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ABSTRACT

Malaysian public sector today faces continuous complex transformations in a rapidly
changing environment. In order to contribute towards the growth of the nation, its
human capital must be developed to respond to these changes. At that juncture,
Malaysian public sector needs to cultivate strategies to attract, develop and retain their
talent through proper talent management and employer branding. This research
investigates the relationship between employer branding with talent retention and
career growth, mediated by recruitment practices. The context of this research
included education, science and technology, and the medical sector of the Malaysian
public service. This is due to attrition and is considered as brain drain in the Malaysian
public sector. Employer branding which covers marketing and human resource
management (HRM) in the public sector was less discussed and it is hoped this
research will contribute to the body of knowledge. For this study, proportionate
stratified sampling was employed. The respondents who represented from medical,
science and technology (S&T) and education sectors were selected from each stratum
of the three groups of professionals from the three sectors. The data collection for this
study was carried out through self-administered questionnaires. Four hundred and
fifty-two useable responses were received and further analyzed using the appropriate
statistical procedures. The data collected was processed using computer software;
Statistical Package for Social Science (SPSS) version 23.0 and SMART PLS 3.2.7.
SPSS is used for descriptive statistics whilst Smart PLS 3.2.7 was used to validate the
research model and test the proposed research hypotheses. There were seven
hypotheses examined in this study. The findings conclude that there is a significant
influence of employer branding and career growth towards talent retention.
Furthermore, the findings partially support the hypotheses on mediating effects.
Recruitment practices mediates the relationship of employer branding and career
growth towards talent retention. Undoubtedly, when an organization tapped talented
employees during recruitment practices more likely to report higher levels of
retention.



Eoudl Lo

gl 58 3 plew Wy lpera) 3 Bpaie B2y (3 Sddne Vs ol Lidle 3 plal gl 4y
ol gl Jo g Ciland) M By coled) (] Bl (il Bl W ks ot
SIS Bl gIsY M e Wilinaly Layolasy wleliS Cdd Slanslin] moy R
Ayled) 20 B Anhll de B 8 as cJlesYl OloV bl Sl
Bl o5 By (bl Lt ablgy b sadly IS i g fon) L)
Sl sy b Yy bl (3 plal plaill (Cally caiidly cpolally coadadl to¥ls aul) )
oY aylond) S g ype duds (Gl plall plail) (3 2aasY) B 5 p Jold
sda 3y pll gladh 3 (HRM) 2,200 5l 3)15)y Gogedd) oy a3l LB JlasYl
(el TV e i i) me o) BaL) Sl aa 4d b VSR WAL
Sblaal s e DL cady (g pigadd SN Sl S e ¢Clally il cpglally
Bl 25l Y Slhea) plisinl Ll 07 ¢ (sl 4B Blaul 450 Lasae RN
SMART PLS zibpy ctiogd olela= 23.0 oyl SPSS ity S 0
(Dl pow Lasdey Bl wlezp Lty Gl 235 A e 3imadll ¢3.2.7 Y
& byl sally foddl Cola) Blndl ) e B5h Slls OF ) el ojlal 5y
Slle Lawgs 3] aablugdh ol ailad) Oloydl B Zld) cwesy (S el
Ly (ol eliS slizal ] e35M gl gadly Jodll ol yylondl) 2Bl ) (i)
o b tib gl Slale I gl b gl Sl sl () g Lo o b el Y

leiS szl o el Slgtas fews



APPROVAL PAGE

The dissertation of Norasyikin binti Shaikh Ibrahim has been approved by the
following:

Junaidah Hashim
Supervisor

Rozailin Abdul Rahman
Co-Supervisor

Ridhwan Fontaine
Internal Examiner

Arsiah Bahron
External Examiner

Noormala Dato’ Amir Ishak
External Examiner

Amir Akramin bin Shafie
Chairman



DECLARATION

| hereby declare that this dissertation is the result of my own investigations, except
where otherwise stated. | also declare that it has not been previously or concurrently
submitted as a whole for any other degrees at IIUM or other institutions.

Norasyikin binti Shaikh Ibrahim

SIGNALUIE: e Date: .o



INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA

DECLARATION OF COPYRIGHT AND AFFIRMATION OF
FAIR USE OF UNPUBLISHED RESEARCH

THE RELATIONSHIP OF EMPLOYER BRANDING AND
CAREER GROWTH ON TALENT RETENTION IN THE
PUBLIC SECTOR: ROLES OF RECRUITMENT
PRACTICES AS MEDIATOR

| declare that the copyright holders of this dissertation are jointly owned by the
student and 1HUM.

