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A strong employer brand is all 

about a seamless experience for 

anyone who comes into contact 

with that brand, and investing in 

and leveraging technology in 

the right way is key to that 

strategy.  All too often we look to 

buy that amazing product we 

have been longing for, only to 

find that we cannot do so via our 

mobile device because the 

website is not mobile enabled or 

we call a customer services 

helpline only to be told that the 

system is not showing the right 

customer information.  Those 

experiences leave us feeling 

frustrated and negative towards 

that brand. The technology we 

invest in and how we identify 

the best possible experience for 

the right touchpoints is key. We 

also need to understand the 

implications of not doing so. 

Prioritising investment and 

deploying appropriate 

technology can make or break a 

brand and with the rapid 

technological advancements we 

see across industry this is not 

easy to do, particularly as 

technology is embedded in 

everything we do.  At Accenture 

we work with technology to 

improve the way we and our  

clients live, work, and 

experience the world.  We can 

now do things far faster and far 

more efficiently with the right 

technology in place. On an 

individual level the right use of 

technology helps us manage 

more tasks in less time; manage 

home and work commitments 

and to keep connected 

wherever we are in the world.  

At Accenture we have recently 

released research which 

highlights emerging trends 

around the impacts of 

Technology: 

Accenture 

www.accenture.com 

Emma Tolhurst 

Employer Brand Director | Europe 

Emma.Tolhurst@accenture.com 

M: +44  (0) 7801 568 903 
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Technology Vision for 2018 – 

Intelligent Enterprise 

Unleashed highlights five 

emerging trends shaping the 

way technology is increasing 

businesses’ impact across 

society. 

2018 Fjord Trends looks at 

what’s just around the corner 

—as an individual, an 

employee, an organization or 

a consumer—and how the 

emerging changes will 

impact business and society 

in the year to come. This is 

a  fascinating era for all of us 

with even the near future 

offering up incredible change 

across all aspects of life. 

https://www.accenture.com/gb-en/future-workforce
http://www.accenture.com/
https://www.accenture.com/us-en/insight-technology-trends-2018
https://trends.fjordnet.com/?/


I like the old recruiting wisdom; 

it takes a thief, to catch a thief. 

So, to find this great front end 

developer, I’ll have to get my 

current developers to reach out 

to their peers. For that to take 

place, some real ‘big employer 

branding stuff’ needs to be 

taken care of: 

1. A great story! 

This is about truly being a great 

employer. It is about building 

true and authentic employee 

experiences. And steering on 

identity, culture, leadership, 

facilities and the content of 

jobs/roles/careers themselves. 

Focus on building a signature 

workplace where people 

experience intrinsic challenging 

work, belonging, freedom, 

meaning, learning, excitement, 

friendship, fun or whatever other 

value(s) you would like to add. 

2. Well Told! 

Make sure to tell and share 

these great stories, first and 

foremost by your current 

employees. The challenges are 

in facilitating colleagues to 

become your storytellers, 

ambassadors, co-recruiters.  

Build a recruitment culture and a 

communicative organization 

where everyone is brand 

advocate.  It demands a lot of 

the quality and inspiration factor 

of these stories (not only great 

stories, but also well told) and it 

also needs something easy and 

handy to make sharing easy. We 

like to call this ‘snackable 

stories’; easy to digest, 

attractive, inspiring, and easy to 

share. 

To support this vital employer 

branding strategy, lots of 

technology is emerging. 

Technology that facilitates 

people in hearing stories and 

bringing them forward in their 

networks. Getting peer to peer 

dialogues to start off. 

One application that I sort of 

love is SMARP. The employee 

ambassador app that brings you 

all kind of stories from the 

company, and helps you easily 

bring these stories out there in 

all your own social networks, 

from Facebook to LinkedIn. You 

get a notification on something 

new and interesting, and you 

can push it forward with one 

push on a button. It’s that easy.  

ARA 

www.ara.nl 

Ton Rodenburg 

Strategy Director 

T.Rodenburg@ara.nl 

0031 10 4057100  

Focus on bui lding a 
s ignature workplace 
where people 
experience intr insic  
chal lenging work,  
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excitement,  
fr iendship,  fun or 
whatever other 
value(s)  you would 
l ike to add.  
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Looking back growing up as a 

child I was kept busy enjoying 

life through sport, TV, family and 

friends, it’s all I needed. 

I kept up to date with what was 

happening in my city and 

around the world through the 

nightly TV news. 

Before that, my parents didn’t 

even have the luxury of TV until 

they were teenagers. 

Smartphones weren’t even on 

their radar. 

Now as 2020 is upon us, my 

children can watch on demand 

movies, anywhere, anytime and 

on any device and they can see 

a future with driverless cars. 

So I ask the question, which 

generation has it better? 

The answer is, neither! 

Technology, like everything else 

around us is the result of 

humans’ quest to advance our 

society, to improve, to enhance 

and to provide better 

experiences in everything with 

do.  

It usually begins with a focus on 

the customer level because 

there is where most companies 

see where the revenue lies. The 

smart companies today are 

focusing their efforts to create 

better experiences through 

technology on the resources 

that drive these revenues, their 

people, be they employees, 

contractors, freelancers or on 

demand workers. 

If a candidate’s first experience 

with technology (e.g. chat bots, 

video interviewing) is poor then 

it can actually damage your 

employer brand as many 

companies have already 

experienced. It’s not about 

plugging in the shiny new 

gadget as soon as it hits the 

market, it’s about understanding 

how to leverage the technology 

to create better experiences for 

candidates, employees and 

customers. 

Technology will only be 

effective in creating greater 

employer brand value in the 

long term if you are prepared to 

adapt and willing to work with, 

not against, the machines that 

are going to become part of 

everyday life. Embrace it! 

