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13randMarketing�

NESCI1001� ,�
of thought� is

thattalentmanagement
can�effectively� encompass�
some

of the�characteristics�
of marketing� roles�

in

effectyou�are�selling�and�marketing� an
organisation to potential�candidates

,�

and�keeping� themengaged�as
'� customers'within a� business.�

MhairiMcEwan
,� ManagingDirector of

marketing�capability consultancy� ,�

Brand�
Learning ,�

believesthere� is
a� lot� of scope�

for�talentmanagement professionals� to

openuptheir�methods� to learn� fromother�
functions� :�

"�

Evenduringthe�recession� there�
is still� a� shortage of top�talent .�There�are�

a�

lot� of peopleonthe�marketbut�
it

becomes�
muchharder to screenthe�right�ones for�

a�

particular organisation ,�

culture�
,�

business
or

role .�Using� marketing�techniquescan�help the�
HRcommunity� to targetthemall�effectively� ,�

T4lentmanagementigir

Teets�marketing�

PaVilt

"�

,Ist.�
"�

-� "�

to build�betterinsightsintocandidates'�
expectationsand�

to helpthem to manage
all�the�touch�pointswithcandidatesjustlike
marketers�dowithconsumers. "�

Ofcourseeveryoneknows�the�importance
of aneffective�employerbrand�

,�

but�surely in

a� timewhenyou�havecandidatescomingout�
of yourcubbyhole� you�don' t� have to pay�much
attention� to it

,�

doyou?
"�

You�haveanemployer
brand�whether�you�manage it practically� or

not�
,�

so irrespective of the�complexity of
the�

market it'� s�

a� veryimportant�factor
in how�

you' re perceived� ,�

"�

saysMartinCerullo�
,�
Director

,�

ResourcingCommunications
at Alexander� Mann

Solutions�
,�

the�Recruitment� Process� Outsourcing�
(�

RPO�
)� provider .�

"�

Youremployer brand� is about�
how�you�positionyourself ,�

what it'�
s�
like

to workfor�you� ,�

whatyou�offer�
,�

and�what
connects you� to candidates .� The�verystrong
positioning� of youremployerbrand�actually
helps�peopledifferentiate�between� you�and�
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other�organisations� ,�

which� is crucial� in retaining�
talent

,�

and� at
the�sametimecan�create

muchmoreefficiency in the�hiringprocess.

Investing� in youremployerbrand�actuallyhelps�

streamlinethe�volume of applications coming in

because�peopleare�makinganeducatedchoice
about�who�they'� re applying to

,�

ratherthanjust
spreading� CVs. "�

A� strongand�consistentemployerbrand�

is
fundamental� to attractingcandidates to

a�

careers�website� in
the�first�instance

,� explains
Richard�Doherty� ,� Group�VicePresident� of

Solutions�
,� Jobpartners� ,�

the�talentmanagement
solutions�provider .�

"�

Consequently ,�

HR
departments�mustengagewithmarketing�
and�communications departments� in order� to

haveanintegrated strategy .�Employer branding
deals�withmuchmorethan justthe�attraction
of

candidateshowever� .�
At a� timewhere�such

highunemployment means�anincrease in

applicants ,� organisations� mustensure thatthey

Brand�Marketing�

are�prepared to manage volumerecruitment�

effectively� with a� clear�
,�

effective�and�consistent

recruitment�strategy .� Organisations�should
consider the�consequencesthat a� poor
candidate� experiencecould�haveonan
employeebrand� especiallythose�withinthe�
retail /� consumer industryspace�where� possible
candidates are�possiblecustomers. "�

McEwanexplainsthatmarketing� the�
employerbrand� is paramount� fromthe�outset

of a�
recruitment� campaignand�needs� to

be
continually� reinforced

,�

"�

all�the�way�through�the�

interview�and�assessment processes� ,�

the�offer�
,�

on-boarding� and�then
,�

oncetheyhavebeen

brought�onboard�
,�

careerplanning ,�

motivation

and�retention� .�The�entirecandidate� journey� is

reallyimportant�asthe�HRcommunity� is trying
to maintain a�

distinctive� relationshipwith
candidates and� to

differentiate�whattheyare�

offeringfromother�companies� .�
It is incredibly

relevant to
the�challenges thatHRface.� "�

RECRUITMENT� FEATU'

