Q1 2020

PEOPLESCOUT NEXT | Contents

CONTENTS
04

Q1 | 2020

25

WELCOME
A Letter from the President of PeopleScout

07

TALENT ACQUISITION TECHNOLOGY
26 | 2020 Tech Trends
What’s Next for Talent Technology

28 | Automation
Dos & Don’ts of Automating Your Candidate
Experience

CANDIDATE EXPERIENCE
08 | Talking Talent Leadership Profile
A Q&A with Kathryn Minshew of The Muse

10 | The AA
Building an Employer Brand from the Ground Up

17 | Company Culture
Putting the Cult in Company Culture

20 | Employment Offers
Creating a Compelling Employment Offer

2

33 | Video Interviewing & Compliance
Legal Implications of Video Interviewing &
Artificial Intelligence

36 | Resourcing 2025
PeopleScout’s Resourcing 2025

PEOPLESCOUT NEXT | Contents

49
39

EMPLOYMENT & ECONOMIC TRENDS
50 | Global Economic Snapshot
December 2019

54 | Economic Trends
3 Economic Trends That Will Affect Talent
Acquisition in 2020

58 | Global Deployment
Is Your Talent Program Ready for the World Stage?

64 | RPO Implementation
Managing Change During an RPO Implementation

69

TALENT TRENDS
40 | Talking Talent Leadership Profile
A Q&A with Jennifer Mattocks of PeopleScout

42 | Talking Talent Leadership Profile
A Q&A with Jon Porter of PeopleScout

44 | Hiring Highly Skilled Workers
Hiring for Highly Skilled Workers and Hard-to-Fill Jobs

OUR CONTRIBUTORS
Meet the experts who contributed to this issue.

INTERIM PRESIDENT: Chip Holmes
EDITOR-IN-CHIEF: Caroline Sabetti
MANAGING EDITOR: Sarah Katz Candelario

CREATIVE DIRECTOR: Kate Dennis
TREND WRITERS: Nicole Fuqua & Eric Dyson
LEAD GRAPHIC DESIGNER: Sarah Uhlarik

3

PEOPLESCOUT NEXT | Welcome

WELCOME
Happy New Year! As I embark on my new role as PeopleScout Interim
President and we begin this new year together, I’m excited about the
future.
At PeopleScout, we are committed to ongoing collaboration, service
excellence and evolution across our business so that we can better
serve yours through our partnership. That attitude of partnership is
something I am passionate about. At PeopleScout, we are working to
deeply understand and serve the current needs of talent acquisition and
workforce management leaders while also anticipating and innovating for
future needs.
With the future in mind, in this issue, you’ll hear from leaders who are
on the cutting-edge of what’s next in our industry. For instance, Kathryn
Minshew, CEO and co-founder of The Muse, shares her insights on how
to engage the next-generation workforce – and how Gen Z will affect the
future of work – in a Talking Talent Leadership Profile.
Additionally, technology continues to be top of mind in 2020. This issue
explores trends that we predict will be critical this year and also takes a
deep dive into two hot topics: automation and video interviewing. If you’re
considering adding these tools to your talent program, I encourage you to
read the Talent Acquisition Technology section of the magazine.
In September, we introduced our Affinix™ talent acquisition technology in
Europe at our Resourcing 2025 event at London’s world-renowned Science
Museum. During the event, we explored the future of talent acquisition and
how to strike the right balance between human expertise and technology.
If you weren’t able to attend, check out the feature in this issue for a peek
inside the event.
Then, in October, our UK-based talent advisory practice was recognized
for excellence in recruitment marketing and employer branding with
four Recruitment Marketing Awards (RMAs) – including the Grand Prix
prize, which recognizes excellence in recruitment marketing and talent
management. You can learn about our employer branding work for the
AA, which won the 2019 RMA for Best Employer Brand, in a case study
in the Candidate Experience section. In the same section, you’ll also find
articles on how to create an irresistible company culture and compelling
employment offers.
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This issue also features Talking Talent Leadership Profiles that explore the future of talent
with two of our key leaders. First, our new Executive Leader and Managing Director of the
Americas, Jennifer Mattocks, discusses why the idea of a fluid workforce combined with a
total workforce approach is critical to strong talent pipelines. Then, UK Managing Director
& Head of EMEA Operational Delivery, Jon Porter, discusses how Brexit is influencing the
European talent market and other trends affecting the region.
In addition to these features, you’ll also find articles on the economic trends we expect
to affect talent acquisition in 2020; hiring highly skilled workers; best practices for taking
your talent program global; and how to manage change during a new talent program
implementation.
Thank you for being a part of the PeopleScout community. I welcome your feedback on
NEXT and would love to hear your ideas about what thought leadership content would be
valuable to you in the future. Please feel free to contact me directly or to share your ideas
with your PeopleScout partner.
From Now to Next,

Chip Holmes
PeopleScout Interim President
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TALKING TALENT LEADERSHIP PROFILE
A Q&A with KATHRYN MINSHEW
Co-Founder of The Muse
By NICOLE FUQUA
Trend Writer

Around 15 to 20 years ago, the first millennials entered the workforce –
frustrating and sometimes frightening the baby boomers and Gen Xers
who hired and managed them. Since then, the world of work changed,
and millennials grew up and advanced in their careers. In that same time,
Kathryn Minshew moved from her roles at McKinsey & Company and the
Clinton Health Access Initiative and founded The Muse, a career platform
headquartered in New York City and used by more than 75 million people to
research companies and careers.
Kathryn also authored “The New Rules of Work,” which made it to The Wall Street Journal’s (WSJ) national
bestseller list. She has spoken at MIT and Harvard, contributed to the WSJ and Harvard Business Review, and
appeared on TODAY and CNN. She has been named to SmartCEO’s Future50 Visionary CEOs and Inc.’s 35 Under
35. Additionally, The Muse was named one of Fast Company’s 50 Most Innovative Companies in the World in 2018.
Kathryn is an expert on the workforce transformation she observed and helped drive as a millennial herself. But now, the
process is beginning all over again as Gen Z starts entering the workforce. We talked with Kathryn about how these new
workers will influence the way companies attract and retain the best talent.

WHAT ARE THE SIMILARITIES AND
DIFFERENCES BETWEEN CURRENT
WORKERS AND THOSE ENTERING THE
WORKFORCE?
It’s a really interesting time right now because the
workplace is in flux. While I’m not a big believer
in the idea that the millennial generation is
fundamentally different, there are a few trends I’m
seeing in The Muse’s community and the employers
we work with.
First, there’s a strong interest in flexibility and
work-life balance. The younger generations are
pushing employers to recognize their work based
on output and not the number of hours sitting at a
desk. I actually think that change benefits us all.
Secondly, a lot of younger workers are willing to
relocate for the right job. We surveyed The Muse
community, which is very young and diverse with
two-thirds under age 35, 55% women, and 50%
non-white. We asked them, “Would you relocate and
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consider moving for the right company and role?”
An overwhelming number – 89% – said yes.

