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Abstract. In the dynamic contemporary business environment, characterized by global competition and
digital transformation, the successful implementation of marketing strategy is highly dependent on the quality
of its on-the-ground execution. A significant gap often exists between strategy formulation and its realization,
where human capital comprising employee competence, learning agility, and commitment, emerges as the
primary determinant. This study aims to comprehensively analyze the strategic role of Human Resource
(HR) policies and development in shaping superior human capital as the key to successful marketing strategy
implementation. Using a literature review approach, this article identifies, evaluates, and synthesizes the
relevant body of research to construct a conceptual framework. The analysis confirms that a close alignment
between HR policies and marketing strategy objectives is fundamental. It is found that specific mechanisms
such as competency-based recruitment, adaptive continuous training, performance-based reward systems,
and the development of transformational leadership directly enhance motivation, digital capabilities, and
employee engagement in the execution of marketing strategy. The primary implication of this study is the
necessity of a paradigm shift: human capital management can no longer be viewed as a supporting
operational function. Instead, it must be positioned as an integral strategic partner in the planning and
execution of marketing strategies to create a sustainable and inimitable competitive advantage.
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INTRODUCTION

The contemporary business landscape is currently defined by the twin forces of widespread
digital disruption and persistently intense global competition. Within this highly volatile operational
environment, the sources of sustainable competitive advantage have become increasingly
transient. Superiority is no longer assured simply by possessing a distinct product offering or
through the mere adoption of cutting-edge technology. Crucially, the organizational focus has
undergone a significant strategic pivot: moving away from the conceptual processes of strategy
formulation toward the paramount and often more demanding challenge of effective execution in
the marketplace. Consequently, the successful implementation of modern marketing strategies is
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now profoundly contingent upon an organization's dynamic capability to adapt rapidly to
unpredictable and fast-changing market dynamics. It is within this requirement for organizational
agility that the human factor has indisputably emerged as the epicenter of all adaptive capacity.

Strategic failures are frequently not attributable to deficiencies in the quality of the planning
itself, but rather to a pronounced weakness in the implementation aspect (Noble & Mokwa, 1999).
This persistent implementation gap between the aspirational strategic blueprint and operational
reality often traces its root cause back to the human capital factor. Indeed, human capital theory
has long established the foundational principle that the knowledge, specialized skills, and core
competencies intrinsically embedded within individuals constitute crucial, value-generating
economic assets (Becker, 1993; Schultz, 1961). In the specialized arena of modern marketing, this
essential asset translates into a requirement for Human Resources (HR) personnel who must
demonstrate capabilities that extend beyond mere creativity. They must be simultaneously highly
adaptive, intensely customer-oriented, and proficiently capable of synthesizing intricate market
insights with advanced data analytics (Kotler & Keller, 2016). In effect, human capital dynamically
evolves from a set of individual attributes into a collective organizational capability that is
indispensable for enabling the firm to successfully execute complex and nuanced marketing
maneuvers.

While the strategic imperative of Human Resources (HR) in bolstering marketing effectiveness
throughout the digital transformation era is widely accepted within the scholarly community
(Daenuri & Munawaroh, 2025), the actual implementation challenge persists. The true difficulty
resides in effectively translating this strategic recognition into actionable, operational policies. A
pervasive issue observed is the frequent misalignment between the structure of human resource
development policies and day-to-day HR practices, including functions like recruitment protocols,
training program design, rigorous performance management, and the architecture of incentive
systems, and the specific tactical and strategic requirements of the marketing team. This consistent
lack of synergy motivates the current investigation. Therefore, this research explicitly aims to
systematically examine this critical alignment gap. Employing a rigorous literature review
methodology, this article will conduct a thorough analysis to determine precisely how HR policies
and development programs can be meticulously engineered to serve as the decisive key enabler
for the successful execution of contemporary marketing strategies.

