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Introduction

The Malta HR Pulse Survey is a joint annual exercise 
carried out by PwC Malta and the Foundation for 
Human Resources Development (FHRD). Every year, 
the survey looks to identify the key HR challenges being 
faced by local organisations and to gain insight on the 
priorities for people management going forward. 
This year’s eighth edition of the Survey is focused 
specifically on understanding the thoughts and views 
of Malta’s business organisations on the topics of 
Employer Branding and innovative HR practices, as well 
as the key priorities and challenges of the HR function.

It is now well established that a top concern for 
organisations is the availability of talent. Workforce 
shortages are being experienced globally, and this 
reality, coupled with an enhanced focus on employee 
wellbeing and the employee experience has more than 
ever highlighted the critical importance of Employer 
Branding. Employer Branding refers to the practice of 
differentiating one’s organisation by showcasing the 
values, qualities and ways of working that are distinctive 
and promises a particular kind of employee experience. 
This often involves connecting the organisation’s values, 

people strategy and brand to be seen as an employer 
of choice. In today’s world of work, Employer Branding 
and a winning Employee Value Proposition cannot be 
seen as a ‘nice to have’ due to its direct role in reducing 
employee turnover, building credibility, and alleviating 
the effects of a talent shortage. 

Moreover, the very nature of work is changing and 
employees expect their organisations to keep up. 
A turbulent world of work and new demands further 
underline the requirement of HR functions to support 
their organisations in delivering its corporate strategy by 
adequately recruiting, training, retaining and managing 
the performance of people in the organisation 
effectively. This may be achieved through innovative 
HR practices which enable organisations to transform, 
leverage opportunities and face different challenges. 
The results of the survey, outlined in this report, 
shed light on the current trends in the local work 
environment, and identify the potential future direction 
that organisations are likely to take based on an 
analysis of current HR function observations. 
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Current HR priorities, challenges 
& innovative solutions



Recruitment and Selection

Employer Branding and being/becoming 

an Employer of Choice

Performance Management

Compensation & Reward 

Learning and Development

Policies and Procedures

Implementing HR Technologies and making information 

easily accessible to those who need it

Employment Law and Regulations

10 20 30 40 50 600

58%

49%

42%

41%

38%

32%

22%

8%

The three key areas identified as HR priorities in the current 
work environment in Malta include:

Recruitment and selection (58%) - the majority of respondents see 
recruitment and selection as their top most priority.
 
Employer Branding (49%) - this was the second most common 
priority identified by the survey respondents. The importance given 
to Employer Branding by organisations might lie in its direct role in 
tackling employee turnover and talent shortage - all challenges facing 
organisations at the moment. 
 

Employee performance management (42%) - this was the third 
most common response amongst respondents overall. 
 
Compensation and reward (41%) - This priority correlates with the 
findings of the PwC Global ‘Hopes and Fears’ Survey, 2022, which 
found that when it comes to retaining employees, money is a top 
factor on a global level, with 35% of all workers planning to ask their 
employers for a raise in the next 12 months.
 
These are followed by: Learning and Development (38%), Policies 
and Procedures (32%), Implementing HR Technologies and 
making information accessible (22%). 

What are your HR priorities at the moment?

Ability to manage hybrid remote and onsite work models

4   



HR Pulse Survey 2022 

What are your top people-related concerns at the moment?

This study found that across all company sizes, the most prevailing people-related 
concern identified was the difficulty found in attracting the right talent (75%). 

According to the 2022 European skills index, Malta ranks poorly in the skills 
development pillar, which represents the training and education activities of the 
country. Upskilling and retraining the labour force on an ongoing basis, with a focus on 
transferable skills, will prove vital to ensuring the demand for skills is met, productivity 
remains high, and innovation is not hindered. 

Without the in-demand skills available in the workforce, the most prevailing 
people-related concern identified in the study will remain.  
 
Further to the finding relating to the difficulty in attracting the right talent is the 
recognition of another prominent people-related concern; the difficulty found in 
retaining employees (53%). This could be linked to an employee’s market with 
ample employment opportunities in the labour market, and an enhanced focus by 
organisations on the employee experience. 