AS MILLENNIALS WENT FROM ENTRYLEVEL WORKERS TO THE BIGGEST
COHORT IN THE LABOR MARKET AND
NOW INTO LEADERSHIP ROLES, WE SAW
THE CONVERSATION CHANGE. HOW DO
YOU EXPECT THE CONVERSATION ABOUT
GEN Z AT WORK TO CHANGE?
There’s one pattern I’m very confident will play out,
which is that we’ll see a bunch of people predicting
the end of the workplace as we know it. Then, over
time, some of the hysteria will quiet down, and
people will realize that we’re all fundamentally
more similar than we are different. A few years ago,
there was a lot of, let’s just say, pulling of hair and
gnashing of teeth about millennials. Now, many of
those same millennials are managers and some of
them are becoming executives.
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The workplace has changed. Companies are forced
to compete for talent. There is a bigger emphasis
on connecting the overall purpose and mission of a
company with the individual roles of workers.
When I look at the changes that I believe we’ll
see with Gen Z, there’s the classic one – which
is that Gen Z is very mobile first. So, I think we’ll
see less and less tolerance for legacy technology
products and more of a push for the adoption of
consumer-grade products. Gen Z is starting to
look for workplace tools that are built on data and
personalized for their needs.

HOW WILL EMPLOYER BRANDING
CHANGE?
I think we’ve evolved through a number of phases of
employer branding, starting with what I call phase
zero, where companies just posted jobs online
without any marketing or information. Then, phase
one was stock photos and companies trying to
pretend they were perfect, using jargon like, “We’re
a team of innovators committed to excellence.”
Now, we’re in phase two, in which companies are
realizing the need to be more authentic. With Gen
Z, we’re going to see an increasing trend toward
personalization. Platforms and tools that can
provide a more personalized experience are going
to win. That’s something I’m very focused on at The
Muse.
I think there are platforms out there today that
deliver volume, but give you very few opportunities
to really build a relationship with talent and explain
your company, your values and your opportunity.
My money is on the platforms that are allowing
different channels for candidates and job-seekers
to research companies and for employers to build
relationships – and, of course, I count The Muse
among them.
Employer brand is ultimately just brand, right? It’s
not like you get to have a consumer brand and an
employer brand that don’t interact with each other.
Employer brand has the potential to be powerful,
but only if you recognize that it’s a piece of your
larger brand and the lines between your applicants,
candidates, employees, customers and users are
blurring in the modern world.

Ultimately, I think the holy grail for employer brand
is going to be giving candidates more information
and a better experience up front. That leads to
tangible business results through better and
longer-retained hires.

HOW WILL EMPLOYERS CHANGE THEIR
RETENTION STRATEGIES FOR GEN Z?
Retention is directly linked to how much information
people receive and how accurate that information
is before they come through the door. We’ve seen
companies that work with The Muse increase
retention when they’re more transparent about
what it’s like to work there.
Many people earlier in their careers are looking
for clarity and guidance around what the future
holds. Companies that are successful in retaining
millennial and Gen Z employees often lay out
very explicit career paths. Employees can see
what milestones they need to hit to get promoted
to the next level and what those steps look like.
By documenting a clear career path, younger
employees can understand what the future will look
like if they invest in your company.

WHAT IS ONE PIECE OF ADVICE YOU HAVE
TO SHARE WITH EMPLOYERS?
When I started The Muse, I had this deep belief that
both job-seekers and employers would be better off
if they found matches based on fit. Even the same
person might look for different things at different
points in their career. I want The Muse to help
create fit – to help individuals research companies
and careers, and help employers hire great people
on the strength of their employee experience and
employer brand.
If I had to pick just one piece of advice on how to
do that, I would say focus on storytelling. Humans
love stories; we can connect with them. So, think
about employee storytelling – whether that’s telling
stories on your career site, through The Muse
or through another channel. The more you can
communicate the uniqueness of your opportunities
and your organization through the real human
stories of people who work there, the more
successful I believe you’re going to be.
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THE AA: BUILDING AN EMPLOYER BRAND
FROM THE GROUND UP
By COLIN BARNETT
Client Relationship Director

How could one of the UK’s best-known and mosttrusted brands have no employer brand presence?
It might seem hard to believe, but that was
the situation the AA faced when it approached
PeopleScout’s Talent Advisory practice to develop a
new employer brand.
In the past, the AA had been affected by inaccurate
perceptions of who they’d be as an employer.
With 15 million members and more than 7,000
colleagues, it’s the UK’s largest motoring and
breakdown cover organization. However, being
known for doing one thing very well was proving to
be a barrier to candidate attraction; people thought
the only jobs they had to offer were their famous
roadside roles. That was far from the truth, but the
AA was struggling to attract the talent it needed for
its wide range of career opportunities.
The AA needed to challenge misconceptions and
engage a much broader audience. And, with a bold
new employer brand message at the heart of an
ongoing series of innovative attraction campaigns,
this is how the AA and PeopleScout did just that with award-winning, record-breaking results.

READY FOR CHANGE
Back in 2016, the AA’s talent acquisition team faced
a number of challenges.
Before the arrival of Craig Morgans as its Director
of Talent Acquisition, Emerging Talent & Employee
Experience, it had no senior talent expert at an
influential level. There was no robust workforce
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planning, a lack of innovation in candidate
generation and an inconsistent approach to
selection.
On top of that it had no discernible employer
brand. And, at nearly four years old, its careers
site suffered from a clunky candidate journey and
outdated visuals, compounding its problems with
engaging the right talent.
A change in thinking was needed. The AA had to
find more imaginative ways to reach and engage
target audiences. At the heart of it all was a plan
to develop the employer brand with a strong,
authentic, central message that would underpin all
attraction and engagement activity.
The AA partnered with PeopleScout to develop its
dynamic employer brand message. One that would
challenge perceptions, do justice to its innovation as
a business, and bring the AA culture and diversity of
opportunity to life.