LITERATURE REVIEW
Human Capital as a Strategic Asset and the Role of HR Policy

The prevailing shift toward a knowledge-based economy has fundamentally redefined the
perception of human capital (HC) within modern organizations. HC is no longer relegated to the
historical perspective of being a mere factor of production or a necessary operational cost. Instead,
it has ascended to the status of an essential strategic asset, serving as the bedrock upon which
sustainable competitive advantage is constructed. Theoretically, human capital is conceptualized
as the cumulative total of knowledge, specialized expertise, inherent skills, and productive
capabilities intrinsically embedded within the individual workforce (Becker, 1993). Crucially, the
ability to effectively capitalize on this intangible asset is fundamentally contingent upon the design
and execution of Human Resource (HR) policies. Thus, the function of a strategic HR policy
extends far beyond routine administrative duties. It must be deliberately architected to maximize
the latent potential of the workforce through robust mechanisms such as performance
management systems, precisely targeted incentive schemes, and comprehensive training and
development programs. Supporting this view, Lepak and Snell (1999) emphatically argue that an

15| HUMANIS (Humanities, Management and Science Proceedings) Vol. 06, No.1, December 2025
Special issue: HUMANIS 2025 The Application Of Artificial Intelligence To Develop Digital Transformation In Operational Management



f.'f}
(Humanities, Management and Science Proceedings) S UMT R 4

effective HR architecture must strategically orient itself toward identifying and cultivating
organizational core competencies that are in direct alignment with the firm's overarching, long-term
strategic objectives. This framework ultimately fosters a reciprocal relationship, reframing
expenditure on employee capability development not as a cost, but as a fundamental and critical
investment essential for achieving enduring organizational success.

Marketing Strategy and Reliance on HR Implementation

A marketing strategy is formally characterized as an integrated, systematic, and
comprehensive blueprint, a meticulously designed framework of activities intended to create,
communicate, and deliver superior value to the customer base, thereby ensuring the achievement
and maintenance of competitive advantage (Kotler & Armstrong, 2018). However, the theoretical
brilliance and inherent superiority of even the most sophisticated strategic plan are rendered utterly
meaningless if the organization fails in its operational execution within the volatile marketplace.
This critical disconnect forces attention onto the crucial and undeniable intersection where the
strategic formulation of marketing initiatives converges with the practical reality of human capital
(HC) capabilities. Consequently, successful implementation demands a workforce that possesses
capabilities far surpassing a mere intellectual grasp of the written strategy. HR personnel must
demonstrate deep, actionable competencies necessary to accurately interpret complex consumer
behavior data, skillfully orchestrate sophisticated integrated marketing communications (IMC)
campaigns, and proficiently adopt and leverage digital technologies to simultaneously enhance
operational efficiency and drive continuous innovation. The ultimate efficacy of the marketing
strategy is thus profoundly dependent upon the HC's collective ability to effectively translate
abstract conceptual plans into tangible, high-impact actions that genuinely resonate with the target
market and yield measurable business results.

Strategic HR Capability in the Digital Marketing Era

The accelerated pace of digital competition has not merely altered the business context; it has
mandated an irreversible and fundamental transformation in the strategic mandate and operational
scope of Human Resources (HR). The HR function has decisively moved beyond its conventional
parameters as a passive, technical executor of administrative tasks. It has strategically evolved
into a dynamic organizational capability, effectively serving as a critical independent variable that
directly determines the success metrics of digital marketing initiatives (Daenuri & Munawaroh,
2025). This expanded role requires competencies that far transcend traditional operational and
clerical skillsets. Today, HR is recognized as a catalyst for continuous innovation and, more
significantly, an essential facilitator responsible for bridging strategic silos and promoting robust
cross-functional collaboration across vital units, including IT, data analytics, and marketing teams.
This strategic HR alignment is crucial for laying the groundwork for sound, data-driven strategic
decision-making across the entire enterprise. To effectively address these heightened
organizational demands, Daenuri and Munawaroh (2025) underline the need for specific, essential
core competencies. These include the cultivation of specialized expertise in deploying marketing
technology (MarTech) platforms, a nuanced and deep understanding of digital consumer
psychology and behavior, and the mastery of robust data analytics capabilities. Ultimately, this
strategic pivot positions HR as an active partner in value creation, shifting organizational focus
from cost management to the cultivation of inimitable, market-facing human resources.