10 20 30 40 50 600

75%Difficulty in attracting the right talent

70 80

Difficulty in retaining employees

Availability of skills to drive growth 

Lower employee engagement

Economic uncertainty 

Ability to manage hybrid remote and onsite work models

Supply chain disruption

Reduced productivity

Employee resistance in returning to the office

Not having enough information to take decisions 

I do not have any concerns

Issues related to inequality and social injustice

53%

46%

35%

30%

22%

16%

11%

10%

7%

6%

3%



75%
of all organisations surveyed identified that the 
difficulty attracting the right talent is one of their 
key concerns, making it the chief most common 
concern amongst respondents. 

53%
of all organisations surveyed identified that the 
difficulty in retaining employees is also one of 
their key concerns, and was highlighted as the 
second most common concern among all survey 
respondents. 

46%
of all organisations see the availability of skills to 
drive growth as another primary concern in their 
organisation; the third most common people-related 
concern. 
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What are the priorities of today’s workforce?

On the other hand, the results of the survey indicated that respondents believe the top most prevalent demands of today’s workforce are:

87% 85% 81%
of respondents acknowledge that the key priorities of today’s workforce include

a satisfactory work-life balance and 
flexible working conditions.

an attractive salary and benefits.
an emphasis being placed
 on employee well-being.

Potentially as a result of the COVID-19 pandemic, 
employees now see flexible working as the norm, with this 
becoming more of a priority across the workforce. Having 
a good work-life balance and flexible working conditions 

has also been linked to benefits such as increased 
productivity, motivation and efficiency in the workplace.

Salary and benefits are the second most frequently  
identified priority of today’s workforce. The study found 

that with regards to employing and retaining foreign 
workers, half of respondents identified that one of the 

main challenges is the high cost of living in Malta.

Employee well-being has been identified as a  
top priority of today’s workforce as it is seen as  

an all-encompassing measure of workforce satisfaction. 
High rates of employee well-being can lead to increased 

resilience, better employee engagement, reduced  
sickness absence and higher performance  

and productivity. 

Career progression (70%), work atmosphere (67%), and employee mental health (62%), are also believed to be fundamental priorities of today’s 
workforce, according to the survey respondents.



What are your biggest challenges related to 
employing and retaining foreign workers?

77% 52% 27%
of respondents acknowledge that the key priorities of today’s workforce include

Lengthy Third Country Nationals’ 
VISA Approval Process

Higher cost of living Concerns over quality of life

Malta’s lengthy third country national visa approval 
process was the number one most cited concern 
across all sectors - except in the: 

• iGaming Sector which cited higher cost of living 
(76%), and lack of interest in relocating to  
Malta (59%), ahead of the lengthy approval  
process (53%). 

• Professional Services sector which cited 
competition from other countries in terms of tax 
incentives and citizenship (56%) ahead of Malta’s 
lengthy approval process (33%). Concerns over 
quality of life (33%) and higher cost of living (33%) 
were also highlighted within this sector. 
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Innovative HR Practices



What HR innovation initiatives are you 
planning to introduce/have introduced?

10 20 30 40 500

48%Soft skill training e.g. resilience training

Flexible employee recognition and appreciation programs

HR analytics

HR coaching

Redesigning the workplace for hybrid working 

Enabling lateral progression

Introducing platforms for collaborative work

Other

Innovative recognition system

Introducing blended learning

Alternative employment e.g. gig employee, offshore employees

44%

36%

35%

33%

28%

27%

27%

25%

19%

14%

Seeing the HR function as innovative and introducing initiatives to tackle the volatile world of work is critical given the shifts in employee demands 
and the surmounting challenges faced by businesses across different industries. 

Although upskilling and reskilling strategies need to incorporate more than simply the provision of access to training, it is important to highlight the 
evident shift in significance given to training when compared to results of previous years. 
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The HR Pulse Survey 2022 also indicated that organisations are introducing flexible 
employee recognition and appreciation programmes (45%). Adopting a system 
that ensures employees are acknowledged for their contributions is one method in 
which the HR function can combat the most prominent people-related concerns 
identified earlier, including low employee retention rates. 