GETTING THE MESSAGE RIGHT
We undertook in-depth research to analyze the AA’s
culture, offering and opportunities, to articulate the
“give” and “get.” Carrying out extensive employee
interviews enabled us to understand the key
differentiators of all roles in the contact center,
road operations and corporate job families. We also
looked outside of the company to get a fuller idea of
the market positions of competitors and understand
what the public thought about the AA.
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We developed the emerging themes into pillars
that we could validate with real stories from the
business, and that could support an engaging,
creative approach. We refined our thinking to a
proposition that really encapsulated the spirit of the
AA. Leading everything was a message that we’d
heard over and over.
Working for the AA, people thrived on going the
extra mile to help customers with unexpected
challenges – and across a surprising variety of
opportunities.
This insight became the AA’s employer brand core
message: Ready for ANYTHING?
It also acted as the perfect counterpoint to its
corporate brand message to customers and
members which is Because anything can happen.

Since then, the site has evolved, with new elements
added over time. As well as showcasing the Almost
every role you can imagine employer brand video,
the site engages and informs visitors with stories
of current employees and realistic job profiles, all
of which combine to bring the story of being Ready
for ANYTHING? and working with the AA to life.
Meanwhile, the AA social hub also brings the worlds
of social media and blogs into the site, providing an
at-a-glance, continuously updated feed of all things
AA.
More recently, we’ve added new features, to give
site visitors an even more immersive experience –
including an insightful, 360° tour and assessment
tool, plus some interactive 3D imagery to add depth
to the visual impression. theaacareers.co.uk is a
site designed to surprise, inspire and educate.

PUTTING OUR NEW PLATFORM
INTO PRACTICE
As the gateway for people to understand the
opportunities that might be right for them within
the AA, the careers site was the obvious starting
point for rolling out the new employer brand. And,
by launching with this digital shop window, not only
could we get the brand experience right, but we
could also give the site a much-needed technical
and UX overhaul.
The new site was launched in February 2017. Creating
an engaging, interactive and easily navigable user
experience, it’s built around rich content, inclusive
photography and video interviews – enhanced with
numerous responsive, interactive elements.

theaacareers.co.uk

THE CHATBOT THAT SHOWS THE
HUMAN SIDE OF THE AA
The Ready for ANYTHING? tone of voice was woven
into the site and became the voice of the first-ever
appearance of the innovative AAbot – a cheeky,
wisecracking chatbot that guides users on life at the
AA. Demonstrating technological innovation as one
of the first of its kind, AAbot was an efficient way to
serve visitors the content they were after. Equally
important, AAbot represented the playful side of the
business, showcasing the fun culture that people
hadn’t associated with the AA before.
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For visitors to the site, this was an unexpected and
charming way of bringing the employer brand to life.
And, together with the improved candidate journey
and overall experience, it was a rousing success;
site traffic increased 320% and applications
increased 266% during an 18-month period. Visitors
are engaging with the site longer, too, with page
views up 12%, bounce rates dropping 8% and a 10%
increase in pages viewed per session.

DID YOU SAY…CANINE CONSULTANTS?
This new sense of playfulness and surprise would
then underpin our next step toward changing
perceptions. Having effectively used honest video of
employees to convey job opportunities, we wanted
to now use video to grab the attention of passive
audiences, as well as entertain and educate them.

TAPPING THE ENERGY OF THE
INTERNAL AUDIENCE
As important as it is to engage an external
audience, an employer brand also has to reconnect
and be embraced internally to mobilize the existing
employees as active advocates. AAbot’s charm
was used internally, featured on the walls and
windows of AA offices and reinforcing the expect
the unexpected messaging of the employer value
proposition (EVP). #ReadyforANYTHING? also
became increasingly popular with employees
who played an active role in bringing in great new
colleagues.
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We developed a script that highlighted the diversity
of roles the AA offers, creating pretend roles such
as Canine Consultants, Rapid Response Pizza
Officers and Outer Ozone Patrollers to interrupt the
long list of real AA roles. We shot the entire video
in a single, continuous take within an AA office, and
made sure to feature real employees. AA colleagues
were enthusiastic advocates of the content, with
more than half of the entire AA workforce watching
the video and sharing it widely. The result? The
video increased careers site visits by 16%.

GETTING OUT INTO THE COMMUNITY
With the success of the video, we became bolder.
We’d learned that pushing boundaries helped us
succeed in changing the perceptions of passive
audiences. So, we decided to take our message to
the streets.
We suggested an experiential event for a number
of reasons. We wanted a way of raising general
community awareness of the AA easily, effectively
and creatively. Using a broad-brush public
approach, we knew that that anyone we engaged
might also know others who’d be suitable and
interested. We wanted to create an event to take
the AA’s employer brand message and see just who
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was Ready for ANYTHING?. Whatever we did would
have to be a great fit with the AA’s fun and friendly
culture.
In September 2018, we ran two live events in the city
centers of Birmingham and Newcastle, UK, areas
where the AA has a big presence as an employer
and lots of roles to fill. We grabbed attention of
passersby in the proud tradition of game shows,
inviting audience volunteers on stage to take on a
series of increasingly messy mystery challenges.
Wasabi toothpaste, a barefoot Lego walk and
gallons of slime came together with a celebrity host
in a pop-up competition to bring the spirit of Ready
for ANYTHING? to life.
There were lots of laughs and big prizes – and
our strategy paid off. The communities local to
our contact centers were made aware of the AA
as an employer with a really fun culture, visits to
the careers site surged, and month-over-month
application numbers increased significantly. After
the Newcastle event, applications rose from 576 to
1026, with 12 hires. In Birmingham, applications
rose from 898 to 1341, with 13 hires. And, this was
all starting with completely passive audiences.