HR Development as a Key Mechanism

The critical capability gap currently existing between the increasingly sophisticated and
complex requirements of modern marketing strategies and the actual skill proficiency of the Human
Resources (HR) function represents a significant strategic vulnerability. To mitigate this risk,
Human Resource Development (HRD) stands out as the paramount, indispensable mechanism
for strategic intervention. Consistent with the foundational research by Werner and DeSimone
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(2011), effective HRD is recognized for its broad mandate, which transcends the narrow objective
of solely improving technical proficiencies (hard skills). Instead, it is equally—if not more—uvital for
the holistic cultivation of the workforce, actively focusing on shaping constructive professional
attitudes, rigorously reinforcing intrinsic motivation, and establishing deep organizational
commitment (soft skills). Given these multifaceted needs, HRD policies, particularly within the
specialized marketing context, must be meticulously engineered to cultivate a tailored and critical
set of competencies, including strategic creativity, collaborative agility, and the mastery of superior
persuasive communication skills. Organizations have at their disposal several powerful, integrated
levers to systematically achieve this highly adaptive workforce. These essential instruments
comprise sustained continuous training programs, the active cultivation of a pervasive culture of
empowerment, the strategic implementation of transformational leadership across all managerial
echelons, and the development of precisely designed performance-based reward schemes. The
deliberate utilization of these integrated levers permits the organization to systematically construct
a workforce that is fundamentally adaptive, highly innovative, and genuinely customer-oriented.

METHODOLOGY

The core methodology of this study employs a qualitative approach, specifically utilizing a
comprehensive and systematic literature review. This methodological choice is strategically
justified by the need to deeply explore the intricate, theoretically-driven relationships that exist
between key organizational constructs. Rather than generating new primary data, this review aims
for the meticulous identification, critical evaluation, and conceptual synthesis of the extant body of
knowledge (corpus). The rationale for this focus is to establish a robust theoretical foundation for
the research topic. Consequently, the research is dedicated to an in-depth examination of
prevailing theories, established concepts, and empirical findings documented in prior academic
literature. The principal objective is to unravel and synthesize the complex interactions among
human capital, Human Resource (HR) policy, and the subsequent implementation of marketing
strategies, thereby deriving new conceptual insights without necessitating a field-based primary
data collection effort.

The evidentiary basis of this research is grounded entirely in secondary data sources. The
process of data collection was meticulously executed by gathering and curating materials from a
diverse range of scholarly literature. This corpus notably included authoritative reference textbooks
within the specialized domains of human resource management and marketing, alongside a
substantial volume of peer-reviewed academic journal articles. To guarantee the academic rigor
and credibility of the synthesis, all utilized journals were sourced exclusively from reputable,
indexed national and international publications. Crucially, the literature selection phase adhered to
a set of stringent inclusion criteria. These criteria mandated: (1) Direct thematic relevance to the
central research question; (2) Recency of publication, with a determined focus on scholarly works
released within the preceding ten-year period to capture the most current perspectives; and (3)
The originality and enduring significance of the source material. However, to ensure a solid and
timeless theoretical underpinning, a select number of fundamental classic works, notably those by
Becker (1993) and Barney (1991), were deliberately included to reinforce the conceptual
foundation of the study.

The data collection process was executed with rigorous systematicity to ensure comprehensive
coverage and validity. The initial phase involved the precise identification of strategic search
keywords, encompassing terms such as "human capital," "marketing strategy implementation,"
"HR policies," "marketing strategy," and "HR development." Following this exhaustive keyword
search, the subsequent stage entailed the methodical selection and screening of the retrieved
literature, strictly adhering to the pre-established inclusion criteria. For the analysis phase, the
chosen technique was a descriptive-qualitative analysis achieved through conceptual synthesis.
This analytical approach required a critical and exhaustive review of every relevant concept,
theoretical model, and empirical finding sourced from the selected scholarly literature. The goal
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was to systematically identify emerging patterns, pinpoint existing research gaps, and delineate
the complex interrelationships between the variables. The direct and intended output of this
meticulous analytical process is the formulation of a comprehensive theoretical framework. This
framework serves to encapsulate a thorough and nuanced understanding of precisely how HR
policy and development operate as a key moderator to ensure the successful implementation of
marketing strategy.