Copyright © 2018 Norasyikin binti Shaikh Ibrahim and International Islamic University Malaysia.
All rights reserved.

No part of this unpublished research may be reproduced, stored in a retrieval
system, or transmitted, in any form or by any means, electronic, mechanical,
photocopying, recording or otherwise without prior written permission of the
copyright holder except as provided below

1. Any material contained in or derived from this unpublished research
may be used by others in their writing with due acknowledgement.

2. 1IlUM or its library will have the right to make and transmit copies
(print or electronic) for institutional and academic purposes.

3. The IHUM library will have the right to make, store in a retrieved
system and supply copies of this unpublished research if requested by
other universities and research libraries.

By signing this form, | acknowledged that | have read and understand the UM
Intellectual Property Right and Commercialization policy.

Affirmed by Norasyikin binti Shaikh lbrahim

Signature Date

Vi




This dissertation is dedicated to my beloved parents (Dr Shaikh Ibrahim and Hajjah

Noridah), my siblings (Akashah, Ain, Nazri, Nurulhuda, Ana, Hajar and Kamil), my

precious nephews and nieces (Aqil, Annisa, Alfi, Adli, Adam, Liha, Asif and Maryam)
and all family members and relatives who support me along the PhD journey.

Thanks from the bottom of my heart.

vii



ACKNOWLEDGEMENT

Alhamdulillah, all praises only for Allah, the Most Compassionate, the Most Merciful,
for giving me the blessings, strength and courage to bring the PhD journey to the end.

First of all, 1 would like to thank the Government of Malaysia, particularly the
Public Service Department for granting me a scholarship and study leave to pursue my
study.

I would like to express my deepest gratitude to Professor Datin Dr. Junaidah
Hashim and Assistant Professor Dr. Rozailin Abdul Rahman, my research supervisors,
for their patient guidance, enthusiastic encouragement and useful critics of the
research work. My sincere thanks also go to the internal examiner, Associate
Professor Dr. Ridhwan Fontaine and external examiners, Professor Arsiah Bahron and
Professor Noormala Dato’ Amir Isahak for their insightful comments and suggestions
for improvements of the thesis. | would also like to thank Dr. Nurita Juhdi for her
advice and assistance in keeping my progress in schedule. | pray that all of them will
always be blessed and protected by Allah in both worlds.

| would like to thank the whole team in Postgraduate Office of Kulliyyah of
Economics and Management Sciences (KENMS) for their supports and
encouragements. My sincere thanks to Prof. Arif, Prof. Rafikul Islam, Prof. Ahasanul,
Prof. Norma, Dr. Zamzulaila, Dr. Suhaimi, Dr. Zabeda, sister Norma (administration),
Hasliya and Suria.

My special thanks to my support group 1HUM PhD colleagues (Pejuang PhD
room group) especially sister Siti Ngayesah, Zaliza, Tg Wasimah, Aisya Vilayphone,
Aishah Abu Bakar, Norlaila, Kemi, Mansurat, Dewi Fatmawati, Rahma and brother
Asad for the stimulating discussions, for the sleepless nights we were working
together before deadlines or exams and sharing the ups and downs of this journey. My
heartiest thanks to group members of QA 2/2015PHD especially Rafidah, Anis,
Bathmavati, Farrah Shameen, Hazaila, Marina, Hazif, Suhaila, and Noor Watee for
their support, encouragement and significant discussion throughout this wonderful
three years and making it a less lonely journey.

My sincere thanks also to my friends and colleagues who contributed directly
or indirectly in this research. Not forgetting my heartiest thanks to respondents in the
government service without which, 1 will not be able to complete my field study.