THE SOCIAL SIDE OF TALENT ENGAGEMENT
Before working with PeopleScout, the AA had no
employment-specific social channels although
research shows that candidates expect to be able
to shop prospective employers on social. So, we
launched separate social media channels for
recruitment, recognizing that both the audiences
and messaging would be very different from the
AA corporate and customer-oriented channels
currently in place.
Based on the channel demographics and content
structure, we initially selected Twitter and
Instagram, and spent the early part of 2018 scoping
out a launch program with content pillars, content
calendar, internal sponsors, and training for the
PeopleScout social media team to give them full
responsibility for managing and curating content.
The key advantage of having a team devoted to the
AA careers social channels is being able to capture
the immediacy that’s vital with any recruitment
content – and with built-in knowledge of the AA’s
employer brand and talent agenda.
Social media has also played a key role in the
promotion and delivery of our most recent projects:
the augmented reality app-based #wheresbotbeen
campaign and competition, as well as Ant
Middleton’s 24-hour, live interactive challenge – our
biggest, boldest campaign to date.
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24 HOURS TO PROVE YOU’RE READY
FOR ANYTHING
The Ant Middleton 24-hour, live interactive
challenge was easily the most ambitious project
of our partnership. Aligning with the AA’s longlasting connection to the armed services, as well
as embodying the Ready for ANYTHING? brand,
this campaign was boosted by a relevant celebrity
influencer and engaged the general public through
live streaming and social media voting.
Six brave employees were chosen to take part in
this 24-hour challenge, living and breathing the
Ready for ANYTHING? spirit – following the former
Special Boat Service soldier through a series of
grueling challenges in the Lake District wilderness.
The final lucky half-dozen were chosen from
hundreds who responded to an internal
communications campaign and applied to take part,
in what was highest engagement level ever for a
story on The Hub (the AA’s intranet).
We wanted the public and AA colleagues to really
root for our chosen contenders during the event,
so to get the interest level rising, we filmed their
life stories, ready for sharing on social media. They
spoke eloquently and compellingly on camera about
their lives. We got first-hand stories of drama,
heartbreak, courage and transformation.
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These videos were posted across Instagram,
Facebook and Twitter, and they clearly made a
connection with people. At the start of the event,
colleagues and strangers alike were rooting for
particular contenders.
The event began at 4 p.m. on July 25, 2019. The next
24 hours were packed with unpredictable drama.
Events were live-streamed, the pace was relentless,
and the AA people got into it just as much as the
watching public – commenting, voting, watching and
sharing across social media.
We decided to involve the audience throughout. In
an unusual twist, viewers could select tasks for
the contestants while watching the live stream on
Twitter, Facebook, Instagram or on the dedicated
site we built for the campaign, Ant24Live.com.
Selections varied by type and toughness of tasks
- such as rafting versus quad biking, or a swim
at dawn versus a planking marathon - keeping
audiences engaged throughout the 24 hours
(although we did allow the participants to sleep!).
The whole show was streamed to AA contact
centers, garages and the corporate office, and
thousands of AA employees tuned in, acting as
social media cheerleaders and social media
amplifiers.
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The real key to employer branding isn’t advertising,
it’s brand advocacy – employees embodying,
celebrating and supporting the values and EVP of
the organization with genuine enthusiasm. That’s
what we achieved with Ant Middleton’s live outdoor
adventure.

patterns at AA contact centers can work around
their lives – and increase the AA’s potential talent
pool.
When it came to what we’d build our AR experience
around, there was a clear direction to take – the
AA chatbot, aka AABot, seemed like the perfect
character to take us to the next level. Until now,
AABot had existed only as a 2D cartoon head. So, we
gave him a 3D animated body and made him the star
of his own AR app – AABot Drop – compatible with
both iOS and Android devices.
We created a fun, interactive installation featuring
the AR trigger images, in the form of postcards
from AABot, at the Manchester Trafford Center and
Birmingham Bullring shopping centers – close to
the AA’s Cheadle and Oldbury contact centers.
Using the AABot Drop app, people could see
AABot’s animated postcards come to life – either
on their own phones, or the iPads we supplied.
AABot lives up to the spirit of the AA’s EVP, Ready
for ANYTHING? in six animated AR adventures, from
space and deep-sea exploration to crowd-surfing
his own rock gig. Animations end on a careers
message, driving to theaacareers.co.uk.

VENTURING INTO ANOTHER DIMENSION
Using 3D animation and augmented reality (AR)
technology, our next project took Ready for
ANYTHING? into new territory, with a fun-packed,
bespoke-built AR app launched at experiential
events.
Keen to embrace new technology to develop
innovative ways of boosting brand engagement,
the AA asked us to create a fun, unexpected and
interactive experience that would help them reach a
new audience.
So, we looked at the increasing use of AR to change
the way audiences connect with brands. And, we
considered how we could use it to engage a passive
audience – mainly families, as flexible working
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Downloading AABot Drop also gives users
interactive, animated images of Bot to play with and
position in fun and unexpected places. Sharing their
images using #wheresbotbeen, people could enter a
competition to win holiday vouchers. Promoting the
app and competition across social media got more
people involved – and amplified our message. Bot’s
postcard trigger images and #wheresbotbeen photo
gallery are now housed on the AA careers site –
along with app download links – supporting longerterm engagement beyond the initial competition.

TAKING THE EVP 2,620 MILES FURTHER
The AA also sponsored adventurer and influencer
Anna McNuff’s Barefoot Britain challenge. As
someone who champions the idea of being Ready
for ANYTHING?, Anna undertook the mammoth
task of running the equivalent of 100 marathons
barefoot through all kinds of terrain, weather and
unexpected challenges to inspire young women. She
wants to encourage them to have the confidence
to step out of their comfort zone – to see just how
much they can achieve when they reach for what
seems impossible.
A series of short videos sharing her adventures,
along with Anna’s own social posts and support
from PeopleScout, have helped to raise brand
awareness and promote AA careers to more female
talent.

GROUNDBREAKING ACTIVITY LEADS TO
RECORD-BREAKING RESULTS
Both events saw good interaction with both young
people and families – two key AA contact center
demographics. The Manchester event boosted
careers site visits by 869%, with applications up
40% week-over-week. After the Birmingham
event, careers site visits increased by 535%, with
applications up 820% week-over-week.
With hundreds of app downloads and ready for
more, we plan to run further AABot Drop-based
campaigns with updated AABot scenarios. So, much
more than a one-off AR adventure, this can help
promote the AA’s employer brand and opportunities
to an even wider audience during a longer period of
time.

Since the launch of Ready for ANYTHING?, the AA’s
internal employee and social media engagement,
site visits and application numbers have soared
across all brand-led activity. This strong employer
brand, combined with a desire to innovate and brave
campaign execution, has enabled the AA to move
from 60% agency use to less than 5% in 30 months,
saving nearly $9 million per year. Meanwhile, the
AA’s Ready for ANYTHING? attitude helped it to
win 17 recruitment industry awards in two years,
including Best Employer Brand at the Recruitment
Marketing Awards 2019.
And, of course, the AA is always ready to do more.
“This is transforming how we engage
candidates, and it wouldn’t have been possible
without a true partnership. PeopleScout has
risen to our challenges with some genius,
wacky thinking!”
Craig Morgans, Director of Talent Acquisition, Emerging
Talent & Employee Experience
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PUTTING THE CULT IN COMPANY CULTURE
By VANESSA HAWES
Senior Employer Brand & Communications Strategist

Hi. My name is Vanessa, and I have an addiction to
1Rebel.

brand ethos and loyal community have remained
constant, and that’s what makes it work.

Despite having no real desire to exercise five years
ago (beyond a very self-indulgent, free yoga class at
the Hoxton hotel every Saturday), I joined 1Rebel as
a founding member after just a handful of classes.