Employer Branding College 

www.employerbrandingcollege.com 

Employer Brand International 

www.employerbrandinternational.com 

Brett Minchington 

Chairman/CEO 

brett@employerbrandinternational.com 

M: +61 417 815888 
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I t ’s  not about 
plugging in the shiny 
new gadget as soon 
as i t  hits  the market,  
i t ’s  about 
understanding how 
to leverage the 
technology to create 
better experiences 
for candidates,  
employees and 
customers.  

http://www.employerbrandinternational.com/
http://www.employerbrandingcollege.com/


www.employerbrandingcollege.com

Coaching &
Mentoring

1-1

World's largest employer branding

library of 300+ publications

1-1 personalised coaching

Personalised e-learning portal

Latest thinking

World class case studies

Study in your own time

Develop & implement an employer

brand & EVP strategy

Measure business impact & ROI

Global alumni

20,000+ leaders trained since 2007

Become an
Accredited

Employer Brand
Leader to the

Global Standard

NOW IN 36 COUNTRIES

ENQUIRE

http://www.employerbrandingcollege.com/
http://www.employerbrandingcollege.com/
http://www.employerbrandingcollege.com/


Our key advice to leveraging 

new technologies in your 

employer branding practices is 

to clearly understand the 

purpose of applying it. 

Focus on those areas that are 

most critical for your company 

during the application and 

screening phases. Identify those 

areas where mistakes by 

humans can impact you ability 

to find the best talent (e.g. a 

person completes an 

application form incorrectly) 

In industries such as retail, 

companies can use technology 

to amplify their recruitment 

funnel and improve candidate 

quality through use of video 

interviews, machine research or 

chat bots. 

The technology should enhance 

the experience and not only be 

implemented because it is the 

latest shining gadget. 

HeadHunter 

www.hh.ru 

Elena Rusanova 

Head of Consulting Center 

e.rusanova@hh.ru 

+7 495 974-64-27 

+7 903 756 88 85 

The technology 
should enhance the 
experience and not 
only be implemented 
because it  is  the 
latest  shining 
gadget.  
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For large companies technology 

can be used to train large 

numbers of people at scale 

using online learning system 

that are aligned with personal 

development plans and 

business unit plans. 

Technology can also be used to 

improve the quality in planning 

in organizations to decrease 

operating costs and  in 

forecasting in areas such as 

predicting the time for the 

company to adapt to the 

implementation of new 

technologies such as 

gamification and chat-bots. 

As you can see there are a lot of 

examples to use new 

technologies to support your 

employer branding activities 

and it should always begin with 

the purpose. 

http://www.hh.ru/
http://www.hh.ru/


As we move toward 2020 and 

beyond, candidates will 

demand more from employers 

as the blending of consumer 

and candidate experiences 

increases. Successful 

organizations will need to focus 

on a three-pronged approach to 

achieving their talent acquisition 

targets. 

Firstly, they will need to 

embrace creative brand 

storytelling (across text, 

photography, video, etc.) as a 

way to demonstrate the proof- 

points that support their EVP 

pillars.   

Secondly, they will need to 

deploy digital tools (SaaS 

platforms such as TalentBrew, 

chat technologies, and social 

media) that allow for the delivery 

of these branded stories directly 

to their key talent segments. 

Thirdly, they must leverage 

available big data to derive 

meaningful insights about 

audience behaviors (content 

consumption, user journeys, 

media usage, etc.) that allow for 

near real-time optimization of 

contextually relevant content 

delivery.   

Today, and in the next few 

years, technology will play an 

increasingly important role in 

the delivery of a company’s EVP, 

but technology alone will not 

suffice. Companies will need to 

create exceptional branded 

candidate and employment 

experiences from first contact all 

the way to off-boarding and into 

advocacy.   

We gained a lot of insight about 

delivering an EVP from the 390 

million+ visitors to our more 

than 300 TalentBrew sites in 

2017 and I am happy to share it 

with anyone interested in 

learning more. 

tmpworldwide 

www.tmp.com 

Steven Z. Ehrlich 

Senior Vice President 

Steven.Ehrlich@tmp.com 

UK mobile +44 (0) 7841 203932 

US mobile +1.646.408.3926 

Companies wi l l  need 
to create 
exceptional  branded 
candidate and 
employment 
experiences from 
f irst  contact al l  the 
way to off-boarding 
and into advocacy.      
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FACT:

67% of candidates 
visit your company 
website before they 

apply for a job.*

Capturing a candidate’s attention is more important  
than ever, and that’s where our technology  

and creative solutions can help.

It begins with TalentBrew. The kind of innovative technology that 
enhances the delivery of your employer brand, empowers you to 

engage with your audience, and aligns with all aspects of a candidate’s 
journey. By tracking every interaction, the TalentBrew platform attracts, 

informs and converts the right candidates at a rate that others can’t 
match. In fact, our clients average 29% more hires year over year.

 
Let us help you tell your story.

* Source: LinkedIn Talent Trends Report.

Learn how TalentBrew can transform your company’s candidate journey.

talentbrew.eu



If you can imagine it, the 

chances are there is a 

technology currently available 

that can help you deliver it. In 

fact, there are probably multiple 

options, and it is this variety that 

inspires our advice. 

The question that faces 

employers today is not whether 

a technology exists to deliver 

what they want – it does. The 

challenge exists in making sure 

that you pick the right 

technology to partner with in 

order to deliver that experience. 

The technology that most 

closely aligns to the vision, 

values and brand promise of 

your own organisation. 

Be it video interviewing, 

chatbot, assessment innovation 

or any other area of technology 

in HR, different suppliers offer 

nuanced, individual 

approaches, ideas and 

solutions. They solve problems 

or address challenges in ever so 

slightly different ways, on 

different platforms, prioritising 

different aspects. 

For companies looking to build 

a world class employer brand, 

consistency is key and that 

consistency extends far beyond 

the what, how and where of 

communications. Every 

interaction from a candidate or 

employee’s perspective should 

feel the same way, be 

underpinned by the same 

values, be driven by the same 

mission. 