DISCUSSION

The outcomes derived from this comprehensive literature review emphatically confirm a central
and critical finding: that human capital (HC) acts as the crucial strategic bridge necessary to link
the conceptual formulation of marketing strategy with its effective and successful implementation
in the operational field. The analysis conclusively demonstrates that the inherent superiority of a
meticulously planned marketing blueprint can never be fully realized without the backing of capable
human resources. Specifically, the capacity of HR personnel to translate grand, overarching
strategies such as aggressive market penetration, innovative product development, or cohesive
branding initiatives, into effective, measurable tactical actions (e.g., flawless digital campaign
execution, sophisticated sales negotiation, or superior customer service delivery) stands as the
primary determinant of overall strategic success. Given this critical role, the traditional
organizational view of HR policies and development programs must undergo a significant re-
evaluation. They can no longer be tolerated merely as secondary support functions; rather, they
must be recognized and deliberately structured as core strategic elements essential for securing
the complete alignment of employee competencies, motivation, and behavior with the firm's
overarching strategic objectives.

In this evolving organizational landscape, the mandate of Human Resource (HR) leadership is
experiencing a fundamental and irreversible transformation. HR leaders are moving decisively
beyond their traditional responsibilities of mere personnel administration. They are now
strategically cast as the architects of the organizational culture. This elevated role encompasses
several critical initiatives: actively cultivating an adaptive digital culture, meticulously designing
proactive recruitment and selection processes to secure talent that is precisely aligned with
contemporary market demands, and establishing a psychologically safe working environment
essential for fostering both radical innovation and sustained creativity. By rigorously ensuring that
the workforce possesses the requisite data literacy and digital competencies (specifically MarTech
proficiency), HR directly fortifies the organization's capabilities. This fortification enables the firm
to be significantly better prepared to effectively navigate global dynamics and to leverage
opportunities presented by rapid technological advancements. Ultimately, a workforce that is
competent, highly innovative, and deeply adaptive, a condition directly sculpted by strategic HR
policies, functions as the principal enabling factor for achieving success in marketing strategy
implementation.

This crucial organizational interconnectedness can be explored and substantiated in depth
through the lens of the Resource-Based View (RBV), as originally advanced by Barney (1991).
The fundamental premise of the RBV dictates that sustainable competitive advantage is not
generated from resources that can be easily replicated or acquired by competitors, such such as
general technology or standard product lines. Instead, enduring advantage emanates specifically
from resources that possess the VRIO attributes: they must be Valuable, Rare, Inimitable, and
Non-substitutable. Human capital, particularly when it is uniquely managed and cultivated through
highly specific, firm-level HR systems, stands as a quintessential example of this type of inimitable
resource. Consequently, HR policies that are strategically aligned with the overarching marketing
strategy serve as the essential foundation for systematically building this unique and difficult-to-
copy capability. This strategic alignment is rigorously manifested across several critical HR
functions: through competency-based recruitment (which prioritizes core attributes like customer
empathy and analytical capabilities over mere traditional marketing credentials); through training
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programs that are fully integrated with the firm's specific brand and product strategies; and finally,
through a transparent performance evaluation system that meticulously tracks and rewards
success based on sophisticated marketing metrics, including Customer Lifetime Value (CLV),
customer loyalty, and market share growth.

The accelerating pace of digital transformation mandates a fundamental and non-negotiable
shift in the paradigm governing human capital development. While technical expertise in areas
such as digital marketing, sophisticated data analytics, and customer experience (CX)
management is now firmly established as the basic standard requirement for entry-level
competence, the real source of competitive differentiation lies elsewhere. Consistent with the
influential theoretical perspective articulated by Ulrich (1998), the organization's most valuable and
enduring asset is not a static mastery of current technological platforms, but rather its dynamic
capacity to learn and adapt at a rate exceeding its competitors, a capability often referred to as
learning agility. Consequently, the Human Resource Development (HRD) function must
strategically pivot from relying on episodic, isolated training events toward fostering a pervasive
culture of continuous learning. This holistic approach to development requires a balanced
investment: it includes necessary technical upskilling to maintain digital competence, but more
critically, it demands the rigorous reinforcement of crucial soft skills. These essential soft
capabilities include creative communication, advanced critical thinking, and profound customer
empathy. To systematically cultivate these traits and enhance overall team effectiveness, targeted
interventions such as structured coaching and mentoring programs become vital instruments for
elevating leadership capabilities across all echelons of the marketing team.