A recent study by the research firm YouGov found
that one in five millennials believed they had no
friends. Similarly, a new report published by the
American Psychological Association showed that
depression in 18- to 21-year-olds had climbed more
than 46% between 2009 and 2017. Brands are wise
to be aware and tap into this, and it explains why
inclusive group exercise is leaving exclusive “no
pain, no gain” gyms in the dust. “Don’t side-eye the
person on the bike next to you; you don’t know what
their journey was to get here,” said a 1Rebel trainer
in one of her classes. I am confident that 1Rebel
will continue to be a success as the brand lives and
breathes its values.

The triple concept gym that offers Ride (spinning),
Reshape (weights and running) and Rumble (boxing)
from 6 a.m. each day was – and still is – the only
thing that gets me up before dawn. When you
consider how unmotivated I was before, this is no
small feat. So, what is the attraction? While the
next-level equipment and the opportunity to take
your morning shower with the Spice Girls blaring
through the surround sound was noteworthy, the
real pull was the employees. From a front of house
team who remember your name and sign you in
before you get to the front desk to the instructors
who can make you feel like you’re the only person in
the room, there’s a real sense of belonging.
Over the years, instructors have become friends and
the space itself has become a place of emotional
significance – especially for my sister and I,
who, with busy and often conflicting schedules,
sometimes only find time to sit next to each other
on a bike on a dark Wednesday morning.
I should note that in 2015, Casper ter Kuile, a
Ministry of Innovation Fellow at Harvard Divinity
School, co-authored a report titled “How We
Gather,” which looked at how brands like SoulCycle
and CrossFit have replaced the role of traditional
religious institutions, particularly among younger
people who feel isolated in their digital lives. I get
it. 1Rebel trainers have changed over the years (I
still mourn the loss of some of my favorites), but the

WHAT HAPPENS WHEN THE BRANDS WE
FEEL A DEEP-SEATED CONNECTION TO
BEHAVE “OFF-BRAND”?
That’s what happened to 1Rebel’s competitor
SoulCycle. With promises like “find your soul”
the brand thrived by focusing on transforming
customers’ minds as well as their bodies.
Instructors would speak of enlightenment,
transcendence and higher purpose, with many of
them giving riders advice and guidance in their
wider lives.
When the SoulCycle chairman threw a political
fundraiser in 2019, many SoulCycle customers
opposed the decision and said they felt betrayed.
Because of the introduction of politics into what
members expected to be a non-partisan space,
many cut ties with the brand. Week-by-week
attendance at SoulCycle in the U.S. dropped steadily
in August 2019 and dipped by 7.5% in the first week
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of September, according to data analysis firm
Earnest Research.
There are plenty of examples of companies that
rally the troops through their brand. For instance,
there are the Chinese makers of air conditioners,
Broad Group, who still chant their daily anthem, “I
love our clients and help them grow their value,”
and Japan’s Yamaha with their 1980s company
song.
Along the same lines, the 2019 article “Is Your
Corporate Culture Cultish?” published in Harvard
Business Review described the weekly get-together
of a leading U.S. tech company. Company-imposed
“cheer” pops up again here – although, this time, it
was a bit more contrived, with employees chanting
the name of the company three times, all dressed
(like the CEO) in matching black and gray. The
author, curious about the employees’ enthusiasm,
was prompted to explore the lived reality of the
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people working there. It became clear that people
didn’t really have a life outside of their work. Many
were divorced or separated. “One executive said
that he only went home to change clothes, adding
that he might just as well stay at work using the
facilities in the wellness center,” the author wrote.
It’s the perfect example of a company that is
externally portrayed as an employer of choice, but
the internal reality is something quite different.

IF A BRAND IS LEVERAGING AN
EMOTIONAL CONNECTION, IT NEEDS TO
PRACTICE WHAT IT PREACHES.
This is possibly even more important for employees
of a brand than it is for their consumers. After
all, they are the people influencing, creating and
building your product. There’s no shortage of
research proving the relationship between company
culture and performance. By hiring employees
based on their ideological alignment to your
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company mission rather than their raw skill set,
you can begin to build a brand loyalty seen in the
consumer world.

Shape your incentives and benefits to reward
mission-related achievement, reinforcing the
behavior.

This is something that IBM has a legacy of doing
well. A 1973 global survey of IBM found that, despite
national and regional nuance, employees had more
in common than they had expected; they behaved
and acted similarly. The researcher Geert Hofstede
concluded that organizations had a personality,
meaning that the character of the organization was
constant even when employees come and go. This
“character” – which exists to a greater or lesser
extent at all organizations – is what we now refer
to as company culture, which, in its simplest form,
describes “the way things are done around here.”

Benefits and rewards typically recognize individuals
for personal achievement. If your business success
is reliant on entrepreneurship or collaboration,
find ways to identify and recognize those behaviors
instead of arbitrary targets.

SO, WHAT CAN EMPLOYERS LEARN
ABOUT COMPANY CULTURE FROM CULT
BRANDS?
Develop an employer value proposition (EVP) that
shows everyone the give and the get for being part
of your mission, as well as an employer brand that
brings it all together.
This helps candidates and employees understand
the emotional contract of your organization. It
helps the wrong people self-select out of applying
and gives your employees something to believe
in – whether that’s encouraging more people
to exercise, bringing healthcare to millions or
developing the technology solutions of the future.
Assess candidates against the company vision and
values, rather than just competency.

Build a community around your brand.
At a time when trust in corporations is declining
and social media algorithms make it more difficult
for your followers to see your content, employee
advocacy is vital. On average, employees have a
network that’s 10 times larger than your company’s
follower base. What’s more, brand messages are
shared 24 times more frequently when distributed
by employees as opposed to the business account.
Engaging employees throughout your EVP process
naturally builds brand champions who can leverage
your brand. Encourage them to share examples of
your brand values on social media and be advocates
when talking to suppliers or clients, or attending
conferences and events.
But, above all ...
If you are going to stand for something as an
organization, make sure your actions align with your
words.
Just as believers can build a brand, they can also
tear it apart.

When values are well-embedded in an organization,
they help people make decisions that are right for
the business and encourage the behaviors that will
help you achieve your mission. It’s easier to upskill employees than to change what they believe
in, so recruit those who have the right behaviors to
succeed, rather than those who have done a role
before. Even though colleagues and managers will
move on and new people will join, if the ethos and
values are embraced, the culture will remain.
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CREATING A COMPELLING EMPLOYMENT
OFFER
By CHRIS GREEN
Head of Candidate Generation

Talent acquisition teams and hiring managers are
always on the hunt for candidates who check all of the
boxes: the five-star talent with all of the right skills
and experience to excel in a role, but who also fits the
culture of the employer. When these candidates are
screened, interviewed and assessed, they pass each
phase of the process with flying colors, leaving hiring
managers eager to extend an offer of employment.
However, there is one catch: will the candidate accept?
When you make an offer to a candidate, you hope
they want the position as much as you want to hire
them. But, sometimes, you nurture a great candidate
through the entire recruitment process only for them
to have a change of heart. Candidates declining job
offers can be disheartening for recruiting teams –
and costly for organizations trying to fill vital open
positions. In this article, we’ll cover candidate
expectations and key points in the employment offer
process, as well as explain how to connect with
candidates on a more personal level.