Which means that every 

technology you deploy has to 

offer not just a pragmatic answer 

to a problem you have – but do 

so in a way that is 100% aligned 

to your values and your culture. 

It’s no longer enough just to 

make things better. Any 

technology might help do that, 

but if the experience feels jarring 

and inconsistent, you may still 

lose candidates or alienate 

colleagues. You need to make 

things better in the right way, 

which means picking the right 

partner. 

The good news is they are out 

there, waiting.  

Randstad Sourceright 

www.randstadsourceright.com/our- 

expertise/employer-branding 

Steven Brand 

Employer Brand Director 

steven.brand@randstadsourceright.co.uk 

+44 7342 051628 

Every interaction 
from a candidate or 
employee’s  
perspective should 
feel  the same way,  
be underpinned by 
the same values,  be 
driven by the same 
mission.    
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where talent knows
no boundaries.

We work in real partnership with our clients
— inside and outside of their business, crossing 
borders and boundaries — to attract, engage
and manage the best external and internal talent.

To find the right resource at the right time
To bring their employer brand to life
To deliver on their strategic objectives

To find out more, contact:
steven.brand@randstadsourceright.co.uk
or visit randstadsourceright.com

Our services:

  •  integrated talent solutions
  •  recruitment process outsourcing (RPO)
  •  managed service programs (MSP) 
  •  freelancer management systems (FMS)

Our areas of expertise:

  •  recruiting strategies
  •  employer branding
  •  talent analytics
  •  HR technology



“ The brands that will thrive in 

the coming years are the ones 

that have a purpose beyond 

profit.” -Richard Branson 

Everything about the way we 

work is changing at an almost 

unprecedented pace. I think 

there are three key areas where 

we'll see the most significant 

changes. 

Firstly, with the continued 

increase in skills gaps, more 

companies will begin offering 

online, hard and soft skill 

training. Secondly, artificial 

intelligence will change the way 

talent acquisition teams work, 

and overtime, transform the 

marketplace. Lastly, strategic 

insights analyzing employee 

trends and behaviors will shape 

the way teams and 

organizations make decisions.  

And without a doubt, 

technology will change the way 

companies build and evolve 

their employer brands in the 

next few years. 

Despite this, I firmly believe 

attracting purpose-driven 

employees will be the number 

one trend shaping employer 

brands in 2020. 

Research shows employees 

driven primarily by purpose are 

30% more likely to be high 

performers, 50% more likely to 

be in leadership positions (6) 

and 47% more likely to be 

promoters of their employers. If 

organizations want to succeed 

and grow, it is imperative that 

they attract these individuals. To 

do so, organizations need to 

have a clearly defined purpose 

that matches their ideal talent. 

Technology will allow for new 

ways to amplify and nurture this 

message, but having a strong 

purpose-driven brand will still 

be the strategy that sets 

companies apart in 2020. 

LinkedIn 

www.linkedin.com 

 Cara Barone (UK), Senior Digital 

Strategist & Branding Consultantt 

crbarone@linkedin.com 

Research shows 
employees driven 
primari ly  by purpose 
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to be high 
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(6) and 47% more 
l ikely to be 
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In a machine-enhanced world, a 

humane approach becomes a 

leverage point 

Technology, in all its might, can 

only do so much. Negative 

stress is spreading in the 

industrialized world, and mental 

health -related sick leave is 

becoming alarmingly common 

among knowledge-workers. It’s 

time to look beyond technology 

and re-align the focus back to 

people. Successful employer 

brands will support their people 

in navigating the new reality of 

working life, and in this way, 

develop both the employee 

experience and the employer 

image. 

Emotional intelligence will 

surely be one of the most 

significant assets any 

organization can have in the 

future. Whether we are 

interacting with clients or 

employees, what matters is 

human touch, empathy and 

compassion.  

Employer branding is everything 

organizations communicate 

internally and externally, and 

like all relationships, the 

relationship between employers 

and employees is based on trust 

and mutual respect. All acts of 

branding should be targeted 

first and foremost to current 

employees. 

Wärtsilä, a global leader in 

marine and energy markets, 

rethought old formats and 

launched Wärtsilä 180° Radio, 

which, reaches employees 

around the globe with 90 

percent employee-generated 

content. 

Technology should be used to 

free up time from our busy 

schedules to real, truthful 

encounters between 

individuals. Find 

communication channels and 

platforms conducive to acts of 

kindness, listening and being 

heard, and you will strike gold. 

Miltton 

www.miltton.fi 

Miia Khan 

miia.khan@miltton.fi  

+358 44 5395477 

Whether we are 
interacting with 
cl ients or employees,  
what matters is  
human touch,  
empathy and 
compassion.    
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Will your employer brand 

survive your digital strategy? 

Digital transformation is the new 

fidget spinner in the board 

rooms. There is no question that 

technology has kicked the 

doors and is the game changer. 

Companies who want to stay 

competitive or become market 

leaders, need to design a digital 

strategy. 

Yes, we know, you have already 

started. How is it impacting your 

candidate and employee 

experience? How will the digital 

transformation affect your 

employer brand? Even more 

importantly, how and which 

digital employer branding tools 

or online channels will you use 

in the near future and how fast 

are you implementing them? 

Can you imagine hiring 50% of 

your yearly recruits through new 

digital channels and decrease 

your cost per hire by 37%?  Yes, 

it is possible and your 

competitors are doing it now. 

Our piece of advice to adapt is 

to add sparkle to your employer 

brand: improve your ability to 

create a visible link between 

business goals and employer 

branding activities. Start to 

sensitize your managers and 

employees to use technology to 

increase efficiency in 

recruitment and retention. If you 

integrate employer branding 

technology into the candidate 

and employee experience 

through the entire lifecycle, from 

the moment of attraction until 

exit, regularly and simply, you 

are likely to recover your 

investment within the first year. 