Last but not least, | wish to extend my utmost love and thankfulness to my
beloved parents, Shaikh Ibrahim Shaikh Omar and Noridah Abd Jalil for their love,
prayers and care throughout my life and study. Moreover, | will forever be grateful to
my siblings and my entire family who believe in my ability to complete this study:
thank you for your prayers, support and encouragement.

viii



TABLE OF CONTENTS

AN 0] 1 - (o1 SO I
ADSIFACE IN AFADIC ...t enes ii
APPIOVAI PAGE.....c.eeiiiiiiiee e 1\
[ =Tod - T = U1 o] o OSSR v
COPYIIGNT et Vi
=T [ o= U1 o] o [OOSR vii
ACKNOWIEAGEMENT ... e viii
LISt OF TADIES ... e Xii
LISE OF FIQUIES ...ttt Xiv
List Of ADDIeVIAtioNS .......cc.ocviiicie e XV
CHAPTER ONE: INTRODUCTION .....cocoiiiiitiescce e 1
1.1 Background StUAY ........cccveiiiieiieie e 1
1.2 Overview of Recruitment in the Malaysian Public Sector ..................... 4
1.2.1 Employer Branding and Talent Retention in the Public
7= 10X (o SRR 6
1.2.2 Career Growth and Talent Retention in the Public
B T=Tod (o ] SRR 10
1.2.3 Recruitment Practices and Talent Retention in the
PUBIIC SECLOT ..o 12
1.3 Statement of Problem ... 14
1.4 ReSEArch QUESTIONS........ceiueeieieiesieeieeee e eseeeree e esee et ae e sreeneeaneeneeas 17
1.5 ReSEArCh ODJECHIVES. ......ecivieiiciiecie e 18
1.6 Operationalized DefiNItioN ..........ccccceveiiieiiiiniee s 18
1.6.1 Employer Branding.........cccceiieiieiiiiese e 18
1.6.2 Talent ReteNtioN........ccoveiveieiie e 19
1.6.3 Career GrOWEN .......ccoooieiicc e 19
1.6.4 ReCruitment PraCtiCeS .......couvvverierieiiese e e see e 19
1.6.5 ProfessionalsS...........ccccveieiiieiie it 19
1.7 Significance Of the STUY ..........ccoiiiiiiie s 20
1.8 SUMIMAIY ....oiiiiiiie ittt et e et eeaneeas 21
CHAPTER TWO: LITERATURE REVIEW..........cccoviieieeeee e, 22
2.1 INEFOAUCTION.....coviiiiic st 22
2.2 Theoretical fFouNdatioN..........ccccoviieiiiieseee e 22
2.2.1 The Social Exchange Theory........ccccccovviiieiiiiiiie e, 22
2.2.2 Resource-Based VIBW........ccccviieiveiesiese e 25
2.3 Talent REtENTION. .......ccviiiic e 27
2.3.1 Definitions of People with Talent...........ccccooeiiiiniiiiiicn, 28
2.3.2 Challenges of Talent Retention ...........ccccccvevieiiiicvie e, 32
2.3.3 Retention STrategy ......ccecvvereerueiierieieseeseeee s e sie e e e e seesneas 35
2.4 EMPIOYEr Branding........ccoooveierieiieiesie e 36
2.4.1 Connecting the Employer Brand Image ..........cccocvevvvveieiiiennnn, 41
2.5 Career GrOWLN ......ccviiiecie e s 43
2.6 RECIUItMENTt PraCtiCeS ......oivveieiie e ecie st 46



2.7 The Relationship Between Employer Branding, Career

Growth, Recruitment Practices and Ralent Retention............cc.cce.e.. 48

2.7.1 Employer Branding and Talent Retention ............c.ccccoovvvenennn. 48

2.7.2 Career Growth and Talent Retention..........ccccoeceveniiineniniiennn 51

2.7.3 Employer Branding and Recruitment Practices............cc.ccccueu... 52

2.7.4 Career Growth and Recruitment PractiCes ..........cc.ccoovvvvviveiennn 53

2.7.5 Employer Branding and Recruitment Practices............cc.ccccoe.... 53

2.7.6 The Mediating Effect of Recruitment Practices .............c..c....... 54

2.8 Conceptual FrameWOrK..........ccooviiiiriiinisieieee e 55
2.9 Summary of Research Hypotheses ..........cccccveveivevi s 56
2.10 SUMIMAIY ...ttt sttt 57
CHAPTER THREE: RESEARCH METHODOLOGY .....ccccceeiiiiiininieeinnnn, 58
200 111 oo [ od o] o PSSR 58
3.2 Research Paradigm .........cccoiveiiiiiiicc e 58
3.3 RESLAICH DESIGN ..ottt 60
3.4 Scope OF Te StUAY.......coviiiiiice s 60
3.5 The POPUIALION ... 61
3.6 Respondents of the StUAY ........cccvcveiieiiiece e 61
3.7 Sampling ProCeaUIE..........ooiiiiieieee e 66
3.7.1.SAMPIE SIZE ..o 68