A large number of respondents also noted that HR coaching (38%) and HR 
analytics (37%) are innovative HR practices which have just been introduced or are 
planned to be introduced in the near future. This includes methods of collection and 
analysis of talent data that can support organisations in improving their workforce 
strategy and business outcomes. Moreover, it is intended to allow businesses to 
make better informed decisions, taking a data-driven approach. 

Innovative solutions involving HR coaching were identified as more important to 
larger organisations surveyed, while innovative solutions involving HR analytics have 
been the focus of organisations with less than 250 people.

50%
of survey respondents indicated that soft skills training, 
such as on resilience, was an innovative initiative that 
has either recently been introduced or will be introduced 
in the near future. This indicates that organisations have 
seen the evident need to invest more in the training, 
retraining and upskilling of their employees to combat 
the deficiency in skills in demand and the qualification 
mismatch present locally.

Organisations with over 250 employees

50% are prioritising HR coaching as an innovative initiative to 
improve the HR function.

Organisation with under 50-249 employees

45% are prioritising HR analytics as an innovative initiative to 
improve the HR function.



Do you feel that remote working has become an 
integral part of your Employee Value Proposition?

Organisations are 
embracing remote 
working…
Almost two thirds of respondents (65%) feel that 
remote working has become an integral part 
of their employee value proposition. This figure 
should be taken in the context that roughly one 
third of organisations cannot work remotely (e.g. 
Manufacturing). This indicates that, similar to the 
results depicted in the seventh edition of the FHRD 
survey, some form of remote working is here to stay. 
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…and some are looking 
into adopting a four day 
work week.
A total of 20% of survey respondents have 
considered introducing a four day work week, out of 
which, 14% have decided not to proceed with this 
change while another 6% will be implementing this, 
or have done so already. 

The proportion of respondents who will be 
implementing or have implemented a four day work 
week is highest amongst the Education (33%), 
Pharma and Health (20%), Manufacturing sector 
(20%), Professional Services (11%), and iGaming 
(6%). 

The smallest of all respondent companies (10 or 
less employees) have shown the highest rate in 
willingness to adopt a 4 day work week, with 13% 
either having already adopted one, or looking to 
implement one in the near future. 

Have you considered introducing a four day work 
week as part of your employee value offering?



Analysing Employer 
Branding in the local landscape

Reputation creation

Our promise as an employer

Talent attraction & retention

Creating a unique culture

Creating a competitive advantage

Marketing & communications initiatives

Talent management 
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As outlined earlier, Employer Branding refers to the practice of differentiating one’s 
organisation by showcasing the values, qualities and ways of working that are 
distinctive and promises a particular kind of employee experience. 

Which of the below best describes what 
Employer Branding means to you. 

10 20 30 40 50 600

76%Reputation creation

70 80

Our promise as an employer

Talent attraction & retention

Creating a unique culture

Creating a competitive advantage

Marketing & communications initiatives

Talent management 

65%

64%

63%

44%

36%

33%

Most employers believe that reputation creation best describes the purpose of their 
Employer Branding initiatives (76%). This is closely followed by communicating their 
promise as an employer (65%), and talent attraction & retention (64%).

The largest organisations (250+ workforce) are the only group who do not, in general, 
see Employer Branding as primarily reputation building. This group generally sees 

Employer Branding’s main purpose as talent retention and as a method of creating a 
unique culture. 

The smallest organisations (10 or less employees) believe that Employer Branding 
can give their organisation a competitive advantage more than any other respondent 
groups.



Which one of the below best describes Employer 
Branding within the organisation. 

Maturity Levels of Employer Branding

Level 1
(Lowest)

Information about the organisation is included in job vacancy postings while 
marketing material is issued about what the organisation does. 28%

Level 2
External marketing plan is created, most likely by the marketing department, 
sharing ‘life at the organisation’ and is issued according to brand standards. 
Some touchpoints may be used throughout the employee lifecycle (recruitment, 
onboarding, performance management etc).