The literature findings further advance the argument by emphasizing the role of organizational
culture as a powerful mediating factor influencing the relationship between strategic HR policy and
overall marketing implementation performance. Fundamentally, HR policies are recognized not
merely as administrative rules, but as the primary strategic instruments actively deployed to shape
and reinforce the desired organizational culture. Specifically, a culture characterized by openness
to change, strong collaboration, and an intense customer-centric orientation is highly effective in
fostering an environment that motivates employees to consistently deliver optimal and high-level
performance. Moreover, as articulated by Lado and Wilson (1994), effective HR systems must be
deliberately designed to underpin the development of organizational core competencies. In the
marketing domain, this core competency is defined as the collective capability to consistently
create and deliver superior value to the customer. Consequently, employee engagement emerges
as a critical and measurable outcome stemming from the synergy between appropriate policies
and a positive culture. Employees who perceive they are valued and clearly understand how their
individual efforts directly contribute to the overarching marketing strategy are far more likely to
demonstrate enduring loyalty and provide the necessary discretionary effort that crucial extra
investment of time and energy required to successfully achieve complex corporate targets.

Strategic leadership emerges as a further essential connecting element within the
implementation framework. Specifically, leaders who leverage a transformational leadership style
are uniquely equipped to bridge the gap between abstract strategy and operational reality. These
leaders are adept at inspiring, profoundly motivating, and effectively translating complex marketing
visions into clear, measurable, and actionable directions for their teams. Aligning with the
established principles of Werner and DeSimone (2011), effective leadership transcends the
traditional role of a mere director. Instead, it must function as a facilitator of continuous
organizational learning and competency development. In the volatile context of modern marketing,
this means leaders must actively foster a culture where teams are encouraged to continuously
experiment, to rapidly learn from failures (such as unsuccessful A/B testing cycles), and to maintain
an agility that allows for swift adaptation to emergent consumer trends. Furthermore, this style of
leadership is absolutely crucial in fostering robust cross-departmental collaboration, thereby
ensuring that the core marketing strategy is seamlessly integrated with adjacent critical functions
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such as the IT department, customer service, and product development that creating a unified
value chain.

Overall, the holistic impact derived from effective HR policies and development programs
demonstrates a direct and significant proportional relationship with the enhancement of a firm's
sustainable competitive advantage. By strategically managing human capital (HC) as a primary
asset, the organization secures a crucial adaptive edge: the company gains the capability not only
to reactively adapt to inevitable market disruptions but also to become proactively involved in
driving continuous product innovation and substantially improving customer relationship quality.
Furthermore, this integrated approach to HC management generates tangible benefits in
operational efficiency by fostering robust cross-functional collaboration. Simultaneously, it is
instrumental in cultivating a high-performance work environment. Consequently, the role of human
capital is decisively redefined. It sheds its historical status as a secondary supporting factor and is
irreversibly transformed into the principal strategic enabler for the successful execution of
marketing strategy, thereby leading to a direct and profound contribution to the firm's long-term
business profitability and corporate sustainability.

Conclusion and Implications

Based on the literature review conducted, this research draws several fundamental
conclusions regarding the central role of human capital in marketing strategy implementation,
supported by HR policy and development.

CONCLUSION

1. Human Capital as a Strategic Bridge: The primary conclusion of this study is that human
capital functions as a vital strategic bridge, linking marketing strategy formulation at the
conceptual level with its successful execution in the field. The quality of Human Resources
(HR) reflected through competency, creativity, learning agility, and commitment constitutes
the main foundation for marketing strategy effectiveness. Without capable HR, even the
most brilliant strategy will fail at the implementation stage, affirming that marketing failure
often represents an implementation failure rooted in HR capabilities.

2. The Central Role of Aligned HR Policy: Targeted Human Resource (HR) policy and
development are proven to function as a strategic enabler. Success does not passively
arise from human capital, but from its active management through aligned HR policies. This
study identifies key mechanisms such as continuous training programs, marketing
performance-based reward systems (e.g., Customer Lifetime Value - CLV),
transformational leadership, and the reinforcement of a collaborative organizational culture
as primary levers. The close integration between HR policy and marketing strategy creates
a synergy that strengthens sustainable competitiveness.

3. Shiftin HRM Role from Operational to Capability Architect: Based on the Resource-Based
View (RBV) perspective, strategically managed HR through unique systems constitutes the
most difficult-to-imitate source of competitive advantage for rivals. This necessitates a
paradigm shift: Human Resource Management (HRM) can no longer be viewed merely as
an operational or administrative function. Instead, the HR function must be positioned as a
strategic partner and architect of organizational capabilities, integrally involved in the
planning and implementation of marketing strategy to ensure the availability of the right
talent at the right time.