3.8 Research INStrumentation ............cccovveveiieneene e 68
3.9 Measurement of Variables..........ccccovviiiiiiiiiiicee e, 69
3.9.1 Employer Branding........cccoeoerenereneninieeesiese e 70

3.9.2 Career GrOWLN ....c..ociiiiiieieieese e 71

3.9.3 ReCruitment PraCtiCeS .......ccoveverierieiesiiesieee s e nie e 72

3.9.4 Talent REteNtiON.........ccuoieieieiere et 73

3.10 Data COlECHION ..o 73
3.10.1 Face Validity........cccocoiiiiiieic e 74
3.10.2 Pre-teSt ... ieie ettt 75
3.10.3 POt STUAY ..o 78

3,11 DaAta ANAIYSIS ...cuviieeiitesieeieeiee et 78
3.11.1 Descriptive StatiStiCS ......cccvevveiieiieiiseecie e 79
3.11.2 Inferential StatiStiCS ........cccververeeriee e 79
3.11.2.1 Hypotheses TeStiNg ......cccvevveiieeiieiiiie e 80

3.11.2.2 Partial Least Square (PLS) ......cccccceevievieiieeiiecine, 83

3.11.2.2.1 Measurement Model ............cccevveveiiveneiieiieene 84

3.11.2.2.2 Structural Model ... 86

3.12 Mediating RelationShip.........ccooeiiiiniiiiinieee e, 89
3.13 Summary of the Chapter.........c.coeiieiee e 92
CHAPTER FOUR: DATA ANALYSIS AND FINDINGS.........c.ccccovevvevenrenne, 93
I g1 oo (0ol o] USSR 93
4.2 DeSCIIPLIVE SEALISTICS ......oovviveiiiiieieiiese e 93
4.2.1 Demographic Characteristics of the Respondents..................... 94

4.2.2 Descriptive Statistics of INStrumMents ...........ccceevvevvvevesieesveriene 95

4.2.3 Verifying Data CharacteriStiCs ..........ccooevverenieenennienie e 97
4.2.3.1 MisSING ValUe........cooveieiieii e 97

4.2.3.2 OULHEIS .ot 98



4.2.3.3 Assessment of Normality ........ccccccovvvvvvviniiiieniennn, 98

4.2.3.4 Collinearity TeSt......ccceveivieriiiesiese e 98
4.2.3.5 Common Method Variance (CMV)........cccccvevevreennnnn. 99
4.3 Measurement Model ASSESSMENT ........cceiiriiiiieiee e, 99
4.3.1 Internal Consistency Reliability ..., 100
4.3.2 Indicator Reliability .........c.ccoveviiiiiiee e 101
4.3.3 Convergent Validity.........ccooooiiiiiiniiniic e 103
4.3.3.1 Average Variance Extracted (AVE).......ccccccceevvennenn. 103
4.3.4 Discriminant Validity .........cccooceviiieninnin e 104
4.3.4.1 Cross Loading of the Indicators .............cccccvevveireennnn. 105
4.3.4.2 Fornell-Larcker Criterion ..........c.ccoovvevvrciennnieesennnenn, 106
4.3.4.3 Heterotrait-Monotrait Ratio of Correlation
(HTMT) et 108
4.4 Sructural MO ........coiiiiiiiieee s 109
4.4.1 Path COETfICIENT ......covveieiie e 109
4.4.2 Coefficient Determination (RZvValue) ..........cccooeveveeeveeeverinnnnnes 112
4.4.3 EFfECt SIZ8 (F2) wvveiviieeee e 113
4.4.4 4.4.6 Blindfolding and Predictive Relevance (Q2) .........ccco...... 114
4.5 Mediating Analysis of Recruitment PractiCes ..........cccevvvverviinivenenne 115
4.6 Summary of the Chapter.........ccccviveiieiicecee s 119
CHAPTER FIVE: DISCUSSION, CONCLUSION AND
RECOMMENDATIONS ...ttt 121
T8 A 1 0 To 1 od £ o o S STR 121
5.2 Summary of the ReSEarch..........ccocoviiiiciec e 121
5.3 Discussion Of FINGINGS ......cvevriiriiiiieiesieseeeeee s 123
5.3.1 Research ODjJective ONe .......cccccveviveiiiiecece e 123
5.3.2 Research ODJectiVe TWO ......cccoiieiiiirieieeee e 124
5.3.3 Research Objective Three.........cccoveiiieci i 126
5.3.4 Research ObjJectiVe FOU..........cccoiiiiiiiiiicee e 127
5.4 Contribution of the Study ........cccooeiiiiiice 127
5.4.1 Practical Contribution ..........cccooveiieiiiiesiee e 128
5.4.2 Theoretical ContribUtioN..........ccccooiiiiiiiice e 129
5.5 Limitations Of the STUAY ........cccoeriiiiiiiiiicee s 131
5.6 Recommendations for Future ReSearch..........cccoccovveieneneninneneee 132
5.7 CONCIUSION ... e 132
REFERENGCES. ..ottt nneane s 135
APPENDIX I: QUESTIONNAIRE ..ot 156
APPENDIX Il: MISSING VALUES AND COMMON METHOD
VARIANCE ... 162
APPENDIX I11: RESPONSE BIAS .......oo ot 165