Likes and reach number are so 

2017. Number of active users 

and total conversions into 

applications then to offers are 

the king in 2018. Promote your 

most passionate colleagues as 

ambassadors to inspire others 

and lead the change. Otherwise 

the digital transformation may 

be the wrecking ball of your 

carefully developed employer 

brand. 

Brandfizz 

www.brandfizz.hu 

Anita Zvezdovics 

Chief Fizz Officer 

anita@brandfizz.hu 

+ 36 70 51 09 140 

Ádám Horváth 

Chief Sparkle Officer 

adam@brandfizz.hu 

+36 20 77 29 312  

"Develop an 
outstanding 
employee experience 
and involve 
employees to 
capture their  best  
moments,  then share 
them onl ine.  
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Is time pressure your biggest enemy in recruiting the right people on time?
We develop INTEGRATED EMPLOYER BRANDING STRATEGY driven by 
sustainability and measurable results.

Do you seek support of experts specialised in employer branding in your industry?
We have a specialised and passionate team with BROAD EXPERIENCE IN VARIOUS 
INDUSTRIES: IT, SSC, Big4, FMCG, automotive, start-up, banking and insurance.

Do you struggle to attract, engage & retain your target group?
WE ARE RESEARCH ADDICTED, we collect actionable data through memetic 
employer brand researches and develop candidate and employee experience.

Do you believe that leadership involvement is key to sustainability?
WE INVOLVE C-LEVEL LEADERS in developing employer branding strategy.

Need more 
        sparkle 
       to your employer brand?   

BOOSTING ATTRACTION & HIRING

ENGAGEMENT & RETENTION FOCUS

RESULT-DRIVEN RECRUITMENT

TRANSPARENT KPIs + ROI 

INTERNAL COMMUNICATION

EMPLOYER BRAND | COMMUNITY | EXPERIENCE | STRATEGY | IMPLEMENTATION

brandfizz.hu linkedin.com/Brandfizzfacebook.com/BrandfizzEmployerBranding

ÁDÁM HORVÁTH
chief sparkle o�ficer

+36 20 772 93 12
adam@brandfizz.hu 

ANITA  ZVEZDOVICS
chief fizz o�ficer

+ 36 70 510 91 40
anita@brandfizz.hu

www.brandfizz.hu
www.facebook.com/BrandfizzEmployerBranding
www.linkedin.com/company/10944084/


Avoid brain-overload/phase-in 

functionality 

Years ago, I attended a 

presentation by a Microsoft 

spokesperson about 

successfully upgrading 

products. He explained that 

Microsoft regularly canvassed 

users of their products to find 

out what kind of functionality 

they wanted. Guess what? 83% 

of the requests for new 

functionality already existed on 

the current platform. 

There’s a tech rule of thumb that 

80% of users only use 20% of 

product functionality. The reality 

is that time-poor people 

won’t/can’t learn overly complex 

systems. What implications does 

that insight have for 

installing/leveraging 

technologies in the world of 

employer branding? 

1. Work out what you really 

need your tech to do for you. Be 

brutal about what functionality 

is essential and what is a nice-to- 

have. (Hint: what metrics/kick- 

ass KPIs drive performance?). 

2. Engage users in the 

consultation process when you 

are considering upgrading your 

tech. Ask them what their 

current pain points are and what 

future benefits would motivate 

them to learn how to use a new 

system. Ask them what kind of 

training they would prefer. Run 

refresher sessions. 

3. Don’t get seduced by all 

those add-on shiny bells and 

whistles if they never made it 

onto to your ‘essentials’ list. 

4. Okay, if you really want the 

shiny bells and whistles, 

consider adding them/releasing 

them as a phase 2, once your 

users have mastered the 

essentials and are comfortable 

with the system. 

5. Grow your super-user base: 

identify the individuals who will 

love using your new tech and 

become evangelists/coaches to 

support adoption. 

Cielo 

www.cielotalent.com /brand 

Dawn Hollingworth 

 Dawn.Hollingworth@cielotalent.com 

M: +44 (0)7808 202920 

  

1 .  Work out what you 
real ly  need your tech 
to do for you.  Be 
brutal  about what 
functional ity  is  
essential  and what is  
a nice-to-have.  
(Hint:  what 
metr ics/kick-ass KPIs 
drive performance?) 
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A recent LinkedIn report states, 

‘Diversity, Inclusion and 

Belonging’ is an important area 

for 78% of CEOs. 

So, let’s focus our advice for 

building “a world class 

employer brand” here. 

Companies that authentically 

reflect diversity in their employer 

brand communications develop 

stronger cultures, better 

financial performance and 

deeper customer insight. 

We’re proud to refer to our 

technology, our Employer Brand 

Portal. It offers transformational 

benefits to a wide range of multi- 

national companies, from 

Anheuser Busch, BP, Credit 

Suisse, Ferrero, IHG, IBM, Mars, 

Mondelez, Philips, Pfizer, 

Vodafone and many more. 

It makes it possible for them to 

create Employer Brand 

communities within their 

organisations, to easily educate, 

share and create consistent on- 

brand materials, in every 

country, in any language, simply 

and without the use of 

specialists. 

By leveraging our technology, 

our clients empower their 

recruiters to share a wide range 

of pre-approved (and editable) 

communications that can be 

tailored to respond to local 

markets and specific target 

audiences. 

They build libraries of ‘employee 

stories’ or ‘job adverts’ that have 

been carefully designed to 

resonate with target audiences, 

sharing their EVP in the most 

powerful way. 

By governing and protecting the 

quality of output, our clients 

ensure their employer brand is 

taken to market exactly as 

intended. 

They can then safeguard the 

quality of communications 

through the interview and on- 

boarding stages too, and follow 

it through to internal comms. 