MEETING CANDIDATE EXPECTATIONS:
THEN & NOW
Candidates Expect an Inviting Company Culture
In the past, candidates applied for positions
without knowing or expecting to know much about
an organization’s inner workings or culture. As a
result, when candidates were extended an offer, an
organization’s culture played less of a role in whether
they would accept the position.
But now, candidates want to know about the work
environment and company culture so they can assess
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whether they think the organization is a good fit.
Help candidates get that information by having a
section on your careers page that provides cultural
insights into your organization, and include videos
and images that display what it’s like to work for
you.
Candidates Expect Greater Transparency
It used to be that a candidate applied for a job, sent
in their résumé and waited patiently for a response
from the employer. All too often, candidates were
left in the dark regarding timelines, with few ways
to find out where they were in the hiring process.
Now, candidates expect rapid responses to their
inquiries and greater transparency into a potential
employer’s hiring process. Therefore, make sure
that you inform the candidate about when they
can expect an offer or rejection and deliver on it.
This shows that the organization is respectful,
responsible and disciplined. Plus, if you make
transparency a core piece of your recruitment
strategy, you can improve your offer acceptance
rate.
Candidates Expect More from Your Employer
Value Proposition
Your employer value proposition (EVP) is the
distillation of what you offer candidates and what
you expect in return. In the past, organizations
relied heavily on brand recognition and
compensation as their primary EVP. But, more
than ever, candidates expect flexible work options,
formal succession planning, mentorship programs,
open communication and real-time feedback to be
part of an employer’s value.
Before candidates reach the offer phase, make
sure you have clearly communicated what makes
you different as an employer. When candidates
understand your story and how you view your role
as an employer, they can get a picture of what they
can expect if they accept your offer.
Plan ahead to ensure that candidates have
information about the team they’ll be working with

and the types of projects they’ll work on. When
appropriate, you can also create an opportunity
for the candidates to meet their future coworkers
during the recruiting process.

COMPENSATION, BENEFITS & PERKS
Presenting benefits and compensation begins with
your job postings. According to a survey conducted
by Glassdoor, more than half of the respondents
listed salary (67%) and benefits (63%) as top factors
they looked for in job ads. By listing the salary
range, benefits and perks this early on, you are less
likely to lose a candidate at the end of the process
solely because the salary and benefits offered are
less than they are willing to accept.
When making a job offer, begin with an in-depth
discussion with the candidate to determine
which benefits and perks they value the most;
it may be possible to create an offer package
that is personalized enough to meet their needs.
Furthermore, it’s important to know the difference
between a perk and a benefit, as they are two
different categories of non-wage compensation
items.
Benefits
Benefits are best described as a form of non-wage
compensation that complements salary. Health
insurance, transit assistance, stock options and
retirement contributions are some of the most
popular benefits offered by organizations.
Perks
Perks are above-and-beyond offerings that may
sway a candidate to value one organization over
another. Think about these as the “icing on the
cake.” Perks at work may include a company car;
retail discounts; summer hours; gym memberships;
standing desks; and off-site, team-building
activities.
Non-Traditional Perks & Benefits
A survey released by TriNet found that 91%
of respondents at small- and medium-sized
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businesses view non-traditional benefits as an
important aspect of their job satisfaction. According
to the survey, non-traditional benefits include
perks such as flexible work schedules, commuter
benefits, unlimited paid time off, paid volunteer
time, remote work options and more.
If your organization offers non-traditional perks
and benefits, leverage them to sweeten job
offers. These days, candidates are becoming less
concerned with salary alone and more concerned
with overall compensation – including a better
work-life balance and greater workplace flexibility.
If your organization offers employees access to a
gym, the option to work from home or other alluring
perks, make sure to mention these when discussing
benefits with candidates.
Entwining Benefits & Employer Branding
Fusing your benefits package with your employer
brand gives your benefits program a distinct
identity and purpose aligned with your core
values. It’s something that candidates should be
able to recognize in every aspect of your benefits
presentation. In particular, your benefits mission
statement should be clear and concise, but also
unique to your organization. Strive to make it a
natural extension of your broader organizational
values. For instance, if excellent customer service
is an area of focus at your company, craft your
benefits mission statement to highlight how your
benefits seek to anticipate and meet the needs of
employees.
A financial services client of PeopleScout’s is
one example of blending employer branding
and benefits. Specifically, the client provided a
comprehensive and generous maternity leave
policy for expecting mothers. However, when
communicating its maternity leave policy, the
benefit wasn’t featured in a way that effectively
highlighted the company’s commitment to
supporting new parents. While informative and to
the point, this approach to educating employees
about the policy was misaligned with the client’s
employer brand of empowerment.
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PeopleScout worked with this client to craft new
and more brand-aligned communications about the
maternity leave policy. The new messaging shared
in the excitement of expecting employees, while
also highlighting the challenges expecting mothers
faced in the workplace. Employee communications
about the maternity leave policy centered on the
values of empowerment and support for employees
– inside and outside of the organization’s walls.

ENGAGING & COMMUNICATING WITH
CANDIDATES DURING THE EMPLOYMENT
OFFER PROCESS
Initial Conversations
Once you’ve decided on a candidate, don’t waste
time reaching out and sharing the good news.
Otherwise, the candidate may accept a position
elsewhere or develop a negative attitude about your
organization if they are left waiting too long.
When you contact the candidate, discuss the details
of the job offer. If the candidate is satisfied with your
offer, ask for verbal acceptance and let them know
a formal offer of employment will be sent shortly.
Follow-Up & Keeping Candidates Warm
After verbal acceptance of your offer, stay in
contact with the candidate to keep them engaged
and interested in the role. When following up,
don’t be overly eager or too pushy; instead, allow
the candidate some time to think about your offer.
While the candidate considers your job offer, stay
in touch through the candidate’s preferred method
of communication. The purpose of your followup correspondence should be to reinforce your
enthusiasm about having the candidate join your
team.
Follow-ups with new details about the offer, like
“You will be working at X location” or “Would you
prefer to work on a Mac or a PC?” allow you to
stay connected while relaying information that is
relevant to the candidate. What’s more, keeping
in touch enables you to continue to build a positive
relationship with candidates after the offer.
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The Official Offer Letter
An offer letter represents the final stage in your
recruiting process and is the legal document that
defines the employment relationship between your
organization and the candidate. For those reasons,
it is critical to get it right.
Think of the offer letter as a formal invitation for
the candidate to become an employee of your
organization. Like any invitation, your offer letter
should send a warm and positive message to the
candidate. Articulate a friendly, welcoming tone and
indicate your anticipation of the candidate’s future
contributions to your organization. The offer letter
should inform candidates of their compensation and
benefits, as well as include a description of their
role and responsibilities.
Consider creating multiple templates for offer
letters, especially if you have distinct categories