Xi



Table 1.1

Table 1.2

Table 2.1
Table 2.2
Table 2.3

Table 2.4

Table 2.5
Table 2.6
Table 2.7
Table 3.1
Table 3.2
Table 3.3
Table 3.4
Table 3.5
Table 3.6
Table 3.7
Table 3.8
Table 3.9
Table 3.10
Table 3.11

Table 3.12

Table 3.13

LIST OF TABLES

Attrition rate among Ministry of Health staff, 2011

Numbers of appointments in public serviceaccording to races
(2011-2015)

“A” Players
The ethics of people management

Top management challenges

Some definitions of employer brand as identified through review

of literature

Studies on the employer branding

Studies on career growth

Studies on the recruitment practices

Summary of the researcher’s paradigm

Population of the study

Proportion of doctors according to states

Number of professionals in MOSTI

Number of lecturers in Malaysian public universities (2015)
Population on proportion and sample size according to sectors
Measurements for employer branding

Measurements for career growth

Measurements for recruitment practices

Measurements for talent retention

Criterion on choosing between CB-SEM and PLS-SEM

Summaries of validity guidelines for assessing reflective
measurement model

Summary of validity guidelines for assessing reflective structural

model

xii

14
29
31
32

37
39
45
48
59
61
62
63
65
67
70
71
72
73
82

86

87



Table 3.14 Effect size (%)

Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 4.5
Table 4.6
Table 4.7
Table 4.8

Table 4.9

Demographic characteristics of the respondents
Descriptive statistics for all indicators

VIF and coefficients

Internal consistency reliability

Outer loadings and t-statistics

AVE values of constructs

Indicators loading and cross loading

Construct correlations and AVE

HTMT Criterion

Table 4.10 The constructs path and their significance

Table 4.11 Assessment of structural model

Table 4.12 Assessment of path coefficient

Table 4.13 Effect size (%)

Table 4.14 Predictive relevance

Table 4.15 Summary of hypotheses testing

Xiii

88

94

96

99
100
102
104
105
107
108
110
110
112
113
115

120



Figure 2.1

Figure 3.1
Figure 3.2
Figure 3.3
Figure 4.1
Figure 4.2
Figure 4.3

Figure 4.4

LIST OF FIGURES

Conceptual framework: the relationship between employer
branding, talent retention, career growth and recruitment practices

The calculation to determine sample size (Krejcie et al., 1970)
Calculation of effect size

Mediation model

The result of post-hoc analysis (without mediator)

The result of post-hoc analysis (with mediator)

The results of post-hoc analysis (with mediator)

Structural model

Xiv

56
68
89
90
116
117
118

119



11 MP
CG

EB
MOE
MOH
MOSTI
RBV
RP
SET
TR

LIST OF ABBREVIATIONS

Eleventh Malaysian Plan

Career Growth

Employer Branding

Ministry of Education

Ministry of Health

Ministry of Science, Technology and Innovation
Resource-based View

Recruitment Practices

Social Exchange Theory

Talent Retention

XV



CHAPTER ONE

INTRODUCTION

This chapter outlines the subject area of employer branding, career growth and
recruitment practices which are related to the retention of employees. This chapter
includes the research problem, research questions and research objectives based on the
research gap identified through the analysis on the study areas. Besides covering the
significance of the study, this chapter also provides details on the definition of the

variables.

