, and Current Employment Status. 8th International
Strategic Management Competence, Procedia - Social and Behavioral Sciences, VVol.58,
pp.1336 — 1343.

Aloo, AV, & Moronge, M. 2014. The Effects of Employee Value Proposition. European Journal
of Business Management, Vol 2 No.1, pp.1-14.

95



Journal of Economics and Public Health, Vol 1 No 2, June 2022

Arviana, Nerrisa. 2014. The influence of the employee value proposition and employee
engagement toward sales performance (case study of PT Prudential Life Assurance).
Scientific Article, Master Thesis, University of Indonesia.

Azwar, Saifuddin. 2016. Research Methods. Yogyakarta: Student Library.

Badawy, TA Al, Fahmy, VM, & Magdy, MM 2017. Can Employer Branding Raise The
Retention And Motivation Of Egyptian Employees? JCS, Vol.25, pp.250-266.

Barney, Jay B. 1991, Firm Resources and Sustained Competitive Advantage. Journal of
Management; VVol.17, No.1, pp.99-120.

Cable DM, and Judge, TA 1996. Person Organization Fit, Job Choice Decision and
Organizational Entry. Organizational Behavior and Human Decision Processes, Vol. 67,
pp. 294-311.

Corporate Leadership Council. 2006. Driving Performance and Retention Through Employee
Engagement. Washington, DC: Corporate Executive Board.

Dawn, Suman Kumar., and Biswas, Suparna. 2010. Employer Branding a New Strategic
Dimension of Indian Corporations. Asian Journal of Management Research, Vol.22,
pp.21-33.

Febriana, Unggaran, and Welly, John. 2013. Create Brand Attractiveness to Support Attracting
Strategy by Using Employee Value Proposition: Case Study at PT. Dirgantara Indonesia
(Persero). The Indonesian Journal of Business Administration. Vol. 2, No. 13, pp. 1590-
1604.

Ghozali, Imam. 2013. Application of Multivariate Analysis with IBM SPSS Program. Edition
7. Semarang: Diponegoro University Publisher.

Goswami, Pratibha. 2015. Employee Value Proposition: A Tool for Employment Branding.
International Journal of Scientific and Research Publications, Vol.5 No.12, pp.263-264.

Han, TS, Chiang, HH, McConville, D., & Chiang, CL 2015. A Longitudinal Investigation of
Person-Organization Fit, Person-Job Fit, and Contextual Performance: The Mediating
Role of Psychological Ownership. Human Performance, p.28, pp.425-439.

Indriantoro, Nur and Bambang Supomo. 2014. Business Research Methodology for Accounting
& Management. Yogyakarta: BPFE.

Mahoney, Joseph T; Pandian, J. Rajendran. 1992. The Resource-Based View Within the
Conversation of Strategic Management. Strategic Management Journal. VVol.13. No.5.
Page.363 — 380.

Mangkunegara, Anwar Prabu. 2015. Company Human Resources. Twelfth print. Bandung:
Youth Rosdakarya.

Mathis, Robert L., and John H. Jackson. 2015. Human Resource Management. Jakarta: Selemba
Empat.

Pavitra, KH 2018. Employer Branding Approach and Student Preferences of Employer in

96



Journal of Economics and Public Health, Vol 1 No 2, June 2022

Campus Placements. ACADEMIC JOURNAL ARTICLEIUP Journal of Brand
Management,VVol. XV No.4, pp.30-47.

Peteraf, MA 1993. The Cornerstones of Competitive Advantage: A Resource-Based View.
Strategic Management Journal; Vol14, No.3, pp.179-191.

Sokro, E. 2012. Impact of Employer Branding on Employee Attraction and Retention. European
Journal of Business and Management, VVol.4 No.18, pp.164-173.

Sugiyono. 2017. Qualitative Quantitative Research Methods and R&D. Bandung: Alphabeta.

Sumarni, Murti. 2016. The Influence of Employee Engagement and Employe Value Proposition
on Performance. AKMENIKA, Vol.13 No.1, Pg.775-786.

Susanti, Anis. 2018. The Effect of Employer Branding on Employee Engagement, Performance,
and Intention to Leave on Employees of PT Astra Honda Motor (Astra Motor Jombor)
Yogyakarta Branch Office. Scientific Articles, Pages.1-31.

Theodora, O. 2015. The Effect of Work Motivation on Employee Performance at PT.
Prosperous Motor Glorious. AGORA, Vol.3 No.2, pp.187-195.

Vijayalakshmi. V., and K. Uthayasuriyan. 2015. The Impact of Employer Branding on
Employee Performance. Research Paper, VVol.5 Issue 8, pp.211-213.

Windayanti., Agus Rizal., and Msruchin. 2016. The Influence of The Employer Branding,
Employee Motivation, Employee Job Satisfaction to The Employee Performance of The
Special Hospital in Jakarta. Scientific Journal, pp.1-25.

Wowor, W. 2010. The Effect of Employee Uniforms on Employee Work Attitudes in the
Hospitality Industry (Case Study at Hotel XYZ Jakarta). HOSPITOUR, Vol.l No.l,
pp.99-11.

97



Journal of Economics and Public Health, Vol 1 No 2, June 2022

98