of employees. Then, personalize them to match
the candidate and to ensure that each candidate
receives the right information for their situation.
Organizations that want to fill open roles with
qualified and talented employees need to approach
recruitment in the same way that sales and
marketing teams approach engaging and closing
clients. Look for creative ways to show why your
organization is a great place to work.
And, finally, solicit and provide feedback to
candidates; this communicates that you value their
input and that your organization – like the candidate
– is using the exchange as a teachable moment
meant to foster growth, which is an indicator of
a positive workplace culture. By focusing on your
brand, culture and benefits, as well as keeping in
touch with candidates, you’ll maximize your ability
to land – and keep – the best talent.
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2020 TECH TRENDS
ARTIFICIAL INTELLIGENCE includes machine learning, deep learning and automation. Talent
technology platforms integrate AI to streamline time-intensive tasks.
87% of senior executives believe
AI is important to achieving overall
business objectives.

Through AI, recruiters can find candidates faster,
while candidates can receive consumer-like
branded employer experiences.

Source: Forbes Insights

AUTOMATION continues to grow,
replacing low-value, manual tasks with
more strategic ones. How can employers
achieve the right balance between
automation and human interaction?

For more on automation, read our article on page
36 and watch our webinar, “The Dos and Don’ts
of Automating Your Candidate Experience” ondemand at peoplescout.com/webinars.

BEHAVIORAL ANALYTICS helps explain why people take certain actions. This form of analytics can
target passive candidates, as well as help predict candidates’ future success.

Source: McKinsey

The CANDIDATE EXPERIENCE differentiates
and bolsters employers’ brands.
Organizations that do not improve their
candidate experience may negatively affect
their ability to hire talent.

Organizations that use behavioral
insights outperform peers by 85% in
sales growth.

27% of candidates who
have a bad experience
would “actively discourage
others to apply.”
Source: LinkedIn

PRIVACY in the digital age and the way organizations handle candidate information is an ongoing
concern made more complex across the digital and international world.
GDPR’s Effect Since Implementation
Large UK companies spent
$1.1 billion collectively on GDPR prep.
Source: www.varonis.com/blog/gdpr-effect-review/
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Large American companies spent
$7.8 billion on GDPR prep.
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IN 2020, THE INFLUENCE OF TECHNOLOGY IN TALENT ACQUISITION WILL
CONTINUE TO GROW IN EACH STAGE OF THE RECRUITMENT CYCLE.
Many in the industry expect technology to play an increasingly large role in recruiting activities in the next
three years.
HOW DO YOU EXPECT THE ROLE OF TECHNOLOGY TO CHANGE?
SOURCING / OUTREACH

SCREENING

APPLICATION

2% Decrease
11% Stay the same
87% Increase

1% Decrease
15% Stay the same
83% Increase

1% Decrease
16% Stay the same
83% Increase

Source: Deloitte Global Human Capital Trends survey, 2019.

WHILE THE CROWDED TALENT TECH WORLD EXPANDS, A FEW
TECHNOLOGIES WILL CONTINUE TO DOMINATE THE RECRUITMENT CYCLE
THIS YEAR: ANALYTICS, AI, BLOCKCHAIN AND RPA.
RPO service providers are creating a digital ecosystem using third-party technology providers to provide a
seamless experience to hiring managers and candidates.

Analytics

Blockchain

RPA

Artificial
Intelligence

Source: Recruitment Process Outsourcing (RPO) Annual Report 2019: Steering 3D Growth on the Tides of Talent Shortage, RPO Annual
Report, page 50, August 2019, Everest Group.

MAKE SURE TO CHOOSE THE RIGHT TALENT TECH PROVIDER FOR YOUR
ORGANIZATION’S NEEDS
Talent tech growth is driven by the competitive job market and new AI-based solutions.
As an industry, talent acquisition is mid-way through a massive replacement of legacy systems and
looking at more nimble models.
When choosing a tech provider for your project, ask questions, understand the vision of the project, ask
for a road map and agree on the support model.
Source: HR Technology Market 2019: Disruption Ahead, Josh Bersin, Page 50
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DOS & DON’TS OF AUTOMATING YOUR
CANDIDATE EXPERIENCE
By CHAD GETCHELL
Leader of Innovation

On a sleepy Saturday morning, you grab your laptop and spend two hours applying to your
dream job. It’s worth the extra cup of coffee because you like this role and company enough
to ignore the annoyance of a long application. Finally, you submit your application. An instant
later, you receive a reply in your inbox. “We regret to inform you that, after careful review, you
are no longer being considered for this role.”
Maybe that PowerPoint proficiency question you skipped was a disqualifier? With such a
general response, it’s hard to know. In the modern candidate’s world, rigid automation
rules that lead to a message like the one above rarely make sense. According to the Society
for Human Resource Management (SHRM), 82% of candidates report the ideal recruiter
interaction is a mix between innovative technology and personal, human interaction.
Employers should be on notice, too, as 72% of candidates who have a poor experience share it
online, according to the Human Capital Institute.
In this article, we’ll define what automation is, the overall benefits of it, and specific examples
of what to do and not do as the use of automation in talent acquisition grows.

WHAT IS AUTOMATION?
Automation is not new, but it is rapidly evolving. In the industrial revolution, for example, local
weavers were replaced by machines that could perform the same tasks in factories. This was
an example of a manual task that was replicated into a process and automated. At its most
basic definition, automation is:
“The technique of making an apparatus, a process or a system operate automatically.” – Merriam
Webster
What, then, is the relationship between automation and artificial intelligence (AI)? The two
terms are sometimes confused and used interchangeably, but AI is defined as:
“ ... the simulation of human intelligence in machines that are programmed to think like humans and
mimic their actions.” - Investopedia
Types of AI include machine and deep learning. Machine learning involves computers that
learn without being explicitly programmed; an example of this is sentiment analysis, in which
computers make decisions about how individuals feel based on their activity on or off line.
Deep learning is a subset of machine learning that teaches computers to take the next step
and learn in the same way that humans do. For example, machine learning is displayed when
a driverless car recognizes a stop sign and stops.
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Today, modern automation almost always involves AI. Finding and scheduling candidates via
chatbots, for example, is a type of AI-infused automation in the world of talent acquisition.
Automation using AI also includes tasks that were neither quantifiable nor automatable five
years ago – such as measuring the interest level of passive candidates from social media
metrics.