1.1 BACKGROUND STUDY

Today, the public service sector faces continuous complex transformations in a rapidly
changing environment. Developments in information technology, changing trends in
governance, widespread globalization, and the increasing importance of knowledge-
based economy have impacted and influenced the public service sector directly (Ku
Azizah Ku Daud, 2014; Omar & Din, 2017; Yusuf Sidani & Akram Al Ariss, 2014).
As such, human capital is a must for the organization to compete and operate
efficiently. In this environment, the retention of valuable employees becomes a very
important strategy for human resource managers and organizational leaders.

In such a setup of increasing competition and changing environment, the public
service sector is constantly striving to recruit, retain, reward, and develop its
employees. It faces tough competition against the higher paying private sector. In the
same manner, when the public service is not able to recruit and maintain successful

individuals, it adds to the vicious cycle of weak governance. It leads to the ‘war for



talent’ which becomes the top agenda for civil services around the world with the
widespread practice of performance management in the public sector (Kim, 2008; van
Dijk, 2009).

Human capital is an asset for an organization that really knows how to
appreciate the employees. As highlighted by Bontis, Dragonetti, Jacobsen and Roos
(1999), organizations with a human factor always possess distinct human capital. The
human capital has a great combination of skills, knowledge and competence that
characterizes the organization as exceptional; thus capable of learning, changing,
innovating, and providing the creative thrust. It is an element which when properly
motivated can ensure the long-term survival of the organization. Thus, human
resources must be enhanced and managed properly to ensure the growth of Malaysia’s
human capital. It can be managed by balancing the physical, mental and spiritual
aspects.

To date, talent can be considered as rare resources among CEQs as talent can
choose where to work. Ever since a group of McKinsey consultants coined the phrase
‘the war for talent” in 1997 (see Michaels, Handfield-Jones, & Axelrod, 2001), the
topic on talent management has received a remarkable degree of attention and interest
from both the academicians as well as the practitioners. The word talent can be
defined as the total of a man's capacities on his or her characteristic blessings,
aptitudes, information, encounter, knowledge, judgment, mentality, character, and
drive. It likewise incorporates his or her capacity to learn and develop (Michaels et al.,
2001, p.12). Another scholar, Ulrich (2007) in his holistic view defines talent as a
combination of “competence, commitment, and contribution”. “Competence deals
with the head (being able), commitment with the hands and feet (being there), and

contribution with the heart (simply being)”. Hence, the emphasis on talent



management represents a paradigm movement from more traditional human resource
related sources, such as strategic human resource management (Huselid & Becker,
1997; Schuler, 1989; Wright & McMahan, 1992), towards the management of talent
to suit the current competitive environment.

In relation to talent management, the problem of brain drain had existed in
Malaysia. Amongst the efforts to bring back the talent overseas is by giving incentives
to diaspora and benefits for professional expatriates. The task has been carried out
earlier by the Ministry of Science, Technology and Innovation (MOSTI). However
since 2011, the task has been transferred to the Talent Corporation Malaysia
(Talentcorp) (Malaysia, 2016). Talentcorp functions as a ‘middleman’ in terms of
human capital, diaspora and expatriates between the government, private sector and
international actors. In other words, they are the ‘go-to agency’ for leading employers
to solve their critical talent needs (Malaysia, 2016). In the Talent Corporation analysis
in 2014, for every ten skilled Malaysians born in Malaysia, one of them chooses to
leave the country for several reasons.

There are several reasons that compel citizens to move and earn their living in
other countries. According to the report entitled “Malaysia Economic Monitor: Brain
Drain” by World Bank (2011) highlights the main factors that inspire Malaysians to
move abroad which include the differences in one’s potential to earn, career
projections, quality of education, and quality of life. The people, particularly the non-
Bumiputeras, were among the majority of the exodus who is unhappy with Malaysia’s
inclusiveness policies. In addition, The New York Times article entitled “Loss of
Young Talent Thwarts Malaysia’s Growth” has highlighted that the skilled workers or
teenagers believe that Singapore is better in terms of career advancement, higher

salary offering and better education system (Gooch, 2010). On the same note,



respondents have stated that they might return to Malaysia if better opportunities were
available, better possibilities in terms of career prospects, or if they were to be married
to Malaysians who want to live in their homeland. Presently, organizations in
Malaysia are already facing difficulties in employing accountants due to this

phenomenon (Junaimah & Yusliza, 2011).