So, our number one piece of 

advice? Harness technology to 

build an employer brand of 

excellence that is inclusive, 

welcoming and compelling to 

all potential employees, 

everywhere. 

papirfly. 

www.papirfly.com 

Sara Naveda 

Global Business Development Director 

sara@papirfly.com  

0207 096 0741 (office) 

07877 027311 (mobile) 

Companies that 
authentical ly  ref lect  
diversity in their  
employer brand 
communications 
develop stronger 
cultures,  better 
f inancial  
performance and 
deeper customer 
insight.  
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papirflyemployerbrand.com

Using Papirfly’s unique Employer Brand Portal,
our customers store and share their employer
brand assets, easily communicate and educate
on their EVP/brand guidelines. Most importantly, 
they produce their own high quality marketing 
collateral. 

The The result is consistent, compliant digital 
and print content and branded emails, simply 
and easily, without specialist support. 
All this in any language, at any time, saving 
between €48,000 - €300,000 per year. 

That’s why our customers include the 
biggest brands in the world. 

Join us and be part Join us and be part of the new way. We'd love
to show you the future of employer brand
activation; please contact hello@papirfly.com

Louise is a TA Director. 
She no longer uses 
an agency to activate 
their employer brand.
 She empowers her 
team to do so.
 



It is a fact that the words 

‘employer branding’ and ‘digital’ 

will walk together for a long 

time. Employer brands will be 

real only if they are digital, thus 

turning social media into a 

critical lever in any employer 

branding strategy. 

Entering the social media world, 

however, should not be done 

without prior thought and 

consideration. A clear digital, 

online strategy is required, not 

only with regards to social 

media, but also looking at the 

company’s web and career sites, 

both content and technology- 

wise (multimedia, 

responsiveness). 

It is not about being present in 

all social media, it´s about 

strategically selecting the most 

appropriate platforms, style and 

content for your target 

audience.  

This requires a professional, 

digitally trained 

employer branding team, 

capable of designing attractive 

content and having 

conversations with internal and 

external talent. 

Our #1 piece of advice for 

leveraging technology in your 

employer brand strategy? Buy a 

good camera! 

People Matters 

www.peoplematters.com   

Miriam Aguado 

Senior Manager – 

People Management Consulting 

miriam.aguado@peoplematters.com 

+34 91 781 06 80 

I t  is  not about being 
present in al l  social  
media,  i t ´s  about 
strategical ly  
select ing the most 
appropriate 
platforms,  style and 
content for your 
target audience.    
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In my work with clients on their 

employer brand and EVP 

development, the most common 

challenge is to maintain the 

balance between the attraction 

strategy and engagement of the 

existing workforce. So many 

employer branding projects kick 

off as a talent attraction play, but 

are at risk of fizzling out as the 

EVP promised to new 

candidates fails to resonate with 

the existing team. 

The answer to this (apart from 

realistic and robust discovery 

processes at the outset) is to 

work hard to build internal 

channels of communication – 

not just top down, but across 

peers, business units and 

colleagues. 

Through our own experience, 

and that of a handful of clients, a 

technology that I highly 

recommend is Workplace by 

Facebook.  

This is an out of the box, easy to 

deploy, cost effective and 

intuitive internal engagement 

platform that everyone can, and 

will, use with the minimum of 

coaching. 

Workplace is just a year old, but 

has over 30,000 organisations 

on board globally – and that’s 

doubling every six months. In 

our view, Workplace has 

transformed how we 

communicate internally as an 

agency, and has given the 

market a solution that we can 

recommend confidently - 

providing both an internal 

business communications and 

social sharing platform. 

For business leaders it gives you 

a channel to the whole 

organisation in a collaborative 

and approachable way; for the 

team it gives them a voice and a 

wider knowledge of their 

business, regardless of scale.  

hainesattract 

www.hainesattract.co.nz/ 

Paul Greenaway 

CEO 

paul.greenaway@attract.work 

+64 27 570 3796 

The most common 
chal lenge in employer 
brand and EVP 
development is  to 
maintain the balance 
between the attraction 
strategy and 
engagement of  the 
exist ing workforce.  
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CONTENT. CHANNELS. CANDIDATES.

We're a New Zealand-based agency that’s 
revolutionising the way our clients and our country 
attract the talent they need to compete and grow.

We access 
the best

channels

We deliver 
great

candidates

To discover what the power of attraction can do for 
you, email paul.greenaway@hainesattract.co.nz

We create 
engaging
content



GAME CHANGER – that’s what 

you often read or hear when it 

comes to new technologies or to 

be more precise, technological 

solutions for old problems (in 

HR). In 2017 I’ve read tons of 

articles about HR tech start-ups 

and their solution. No matter if 

the candidate is in the process of 

applying, on-boarding or already 

on board, there are (new) tools in 

the market. 

I must confess, I love 

technology… but I hate the 

expression game changer. 

Especially in our field of work. 

Why? Well, first of all there is no 

game! Work is a significant part 

of people’s life. So let’s be serious 

about it. 

And there is no change! Not 

really… people still have the same 

needs (ok, maybe in some 

countries only on the top level of 

Maslow’s, but still) and seek the 

same things like they always did… 

at least that’s my opinion. 

But fact is, expectations are much 

higher nowadays. Especially 

when it comes to convenience 

and therefore processes which 

provide the convenience.  

grapevine marketing GmbH 

www.grapevine-marketing.com 

Daniela Manske 

Key Account Manager 

Employer Branding 

manske@grapevine-marketing.com 

+49 (0) 89 588 031 723 

Use as much 
technology as you 
can to make l ives on 
both s ides easier ,  
but keep your focus 
on the experience 
and never forget we 
are humans f irst .  
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Ecosystems like Apple’s IOS, 

knowledge and information 

provided by search engines like 

Google and online retailers like 

Amazon educated us how 

convenient life can be – that 

everything is just a click away, 

explains itself and just works. 