8%

Level 3
External marketing plan is created sharing authentically what the organisation 
stands for, its beliefs, and its values. This information also has internal employee 
buy-in and is embedded in many employee touchpoints. 

15%

Level 4
(Highest)

We consistently and authentically share what the organisation stands for, its 
beliefs and its expectations internally and externally. This information has high 
internal buy-in and is strategically embedded in the employee experience. 
Most, if not all, external communication about employer branding is strategically 
shared and owned by the human resources department.

49%
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49% of survey respondents deem their organisation to have a holistic adoption of 
Employer Branding initiatives (Level 4). For the next largest group of respondents’ 
(28%) Employer Branding efforts only include adding information about their 
organisation in their job vacancies and marketing material. This can be 
seen as a very basic form of Employer Branding and reflects the fact that many 
organisations, while prioritising Employer Branding, still have large strides to be 
made in this area. 

15% have created an external marketing plan which shares authentically 
what the organisation stands for, its beliefs, and its values. This information 
also has internal employee buy-in and is embedded in many employee 
touchpoints. 

The HR Pulse Survey 2022 found that the larger the organisation (250+ 
employees), the more likely Employer Branding initiatives (59%) are owned by 
the human resources department. They were the largest groups that identified with 
Level 4.



Does your organisation have a formal 
Employee Value Proposition? 

An EVP describes what an organisation stands for, requires and offers (monetary 
and non-monetary) as an employer in return for the skills, capabilities, and 
experience of its employees. It addresses expectations, beliefs and obligations of 
the employment relationship and is often seen as the core of the Employer Brand, 
capturing the essence of the organisation. 

43%

41%

16%

While 59% of respondents indicated that they have a formal EVP, only 16% 
expressed that they have clearly communicated it throughout their organisation’s 
channels. The remaining 43% that answered yes, identified that although an EVP 
was in place, it was not clearly communicated across their organisation’s channels. 
A considerable proportion of respondents, 41%, claimed that they did not have any 
sort of formal EVP at the time of the survey.

Yes, well communicated 
throughout our channels

Yes, however we should 
be communicating better

No, we do not have an 
EVP at this point
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What benefits did you associate with 
having a formal EVP, if any?

100% of respondents who claim to have a formal EVP that is well communicated 
through their organisation’s channels have seen benefits since its introduction. This 
figure is still high, at 88%, when respondents have a formal EVP that is not well 
communicated through their organisation’s channels. 

The surveyed respondents who have a clear and well communicated EVP, when 
compared to those who have not communicated their EVP well, experience bene-
fits at varying levels; 

Respondents that have a formal Employee Value 
Proposition that is well communicated through 
their organisation’s channels

Respondents that have a formal Employee Value 
Proposition that is not well communicated 
through their organisation’s channels

94%
believe that it has resulted in 
increased attractiveness to suitable 
candidates.

77%
believe that it has resulted in 
increased attractiveness to suitable 
candidates. 

75% believe that it has increased their 
employee retention rate. 70% believe that it has increased their 

employee retention rate.

44% believe that it has reduced hiring 
time. 33% believe that it has reduced hiring 

time.

56%
believe that it has increased 
competitive advantage, leading to 
higher profitability.

26%
believe that it has increased 
competitive advantage, leading to 
higher profitability.



Which of the below are you currently focusing on, or
planning to focus on, in order to drive your employer brand?

The majority of respondents are focusing on:

62% Learning and 
Development 58% Rewards and 

incentives 58%
Onboarding 

and  
Offboarding 
experience

A smaller proportion of respondents are focusing on:

46% Leadership 
involvement 46% Internal 

Communication 46% Internal 
Events
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If you encounter any Employer Branding challenges, what are they?

#1 most common challenge faced with regards to 
Employer Branding is keeping up with the workforce 
expectations (56%)

Almost 50% of medium sized enterprises also noted that a lack of resources and/or budget played a key 
role in their Employer Branding challenge. 