1.2 OVERVIEW OF RECRUITMENT IN THE MALAYSIAN PUBLIC
SECTOR

In Malaysia, there are 1.6 million public servants serving in 722 government agencies
(including local authorities) in 2016. The civil service is grouped into the common-
user and non-common-user groups under 276 schemes of services. There are about
70,000 officers under the common-user group as at 2011. Jabatan Perkhidmatan
Awam (JPA) or the Public Service Department (PSD) is responsible for the
management of recruitment, placement, transfer, and training of the common-user
group. “Suruhanjaya Perkhidmatan Awam” (SPA) or Public Service Commission
oversees the policies of appointment, confirmation of service, conferment into pension
status, promotion, transfer, and the exercise of disciplinary control. There are three
talent management schemes in Malaysia.

The Malaysian Public Sector consists of the two services under different
purviews and appointments. There are Public Service Commission (PSC) and
Education Service Commission which are headed by a Chairman, respectively. The
PSC has begun operations since 31 of August 1957, and officially, was formed in
accordance to the Federal Constitution (Article 144 (1). The duties of the commission

are appointment, confirming appointment, and emplace on the permanent or



pensionable establishment. In addition, the commission involves in promotion,
transfer, and exercise disciplinary control over officers under the commission’s
jurisdiction (Malaysia, 2006).

The Education Service Commission (ESC) was established on 1 January 1974
through “Act A193” and “P.U. (B) 556/1973” under the Federal Constitution. It has
13 members and is led by a Chairman. The operation of this commission is assisted by
a secretariat and led by a Secretary. Their appointment is made by “His Majesty the
Yang di-Pertuan Agong”. The ESC is the appointing authority for members of the
education service. They are responsible in the matter of recruitment planning, service
administration and disciplinary control. The ESC exercises its powers through
meetings such as the Commission Meeting and Appeal Board meetings.

In the Malaysian public sector, departments and agencies face difficulties in the
matter of retaining high performers. This issue also affects Thailand’s system of
bureaucracy. Kriengsak Chareonwongsak (2008)states that the shortage of talent
situation happens in Thailand. Some workers turn to the private sector for higher
wages, earning more than in the public sector. Moreover, some of them prefer to work
at foreign universities for interesting benefits and resources for their academic matters.

The causes for quitting are numerous, and empirical evidence from the Public
Service Department (PSD) shows that many talented employees leave the public
sector. For example, in the Ministry of Science, Technology and Innovation, seven
(7) professional officers have resigned to join the academia or private sector which
offers higher wages (MOST], 2014). They are from critical sectors such as healthcare,
academic and sciences. Among the justifications for quitting are related to the public

sector working values, low motivation and high work burden (World Health



Organization, 2014). Table 1.1 shows the attrition rate of Ministry of Health staffs in

2011. Despite these reasons, less studies have been conducted in these three sectors.

Table 1.1  Attrition rate among Ministry of Health staff, 2011

Post Increase (%) Attrition (%)
Medical officers* 16.3 2.3

Dental practitioners** 19.6 4

Pharmacists 15.9 3.9

Nurses 5.6 0.2

* Includes general and specialist medical officers.
** Includes dental practitioners and dental specialists.
Source: Human Resource Division, Ministry of Health, (unpublished).

1.2.1 Employer Branding and Talent Retention in the Public Sector
Employer branding has many advantages if it is strategically planned in an
organization. Employer branding is described as a process, which includes planning
and implementing strategies, with the aim to influence the target’s employee’s
perception of an attractive employer (Christiaans, 2013). Research has shown that
there are many advantages of an employer branding strategy (Chhabra & Sharma,
2014; Jain & Bhatt, 2015). Firstly, it assists an organization to attract and retain
existing as well as future workers. Secondly, it has been reported that the strategy can
decrease costs, increase employee’s performance, and lead to competitive advantage
(Backhaus & Tikoo, 2004; Barrow & Mosley, 2005). Hence, employer branding
boosts organization’s competitiveness with other organizations along with their own
brand.

In order to prosper, organizations need to focus on their strengths especially on
their own brand. Nearly all organizations depend on their corporate brands to

implement their strategic function. They operate by discovering or creating points that



will differentiate them from the competitors (Hatch & Schultz, 2008). Moreover, they
design their corporate brands to attract customers and charm other stakeholders. Some
may be fascinated with the brand that compels them to share a distinctive brand. A
researcher in the marketing field, Douglas Atkin, explains that people seek similarity
in people especially in values and interests; and distance themselves from those who
do not share their interests (Hatch & Schultz, 2008). The potential candidates are
fascinated by the brand, image, advertising, and work conditions of the organization.
To convince them to join the organization, an honest relationship between the
organization and the candidate is a must. This will in turn increase the recruitment
among talented applicants.