This guides us how we should 

leverage and understand 

technology in employer 

branding. Namely to make a 

candidate’s and employee’s life 

easier, because that will deliver a 

better experience and that’s what 

employer branding in the end is 

all about. 

So here is my advice: Don’t trust 

the game changers, trust your 

instincts. You are employer 

branding. You are the link 

between the employee and the 

employer. Use as much 

technology as you can to 

make lives on both sides easier, 

but keep your focus on the 

experience and never forget we 

are humans first. 

http://www.grapevine-marketing.com/
http://www.grapevine-marketing.com/
https://www.youtube.com/channel/UCZPAni75bkLnjGO8yhuJpdw


grapevine-marketing.com

EMPLOYER BRANDING & HR MARKETING



To leverage technology 

effectively, you must be 

human 

I'm a geek. Hands up. Alexa, Siri 

and Google Home all have a 

place in my house. Watches? 

iPhone X? Lights? Smart 

speakers. Yes, I've got them too. 

Not perfect - but fun, especially 

when I'm battling with the kids 

for playlist time! I know why I 

want these things. And, I know 

what they help me do. I know 

how my life is better because of 

technology. I put up with it even 

it doesn't give me a great 

experience. I know it'll be better 

soon. That it'll augment my 

world even more in the future. 

It's with that mindset that 

employers must approach the 

4th Industrial Revolution, 

described by Klaus Schwab, 

Founder and Executive 

Chairman of the World 

Economic Forum as a fusion of 

technologies that is blurring the 

lines between the physical, 

digital, and biological spheres,” 

and the choice it presents us 

with. Whether recruiting or 

retaining. Hiring or holding. 

Diversifying or including.  

Tonic 

www.tonic-agency.com 

Tom Chesterton 

Managing Director 

tom.chesterton@tonic-agency.com 

+44 (0) 20 7183 2556 

I f  we robotise or 
dehumanise the way 
we deal  with people 
we’re doing 
ourselves a 
disservice.  We won’t  
become attractive 
employers .  We won’t  
develop our people 
as wel l  as we could – 
and we won’t  hang 
on to the people we 
need to do business 
best .    
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We have a pretty stark choice: 

Automate how we run a process 

– or to put people first and 

empower them. Win or lose. 

If we robotise or dehumanise 

the way we deal with people 

we’re doing ourselves a 

disservice. We won’t become 

attractive employers. We won’t 

develop our people as well as 

we could – and we won’t hang 

on to the people we need to do 

business best. I can’t imagine 

many employers purposefully 

set out to ‘robotise’. 

But, here’s the problem: Almost 

every recruitment technology is 

designed or used in a way that 

does just that. As employers 

we’re often sold ways to 

undermine our employer brand 

at the expense of crowd-control 

techniques or impersonal 

recruitment models. That’s likely 

contradictory to your EVP and 

the service that you’re setting 

out to deliver to candidates, 

employees or, as a business 

person, to your own employer. 

In the real world processes must 

exist. Time is short. Resource is 

limited. But unless those 

processes and technologies 

truly support your people you’re 

missing a trick. 

http://www.tonic-agency.com/


we  
think about 

great

we seek  
out new  
insight

wonder…
WHENEVER WE 

we go  
deep

we  
remove  
all the  
filters

we  
put it all  
on the  

line

we break  
the rules

...it works

we get  
it done

   We’re a London-based innovation agency that brings brands and people together. 
We combine deep insight with creative excellence to deliver for clients such as The British Army, RBS, Vodafone and Mars.  
    Our work informs, engages and excites the talent that they need. Because at the end of the day,  
  it’s all about people. What they see, hear and experience, will affect the decisions that they make.  
         That’s why we always aim to create wonderful work that works.  
      If you have a new project you would like to discuss, we’d love to hear from you.

Email us at tom.chesterton@tonic-agency.com, or visit us at tonic-agency.com



The fast pace of technology in 

recent years has impacted the 

masses and sparked a trend of 

better efficiency, innovation and 

24/7 accessibility. You can find a 

technology offering for almost 

every aspect of the employer 

brand lifecycle, but one area 

which is worth focusing on is 

the candidate experience. 

Candidates want a smooth and 

simple way to search and apply 

for your jobs, so if you fail to 

invest in a careers site with great 

UX/UI that can be used through 

a mobile device / interactive app 

then it will no doubt impact on 

your application rates. You 

should also consider the 

candidate journey itself. Failing 

to get back to candidates who 

aren’t successful, delayed 

feedback and slow responses 

can leave a bad taste in the 

mouth for your potential hires. 

This can impact upon job 

acceptance rates as well as your 

overall reputation if unhappy 

candidates take to employer 

review sites to vent their 

feelings. 

Consider investing in a 

technology product that 

combines an attractive user- 

friendly front-end careers site for 

your candidates, with an 

integrated applicant tracking 

system that allows you to deliver 

personalised feedback and 

responses without eating into 

your time too much. 

Technology can also make the 

interview process simpler – you 

can carry out video interviews, 

collaborate with colleagues 

across different locations and 

send online tasks to reduce your 

time spent on interviews. The 

face-to-face is always important 

to give the candidate a real 

sense of your culture though, so 

be sure not to bypass all aspects 

in favour of technology! 

JobHoller 

www.jobholler.com 

Sophie Heaton 

Employer Brand Manager 

sophie@jobholler.com 

Tel: 01244 567 967 

Mobile: 07881 244 216 

Consider invest ing in 
a technology product 
that combines an 
attractive user-  
fr iendly front-end 
careers s ite for your 
candidates,  with an 
integrated appl icant 
tracking system that 
al lows you to del iver 
personal ised 
feedback and 
responses without 
eating into your t ime 
too much.  
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Any technology that helps to 

build a bridge between 

candidates and employees is 

welcome. As reported in a 2015 

LinkedIn survey, the biggest 

challenge that candidates face 

while changing jobs is not 

knowing what it’s really like to 

work at the company. 