Research Implications

The findings from this literature review yield several important implications, both theoretically
and managerially.
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1. Theoretical Implications

The findings of this research deliver a substantial contribution to organizational theory by
emphatically underscoring the critical necessity for the integration of theoretical models that
traditionally govern Strategic Human Resource Management (HRM) and marketing
management. This suggests that future scholarly inquiries must definitively abandon the
isolationist treatment of these two core functional domains, focusing instead on rigorously
exploring their reciprocal interaction and identifying their shared organizational antecedents
that collectively drive superior firm performance.

The study further highlights the profound significance of learning agility (Ulrich, 1998) as a
competency of superior strategic value when compared to mere static technical
proficiencies in the volatile context of digital marketing. This carries significant implications
for model construction: future marketing competency frameworks must fundamentally shift
their conceptual emphasis toward dynamic capabilities and the aptitude for continuous
learning, thereby recognizing that the capacity to adapt is more enduring than current skill
mastery.

This research offers a compelling framework for future modeling by positioning
organizational culture and transformational leadership as potent mediating and moderating
variables within the HR-marketing nexus. This theoretical advancement creates rich
avenues for the development of more complex, contingency-based models. These models
will enable researchers to empirically test and articulate 'how' (specifically through the
influence of organizational culture) and 'when' (contingent upon specific leadership styles)
HR policies can be most optimally deployed to enhance the strategic outcome of marketing
implementation performance.

2. Managerial (Practical) Implications

Strategic HR Involvement: HR leaders must have a seat at the table during marketing
strategy formulation, not merely be called upon during the recruitment process. HR Key
Performance Indicators (KPIs) must be directly aligned with marketing KPIs. For instance,
the success of training programs should be measured by their impact on sales conversion
rate or customer satisfaction scores, rather than simply the number of training hours.
Redefining Talent Acquisition and Continuous Learning: Organizations are required to
fundamentally re-engineer their marketing talent profiles. The priority in recruitment must
decisively shift away from solely prioritizing traditional marketing qualifications. Instead,
firms must focus on acquiring individuals who possess superior learning agility, robust data
analytics capabilities, and profound customer empathy. Concurrently, the approach to
talent development must undergo a major transformation: development budgets must pivot
away from funding isolated, episodic technical training events. Capital should instead be
invested in establishing a continuous learning ecosystem. This ecosystem should actively
support ongoing development through formal coaching and mentoring programs and
provide accessible just-in-time resources, fostering a sustained culture of skill maintenance
and future-proofing the workforce.

Building Culture and Leadership: A core managerial imperative involves the deliberate
construction of an organizational environment that fuels agility. This requires that marketing
managers at all levels receive mandatory training not only in tactical marketing proficiencies
but also in transformational leadership. These leaders must be empowered to serve as
coaches for their respective teams, facilitating growth rather than dictating actions.
Crucially, companies must actively build and safeguard a culture characterized by
psychological safety. In this environment, marketing teams are not only encouraged but
expected to experiment freely with new initiatives, to rapidly learn from inevitable failures
(e.g., failed A/B tests or unsuccessful campaigns), and to adapt quickly to market feedback
without the debilitating fear of punishment or retribution for genuine learning attempts.
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Limitations and Avenues for Future Research

The primary limitation of this study lies in its nature as a literature review. The findings are
based on theoretical and conceptual synthesis and, consequently, do not empirically test the
relationships between variables within a specific organizational context.

Therefore, future research is strongly advised to pursue the following directions:

1. Quantitative Research: Empirical studies are necessary to quantitatively measure the impact
of specific HR practices (e.g., data analytics training, CLV-based incentive systems) on
concrete marketing strategy implementation metrics (e.g., speed of go-to-market, customer
retention rates, or campaign ROI).

2. Qualitative Research/Case Studies: In-depth case studies of companies recognized for
marketing excellence can provide rich insights into "how" the alignment process between HR
and marketing occurs in practice, what challenges are encountered, and how leadership
navigates this process.

3. Contextual Research: Further research can explore how this relationship varies across
different contexts, such as across industries (e.g., B2B vs. B2C, technology vs. manufacturing)
or based on organizational scale (SMEs vs. large corporations), as the required HR
competencies may differ significantly.
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