57% Keeping up with workforce expectations

41% Lack of resources/budget 

30%

22% Difficulty in creating a unique employee value proposition

22% Lack of leadership support for employer branding initiatives

Responses from organisations with 250 or more employees
63% Keeping up with workforce expectations

38% Lack of resources/budget 

38% 

22% Difficulty in creating a unique employee value proposition

13% Lack of leadership support for employer branding initiatives

Inconsistency between image portrayed by our employer brand and the 
actual employee experience

Inconsistency between image portrayed by our employer brand and the 
actual employee experience

Larger enterprises on the other hand, those with over 250 employees, identified that the inconsistency between the image portrayed 
by their employer brand and the actual employee experience was the second most common Employer Branding challenge.



Do you think we should have a nationally coordinated 
response to increase the local employer brand?

The majority of respondents (78%) favoured a 
nationally coordinated response to increase the local 
employer brand while 22% of respondents do not 
believe there is the need for a nationally coordinated 
response. Out of all the surveyed industries, 
the organisations within the Banking (100%), 
Construction (100%), Real Estate (100%) sectors 
were the most in favour of this initiative. 

In the survey, 31% of responses stated that one of 
the biggest challenges they experience in employing 
and retaining foreign workers is competition from 
other countries in terms of tax incentives and 
citizenships. Whereas 22% of responses stated that 
one of the challenges they face is a lack of interest in 
relocating to Malta. This implies that a greater focus 
is required on Malta’s Employer Brand and could be 
tackled through a nationally coordinated initiative that 
addresses the challenges experienced by  
local organisations. 

78% Yes

22% No
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Conclusion
Volatility and new demands require the HR function and top executives 
to more than ever direct their attention towards efforts to increase talent 
attractiveness, employee retention and their employer brand. There is 
the need to act now, as this isn’t about the far future - change is already 
happening and accelerating. 

From the survey responses it is evident that organisations have 
understood the importance of this ongoing HR transformation. The 
HR function is vital for the success of an organisation’s business 
operations, and should be more involved in the introduction of 
innovative initiatives to transform organisations and enable them 
to deliver their corporate strategy. Moreover, it is clear that there is 

the need for organisations to attract and retain the right candidates 
through robust and strategic Employer Branding efforts. There is also 
work to be done at a national level, through evaluating tax, incentive 
and citizenship schemes and the VISA application approval process. 
A national coordinated employer branding initiative could also help 
address an apparent lack of interest in relocating to Malta witnessed by 
organisations who wish to recruit. 

Business and HR leaders need to gauge and respond to the changes 
and prepare their organisations for the future. These leaders must 
consider if their HR function is ready for the future world of work and 
evaluate if they are prioritising what is needed enough. Doing so, 
business and HR leaders can successfully re-shape their HR function 
to support the organisation going through transformative change.

Survey field period

21 August 2022 - 09 September, 2022  
Includes a total of 100 responses from HR leaders  and/or Senior Executives from organisations in Malta Survey Respondents

Survey Respondents

From various different market sectors in Malta, primarily from the iGaming sector, the public and professional services sectors, 
the wholesale and retail sector and the manufacturing sector.

Survey Details

Consisted of 19 questions on the current HR priorities, innovative HR practices and analysing the employer brand in the local landscape. 

About the survey
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Get in touch
Please contact us should you wish to discuss any of 
the areas addressed by the survey or any other 
HR concerns you may have. 

This publication has been prepared for general guidance on matters of interest only, and does not constitute professional advice. You should not act upon the information contained in 
this publication without obtaining specific professional advice. No representation or warranty (express or implied) is given as to the accuracy or completeness of the information contained 
in this publication, and, to the 
extent permitted by law, PricewaterhouseCoopers, its members, employees and agents do not accept or assume any liability, responsibility or duty of care for any consequences of you 
or anyone else acting, or refraining to act, in reliance on the information contained in this publication or for any decision based on it.

© 2022 PricewaterhouseCoopers. All rights reserved. ‘PwC’ refers to the Malta member firm, and may sometimes refer to the PwC network. Each member firm is a separate legal entity. 
Please see www.pwc.com/structure for further details.

Mark Grech
mark.grech@pwc.com

Claudine Attard 
claudine.a.attard@pwc.com