Therefore, one of the most 

important employer branding 

tasks is to bridge a gap between 

candidates and the real life 

experience within a company 

which is represented by 

employees. It’s also obvious and 

quite logical that candidates 

tend to trust employees’ word of 

mouth rather than corporate 

statements, as it is more 

authentic and trustworthy. 

Creating communication 

content for the career website 

and social media profiles, 

implementing functional referral 

programs and evaluating and 

selecting candidates are the 

fields on which employees’ 

involvement is desirable and will 

continue to be in the future. 

The right technology can boost 

ambassadorship and two-way 

communication between 

employees and candidates.  

It can be an application 

enabling your employees to 

publish their personal posts to 

the company‘s social media 

profiles, involve them in 

blogging or participating in 

discussions held with 

candidates during the 

recruitment process. I believe 

that the technology shouldn’t 

replace the interpersonal 

contact and communication. It 

should enable an/or support it. 

If I could choose just one piece 

of technology to enhance your 

employer branding, it would 

definitely be the one that 

bridges the gap between 

candidates and employees and 

one that communicates 

authenticity in the actual 

employment experience for 

candidates. 

BrandBakers 

www.brandbakers.cz 

Jiri Landa 

Partner & Employer Brand Baker 

jiri.landa@brandbakers.cz 

+420 734 158 585 

The r ight technology 
can boost 
ambassadorship and 
two-way 
communication 
between employees 
and candidates.    
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Leveraging technology to 

reduce daily stress, improve 

work-life balance, support a 

healthier life and provide in- 

house assistance can 

tremendously increase 

employee satisfaction. Here are 

four opportunities. 

Chatbots 

Chatbots are becoming an 

increasingly important part of 

the digital customer service 

strategy. If you already use 

internal messaging services in 

your company, you may start 

with analyzing the main areas 

your employees seek assistance. 

If you can support your 

employees in making things 

easier and less time-consuming 

for them (e.g. organizing a 

meeting, booking a flight, 

ordering food to your desk), 

they will internalize the benefits 

of your best-in-class customer 

service strategy. 

Mobile Stress-Relievers 

Mobile devices are one of the 

key stress drivers for each of us. 

Why not empower your 

employees with mobile apps 

that provide tips and 

reminders  (to drink water, to 

move, to breathe for 3 minutes, 

etc) for a healthier and less 

stressful working day? 

User Experience 

We invest in our digital 

platforms to provide meaningful 

and personally relevant 

experiences for our customers. 

However most companies do 

not prioritize internal digital 

platforms and the experiences 

provided by internal channels. 

Tech-savvy Gen Y and Gen Z 

would love it! How can your 

employees believe your digital 

experience strategy if they 

cannot use it in their day to day 

work? 

Productivity Tools 

To reduce the number of e-mails 

in a working day is a key issue to 

secure work-life balance. Each 

day, more and more companies 

are switching to teamwork 

messaging productivity tools. It 

is an essential part of many start- 

ups to follow-up teams and 

projects. I have met many 

people from start-ups who have 

quit company e-mail and are 

now only using these teamwork 

productivity apps. Canvas 

www.canvas.com.tr/en 

Nurçin Koçoğlu 

Co-founder 

Nurcin.kocoglu@canvas.com.tr 

M: +90 (0)53225 11452 

Why not empower 
your employees with 
mobile apps that 
provide t ips and 
reminders   (to drink 
water,  to move,  to 
breathe for 3  
minutes,  etc)  for a 
healthier  and less 
stressful  working 
day? 
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Focus on gamification as the 

driver of the recruitment 

process 

What if the recruitment process 

was simply a fun game rather 

than a boring test or 

assessment? 

Let's play a game. How would 

your team exhibit their 

capabilities in it? Would you try 

your hardest to win? Is this 

appealing to the new 

generation raised on video 

games? The answer is 

unequivocally yes. 

However, the current 

recruitment process is incredibly 

boring. Its dullness kills all the 

employer branding efforts you 

make to attract the candidate to 

the company. 

In my opinion, the best 

technology is the type that 

makes the recruitment fun and 

still and insightful process for 

the recruiter. A great example of 

this is what Unilever has recently 

introduced. They launched a 

web game as a part of their 

selection process.  

First, the game was played by 

the company’s current 

employees. The results were 

then summarized to get a profile 

of a good candidate. So now the 

candidates play this game and 

their results are compared with 

the results of the employees. It 

would take several years to 

gather the data needed for this 

game to function perfectly, but I 

think it may have a significant 

influence on the industry. 

The same type of gamification 

should also be applied to offline 

assessments. Now, they look 

fairly awkward and boring. But 

what if we introduce some role 

playing there?  

Changellenge 

http://changellenge.com/for-best-employers-eng/ 

 

Elina Mukhametdinova  

Senior PR-Manager 

e.mukhametdinova@changellenge.ru 

In my opinion,  the 
best  technology is  
the type that makes 
the recruitment fun 
and st i l l  and 
insightful  process for 
the recruiter .  
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Technology is supposed to 

make our lives easier when put 

into practice effectively. This is 

also the case when it comes to 

video. Video has never been as 

accessible as it is today and yet 

many companies don’t take full 

advantage of it. 

Consider the power of home- 

made videos, filmed with a 

smartphone that requires only 

some basic editing. Imagine the 

power of authentic videos your 

employees can record, edit and 

share quickly. 

These videos communicate that 

your employees are sincere and 

true ambassadors of your brand. 

On top of that, it contributes to 

indirect marketing, which 

augments the feeling of 

authenticity. The fact that your 

employees are promoting your 

company message and not your 

expensive marketing 

campaigns, contributes to an 

extremely high level of 

credibility. 

And last but not least, these 

simple videos allow you to be 

more present on social media 

and in a wider range of diverse 

and interesting networks. The 

availability of affordable and 

easy to use technology can 

make your videos seem less like 

a Hollywood production and 

more authentic and accessible. 