The�attraction
and�retention�

of
talented

individuals� is

going� to heavily�

relyonbrand�value�
and�perception

of a� company�
"�

So
,�

whatdoyou�do if yourrecruitment�

advertising�budgethas�beencut�and�yet�
somehow� you�have to findthatperfect�
person in

a� sea� of over-qualifiedcandidates
,�

in a�
short� timescale�

,�

while� still�ensuringthat
youremployerbrand� is protected�withthe�
right�messagesand�processes�thatposition
the�company�as a� great�place� to

work?�Big�
questions� ,�

but� there�are�simplesolutions�

according� to
Cerullo� :�

"�

Irrespective of
what

budgetyou�havethere�are�alwaysmethods�

you�can�apply� .�For�example� ,�

wehad� a� limited�

budgetwhenworking�withone� of our�clients�

but�wemanaged� to put� a� careers� linkonits�
consumer website�for�the�first�time

,�

which� led�

to a� 58%%increase in
traffic� .� Employeereferral

programmesare�becoming increasinglypopular� ;�

not�onlythe�traditional�methods�
,�

but�also in

getting� employees� to spreadthe�wordthrough�
socialmedia� likeFacebook or

Linkedln.� "�

Doherty�believes thatasthe�use� of social

networkingsites� in

recruitment� willcontinue
to risein 2010

,� inevitably talentmanagement

professionals�willneed to
have a�

basic�

understanding� of the�marketing�tactics�that
are�associatedwiththem :�

"� AsGeneration Y� is

entering the�employment marketwithfullforce�
,�

talentmanagementprofessionals� are�going� to

need to expandontheir�coreset� of
skills to

understand how�suchsites�operate� ,�

asthese�

candidateswillhavebeenusing�socialnetworks

for�sometime .�

A�
close� relationshipbetween�

marketing� and�talentmanagement is becoming
more important�thanever

;�

the�attractionand�

retention� of
talentedindividuals� is going� to

heavily�relyonbrand�value�and�perception of a�

company� ,�

sotalentmanagement professionals�

and�marketing�teams�are�going� to
need to

ensurethattheir�aimsare�closely�aligned� ,�

and�

thattheyare�alwaysstrivingtowards� the�same

goals�when it comes� to attracting the�best
employees.

"�

The�following� casestudies�aptly�demonstrate�

the�importance of employing� marketing� tactics�

in the�recruitment� process� >>
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-> casestudy� Alexander�MannSolutions�
Background
The�brief�was�

to find25passionate ,�

ambitious�
,� globalcitizenswiththree�

to five
years'workexperience to joinMomentum

,�

Prudential '�

s� managementdevelopment�
programme� .� '� Momentees' would� takeup a�

realrolewithinCommercial Management ,�

HR
,�

Finance�
,�

InternalAudit�and� Communications.�
The�benefits

of
the�programme� are�that

candidateswould�beable to immerse�
themselves in a� different� culture�

,�

withits�own�
markets�and�customers�

,�

and�sobeable to

offer� a� fresh�perspective� onPrudential '�

s� local�

operations onthe�other�side of the�globe.

Approach
The�solutionwas�anentirerecruitment�process�
thatdemonstrated '�

a� richerexperience'� from
beginning� to end� .�Alexander� MannSolutions�
(�

AMS�
)� targetedexperienced� candidatesall�

overthe�world�withpress�ads�
,�

bannerads�and�
socialmedia� .�AMS�brought� the�Momentum

programme� to lifewithprofile� films�shot in

different�countries�aroundthe�world� .�
In this

way� ,�

candidatescould�findout�the� reality� of

what a� role at Prudentialwould� reallybelike
,�

bydiscovering� the�stories� of peoplewho�had�

successfully joinedthe�previousyear.�

Results�
AMS�measuredresults�bytrackingonline
media�and�through� a� feedbackemail�sent

to all�candidatesapplying to Prudential
Momentum .� Their�website� receivedover
20 ,000visits

(�

over17 ,000unique )�

between�
mid�May�and�the�end�

of June2008 .� And�they
receivedover800�applications.�

Whatchanged�as
a� result?�AMS�made

amends to boththe�media� scheduleand�
website�copy to focus�onand�betterreflect�
eachparticularstream

of the�course :�HR
,�

communications
,�
finance�and�general�

management.�
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