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Abstract: The shortage of skilled workers is omnipresent today. In order
to be able to fill vacancies with qualified staff, a pharmacy that
only operates within a limited regional radius can use this re-
gionality as a strength. The effect can then be used both region-
ally and supra-regionally by developing strategies IN or WITH
the region.

Introduction ducts. This supply network currently consists of

Pharmacies represent an important pillar of 19,075 individual pharmacies, although this
the German health care system by ensuring a na- number has been declining since 2009.! In fact,
tionwide supply of medicines and medical pro- the number of closures has been increasing every

' Vgl. ABDA, 2020, p.13.
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year since then, so that regional undersupply may
be imminent if this trend is not halted. However,
nationwide supply is still guaranteed.?

In addition to the increasing competition from
online pharmacies, the shortage of skilled work-
ers poses major problems for the sector. On the
one hand, existing pharmacies cannot find suc-
cessors, on the other hand, the shortage of rural
doctors is causing a drop in turnover in rural re-
gions, so that village pharmacies can no longer
operate profitably and have to close down.?

In addition to the increasing competition from
online pharmacies, the shortage of skilled work-
ers poses major problems for the sector. On the
one hand, existing pharmacies cannot find suc-
cessors, on the other hand, the shortage of rural
doctors is causing a drop in turnover in rural re-
gions, so that village pharmacies can no longer
operate profitably and have to close down.* Es-
pecially for pharmacies that can only operate re-
gionally, although there is freedom of establish-
ment’, It can be difficult to fill vacancies, because
the shortage of skilled workers is particularly no-
ticeable in rural regions.

In order to be able to guarantee a nationwide
supply of medicines and advice locally in the fu-
ture, it is necessary to develop strategies to attract
skilled workers to the region and to retain them
there. Pharmacies have a decisive advantage over
other businesses: They are small. Once they are
there, small businesses can retain their skilled
workers better than large companies.” This is pri-
marily due to the better working atmosphere,
which can be described as more of a family at-
mosphere in pharmacies that employ an average
of 9 employees.®

Individual pharmacies operate within a lim-
ited regional radius. The respective region can be
played out as a strength when it comes to finding

new skilled workers. Demographic change is
a driving force behind the ever-growing shortage
of skilled workers, but the reasons are complex.
Some of the reasons for a company's lack of at-
tractiveness lie in the company itself, others in its
environment, i.e. also in the region in which the
company is located.” Now, a pharmacy is never
independent of its region, as it has to serve a na-
tionwide supply network. A holistic concept for
the human resource management of a regionally
operating small business, such as a pharmacy,
should therefore always include the region. This
can be done in different ways.

Human resource management
in the region

In order to find new staff and retain existing
employees in the long term, the attractiveness of
a company is crucial. An important building
block for increasing the attractiveness of the em-
ployer is a better placement of the company in
the region. The more attractive a company is, the
more attention it gets from potential applicants.
This is where classic methods of employer brand-
ing come into play, which can be implemented at
the regional level'*:
1) Cooperation with educational institutions

Pharmacies can increasingly cooperate with
local secondary schools and thus, for example,
offer student internships. They are a simple but
effective tool to present pharmacy professions to
students in a positive way. These positive expe-
riences can arouse the interest of the pupils to be-
come enthusiastic about such a profession. In this
way, such internships represent an opportunity to
combat the shortage of skilled workers in a re-
gion in the long term."!
2) Corporate Social Responsibility

In this concept, the company becomes a 'cit-

2Vgl. ABDA 2020, p. 15.

3 Vgl. Behne et al., 2020, p. 5.

*Vgl. Arenberg, 2018, p. 1f.

5 Vgl. ApBtrO, Stand 2018.

¢ Vgl. Dettman et al., 2019, p. 26.

"Vgl. Savov, 2020.

8 Vgl. ABDA, 2020, p. 20.

° Kanning, 2017, p. 16.

10°'Schuhmacher & Geschwill, 2017, p. 37.
1'Vgl. Neth, 2018.
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izen' of society and assumes a certain social re-
sponsibility by acting with the aim of improving
social problems.'? A pharmacy can show social
commitment in many different ways. It can or-
ganise self-help groups or contribute to general
health education."? Pharmacies can support social
projects of various kinds through donations or
sponsoring. In principle, of course, this can apply
equally to regional and supra-regional projects,
but here, with a little skill, the effect on the local
community can bring a decisive advantage. This
does not necessarily have to be about health is-
sues, rather it is about the aspect of benefit and
the message that is transported through it. Social
commitment indicates a high level of social com-
petence and a fundamentally positive attitude to-
wards people and always has a positive effect on
the image of a company.**

3) Health networks and competence centres

Cooperative networking of pharmacies with
other local actors in the health sector, such as
doctors, nursing services or clinics, not only en-
sures the best possible health care for the local
population, but also represents an important tool
against the local shortage of skilled workers, as
the professions concerned gain in value and at-
tractiveness.'?

All these measures have the best possible ef-
fect on the regional image of the pharmacy when
they are reported in the media. Publicity can act
as a door opener for skilled workers, as a positive
media presence of a company increases a candi-
date's willingness to apply to that company. For
this reason, it is always advisable to be in close
contact with local media and to ensure that you
are regularly mentioned there.'¢

Besides simply increasing the attractiveness
and media presence of the company at the local
level, a specific orientation of the company's
branding towards the region can also be a pow-
erful marketing tool. Even in times of globalisa-
tion, people identify primarily with 'their' region.

A regional identification with the company can,
for example, take place through the name or the
additional logo of a pharmacy, in addition to the
generally known 'pharmacy A'. The same can be
achieved with the name of the pharmacy. Espe-
cially new pharmacies or pharmacies under new
ownership can create a regional association here.
This creates associations both with the customer
and with (potential) employees, which promote
an emotional bond and loyalty.!” The company
stands out from the crowd and can then fulfil the
set expectations through other features that are
positive but not unique. This measure should
therefore also be seen more as a door opener, but
not as a self-starter.

Personnel management with
the region

If the pharmacy is well positioned in the re-
gion, it is possible to transfer its own branding
with the region to the outside world in order to
recruit new professionals there. Here, a company
can never act alone, but is dependent on a net-
work of various regional companies and the mu-
nicipality. The key word here is 'place branding'.
This term describes the collective efforts of var-
ious actors in a region to provide it with a certain
image in order to increase its attractiveness for
companies, skilled workers, tourism and the cit-
izens themselves. Branding increases the reputa-
tion of the entire region and can have a positive
impact on economic growth. Appropriate cam-
paigns require actors from politics, industry or
the service sector to work together to promote
place branding. Every company in a region can
thus contribute to the joint effort as part of this
marketing community and benefit from the pos-
itive image of the region.'®

In close cooperation with the municipality
and or other companies in the region, conditions
can also be created that make it easier for new
skilled workers, trainees or interns from outside

12 Vgl. Stoll & Herrmann, 2020, p. 15.

13 Vgl. ABDA — About us — Social engagement.
4 Vgl. Kanning, 2017, S. 105 & 152 (Tab. 9.5).

15 Vgl. Munshi et al., 2017, p. 17.

16 Vel. Kanning, 2017, p. 178.

17Vgl. Kanning, 2017, p. 138.

18 Vel. Tauber, 2009.
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to gain a foothold in the region. This includes, for
example
- the uncomplicated provision of accommodation
- Bonus booklets to get to know the region
- integration into the local social community
Ultimately, it is not only the working atmos-
phere that is decisive for well-being, but also life
in the employer's region. Particularly when
skilled workers have been recruited from further
away, the employer can play a significant role in
making people feel at home outside of work.
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