Our advice - Use it! 

Branded.Careers 

www.branded.careers 

Johan Driessens or Julien Philippe 

johan@branded.careers or 

julien@branded.careers 

Johan 0032 484 38 00 24 or Julien 

0032 474 48 63 32 

Consider the power 
of  home-made 
videos,  f i lmed with a 
smartphone that 
requires only some 
basic edit ing.  
Imagine the power of  
authentic v ideos 
your employees can 
record,  edit  and 
share quickly .  
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We play hard and call it work. “Find a company you love and you never 
have to work again” is completely embedded in our culture. We boost, 
teach and show you how it’s done. Stop searching for candidates and start 
attracting the right talent. We create HR experiences, from prehire to retire. 
Employer Branding - Employer Marketing - Job Happiness Partner - Video 
Production - Candidate Experience

Learn more at www.branded.careers



Don’t be blinded by shiny new 

technology if it doesn’t serve a 

real purpose. Last year we saw 

lots of brands jump into 

chatbots, machine learning and 

AI, particularly on the customer 

side, without a clear rationale or 

set of objectives around their 

use. 

Also, it’s not just the tech you 

have, but what you make 

available to your people. 

Authenticity in employer brand 

is nothing new, but to make it 

work you need to empower your 

people to tell your story in their 

own way. This is particularly the 

case for driving social advocacy, 

which requires you to provide 

content, permission and 

autonomy to make 

communication effective. 
Synergy Creative 

www.synergycreative.co.uk 

 Chris Giddings 

Marketing Manager 

T 0117 962 1534 

M 07780 431382 

Authentic ity in 
employer brand is  
nothing new, but to 
make it  work you 
need to empower 
your people to tel l  
your story in their  
own way.  
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All that being said, we’ve seen 

some great successes this year 

by using virtual reality (VR) to 

create really immersive 

experiences for candidates and 

employees, helping bring the 

employer brand to life in a fun, 

engaging and different way 

such as described in this blog 

post>> 

https://www.poppulo.com/blog/virtual-reality-in-the-workplace-the-use-of-immersive-technologies-for-internal-communications/
http://www.synergycreative.co.uk/
https://www.poppulo.com/blog/virtual-reality-in-the-workplace-the-use-of-immersive-technologies-for-internal-communications/


Actions are based on decisions. 

Decisions are based on many 

different, more or less rational 

premises, sometimes qualitative 

research results or insights, 

sometimes on our experience. 

Or, last but not least, on facts 

and data that is at a later stage 

converted into knowledge. 

To move the effectiveness of 

employer branding 

actions using technology to the 

next level, there is a need to 

combine data that is scattered 

and isolated in many different 

departments (HR, marketing, 

sales, R&D) into one meaningful 

system. 

brand&people 

http://brandandpeople.pl/en/ 

Jacek Mrzygłód 

EB Strategy Manager 

Jacek.mrzyglod@brandandpeople.pl 

0048 785 407 134  

To move the 
effect iveness of  
employer branding 
actions using 
technology to the 
next level ,  there is  a 
need to combine 
data that is  
scattered and 
isolated in many 
different 
departments (HR, 
marketing,  sales,  
R&D) into one 
meaningful  system 
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Mining large amounts of data 

can provide immense 

knowledge on attitudes, 

behaviours and enables 

forecasting which can be used 

in recruitment marketing, 

enhancing the candidate 

experience or positive changes 

to remuneration or employee 

benefit systems. 

In short, Mad Men epoch 

finished, Math Men time has 

come.  

http://brandandpeople.pl/en/


Just as artificial intelligence (AI) 

and machine learning are 

revolutionizing the world 

around us, very soon they will 

be having a strong impact of on 

employer branding and talent 

acquisition. 

Intent, sentiment, trends, can all 

help Human Resources find the 

best match for a position. AI and 

machine learning tools will very 

soon be able to perfectly 

understand the intent of a 

candidate, which is not always 

clear when mined in a CV 

because people have different 

words to describe the same job 

function. 

The huge amounts of data at our 

disposal nowadays will enable 

these tools to be widely used to 

understand the needs of 

potential candidates and what 

they want from an employer and 

work environment. Facebook, 

Google, Instagram are all 

excellent scientific databases 

being used to win the 

competition for top talent. 

At the same time, analyzing the 

sentiment of existing employees 

will further augment retention 

rates. By analyzing data and 

sentiment, the HR team will be 

able to know, almost in real time, 

whether employees are thinking 

of another position or are 

unhappy with their conditions.  

This should give them enough 

time to make the necessary 

changes if they wish to keep an 

employee from moving on. 

From analyzing historical data to 

determine how easy or difficult it 

is to fill a certain position, 

through comparisons with the 

competition to automatic 

candidate ranking, AI and 

machine learning can effectively 

change the world of recruitment 

and take employer branding to 

new levels.  

Xtra Mile, B2B marketing agency 

www.xtra-mile.co.il/en 

Sharon Israel 

sharon@xtra-mile.co.il 

+972-77-3213100 

Just  as art i f ic ial  
intel l igence (AI)  and 
machine learning are 
revolut ionizing the 
world around us,  
very soon they wi l l  
be having a strong 
impact of  on 
employer branding 
and talent 
acquis it ion.  
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Disclaimer 

The material in this publication is of a nature of general 

comment only, and neither purports nor intends to be advice. 

Readers should not act on the basis of any matter in 

this publication without considering (and if appropriate) 

taking professional advice with due regard to their own 

particular circumstances. Employer Branding College 

expressly disclaim all and any liability to any person, whether 

a purchaser of this publication or not, in respect of anything 

and the consequences of anything done or omitted to be 

done by any such person in reliance, whether in whole or 

part, upon the whole or any part of the contents of this 

publication.
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