In reaction to this, many organizations work hard to be creative on how they
advertise themselves to potential candidates, by applying branding practices to
recruitment (Hieronimus, Schaefer & Schroder, 2005). Based on experience, many
suggest that to fish for talent, an organization must exploit its brand effectively. It
must also think of recruits as customers and identify the key rivals by using
sophisticated marketing analysis. Moreover, they need to specify types of recruits to
decide on the most suitable corporate attributes and recognize the best way to reach
them. Employer branding cannot just apply traditional brand- building techniques if it
wants to be effective; the efforts must be acceptable and fit with its total brand
strategy (Hieronimus et al., 2005).

There are requirements that an organization need to retain people. An
organization requires “customer brand, employer brand, and talent brand”. It will
provide a way for retaining people in a organization. Brand loyalty becomes a
treasured asset for any organization to build in a changing marketplace and fluctuating

economy (Florea, 2009). If employers want to reach beyond traditional definitions of



employment, the business must get worker loyalty to its brand. Organizations must be
appealing to employees the same way it appeals to customers.

They must also be able to maintain the hold (Schumann & Sartain, 2009). An
essential and demanding activity is personal recruitment, which has a vital influence
on the whole activity (Florea, 2010). To realize this, a business should appeal to the
high performer that will perform suitable jobs at the right moment. Possessing an
employer brand attracts and retains the best employees in order to be ahead of others
(Ahmad & Daud, 2016; Jain & Bhatt, 2015). As great bosses in an organization, they
may choose the best and available talent.

There are several elements of engagement in the workplace which can be
considered important especially to new employees. McKinsey consultants (2004)
reported that employees evaluated reasons such as working in a fun place, a place for
me, training chances and incentives are more significant than high wages when it
comes to attracting potential candidates (de St Aubin & Carlsen, 2008). In the survey
involving 703 individuals, 61% mentioned that they had found their latest job through
talking to their friends or relatives (Cassidy & Kreitner, 2009). If they are happy with
the organization, the superiors, and the nature of their job, they will invite others to
join them in the workplace.

The practice to sell the name of own companies always work to invite new
potential employees. The situation of workers selling their own company in a yahoo’s
blog is a good example. Jobs blogs are turning into most frequent visited sites with the
best brand for employees. The word disseminate around and leaves a greater impact
than in paper form or even the website (de St Aubin & Carlsen, 2008). Employees
disseminate the news speedily and noisily than those whose experience is just

regarded as satisfactory. The organization stand on its strength in the talent market,



and its brand may not hold up if their employees are not relaying good stories. A
steady flow of interested candidates is a result of the employees who are promoting
positive stories.

Organizations have learnt how vital it is to be engaged by investors, customers,
suppliers, and employees. The same goes for opinion formers, activist groups, and the
public. The pledge to brand management is that employees are able to contribute or
participate in a long relationship throughout staff training (Clifton et al., 2009). In the
matter of the organization’s competitiveness, employees are the most important asset.
In developing and strengthening the corporate brand, organizations must involve
employees (Schultz, Yun & Csaba, 2005) as they are the front liners of the brand to
the customers, especially in service companies (Sexton & Trump, 2009). Thus,
engagement is important to increase the brand of an organization.

The vision for every leader is to bring the right people and to organize them in
living the brand, and this may be influenced by organization leadership (LePla &
Davis, 2003). The organization is able to be even more selective to attract a higher
quality talent pool than other organizations that face obstacles in acquiring quality and
quantity employees (de St Aubin & Carlsen, 2008). For instance, the Conference
Board conducted a research of 137 leading US organizations entitled “Engaging
employees through your brand”, found that their corporate brand was a highly
important tool in recruiting, retaining and organizing employees.

Employer branding (EB) in Malaysia has been practiced by large companies.
For example in PETRONAS, an oil and gas company in Malaysia, practice EB by
promoting their employment value proposition (EVP) that is to attract young
graduates to join the organization and “be part of the growing oil and gas industry”

(Leadernomics.com, 2014). In the past three or four years, there has been a growing