HOW DOES AUTOMATION AFFECT TALENT ACQUISITION?
When designed correctly, the right levels of automation help the recruiter and candidate
create a better candidate experience.
Automation affects recruiters and candidates in different ways. For recruiters, automation
helps reduce repetitive, administrative tasks – such as manual searching or appointmentsetting – to focus more time on meaningful activities, like face-to-face interviews. On the
other hand, automation can help make the process feel more personal for candidates through
customized attention and added convenience in the job search by reducing the time it takes to
apply. As an example, candidates know chatbots aren’t real people, but most appreciate the
instant feedback bots give them.
While automation can be a game changer, there is such a thing as too much or the wrong
type of automation. Each stage of the recruitment cycle has an “automation opportunity,”
as well as an associated risk to the candidate experience; the risk may be low in the case
of automating a candidate’s onboarding experience, for example. In comparison, the final
stage of the hiring process is rarely automated and instead involves interviews conducted by
humans.
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The most effective automation tools have one or more of the following attributes:
1. Ability to reach candidates in more meaningful ways. With automation, recruiters
can have more timely, personalized interactions with candidates. For example, a retail
candidate working at a pharmacy can receive email alerts about new roles matching their
skills at another pharmacy as soon as the roles are posted.
2. Ability to make the hiring process convenient and simple. Long gone are the
applications that take two hours to complete. Instead, candidates fill out auto-populated
applications catered to their interests and backgrounds in just five to 10 minutes.
3. Ability to maximize recruiter productivity. As previously mentioned, automation can
complete more manual tasks – such as passive sourcing 24/7 – freeing up more time for
recruiters to work on activities that benefit from the human touch.
4. Ability to deliver better performance metrics. With more data comes the opportunity to
measure it more effectively. The digitization process helps make these metrics part of the
recruiter’s ongoing dashboards to measure success.

HOW TO AVOID AUTOMATION FLAWS
Automation without the correct supervision can go awry. Consider the programmer who
created a social media profile of a fish that was looking for a job. Algorithms took the bait
and sent this qualified catfish profile requests for interviews based on keywords and a falsely
construed online account. It certainly was fishy.
Here are some common automation mistakes to avoid so you don’t get caught on the hook:
1. Putting your automation on auto-drive without ongoing input can create unintended
bias. While the catfish profile is a more humorous example, you may recall a case study
of what not to do from a leading online retailer. The company was hiring programmers,
and while well-intentioned, accidentally built bias into the program based on patterns in
its database of résumés from the past 10 years – which were mostly male. The company
responded quickly, scrapping the program and retooling its efforts to make its profiles
more gender-neutral. These types of mistakes are not only bad for your recruiting
process and candidates, but can also create issues for your compliance and legal teams,
as well.
2. Too much automation can cause candidates to lose interest. This can occur when
interactions lack a human element, causing candidates to tune out during the hiring
process.
3. Too much communication may make candidates disengage. Once a tipping point is
reached, it’s hard to come back from a failed interaction; most people have experienced
applying to a role and then receiving an influx of unwanted emails. Furthermore,
for candidates looking at multiple job opportunities, less personalized forms of
communication can create a quick change in interest.
How can these automation flaws be avoided? Test every automation step you incorporate
into your hiring process – from both the experience of the recruiter and the candidate – all
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the way through the candidate journey. Are there any gaps you need to review or hazards you
encounter? You can also pilot larger, more disruptive automations with a control group of
internal employees to assess results. Make your mistakes up front, fix them, then release to
a wider audience. If you think your automation strategies could create biases or a negative
hiring experience, stop and retool.
You can also bring your partners along with you on your automation journey. For example,
consider establishing an advisory committee to make sure concerns are alleviated, and
conduct candidate evaluations to make sure the candidate experience is improved.

WHEN AUTOMATION WORKS
So, when is automation helpful? In addition to eliminating manual tasks and creating time
for recruiters to be more strategic, there are five key instances when automation benefits
candidates and recruiters.
Automation helps when:
1. It enhances the candidate experience. An example of this is sending an email to passive
candidates asking them to apply. If this process is automated, the candidate gets an
identical email, but the recruiter can focus time on other recruiting activities, instead of
sending individual emails to multiple candidates.
2. Flexibility or convenience is added to an existing recruiting process. This benefits
recruiters by reducing manual work, by using text reminders to the candidate to select
and systematically schedule an interview, for example. This way, the hiring manager and
the candidate avoid playing phone tag.
3. A recruiter can add a personal touch in an automated way. As an example, candidates
interested in accounting roles can receive personalized content through career pages
and only see positions that apply to their personal skillset when they search.
4. High-volume positions create hundreds of applicants with a short interview process,
such as during the holiday retail hiring season. Quick “yes” or “no” text screens with
lower thresholds can help sort candidates through specific questions, such as availability
and hourly salary requirements. Doing so helps bring in a smaller, more qualified
applicant set to the interview process.
5. Recruiters need to send reminders to a specific group of candidates. For instance,
perhaps you want to invite to a hiring event candidates from the Midwest who have
engineering degrees. In this case, automation rules can help determine a discrete set of
candidates that meet these requirements and then send the alerts on your behalf.
Automation works well in specific parts of the recruiting process, depending on your target
hire. For example, high-volume roles benefit from automated sourcing, screening and basic
assessments, whereas only automating the search for passive candidates may be necessary
for highly skilled roles.

YOUR GUIDELINES TO THE DOS & DON’TS OF AUTOMATION
Keep these guidelines as you scale your automation rules to meet your talent acquisition
goals.

31

PEOPLESCOUT NEXT | Dos & Don’ts of Automating Your Candidate Experience

Do:
• Measure and phase in automation and measure again to determine effectiveness.
•

Involve everyone in the process to determine where automation makes the most sense.

•

Take advantage of A/B testing to help measure different ideas.

•

Treat every situation as unique; don’t assume that what works for one will work for
another.

•

Remember that candidates want a personal touch, and what you don’t automate is as
important as what you do.

•

Use your people to make critical decisions.

Don’t:
• Proceed if it doesn’t feel like it’s best for your candidates.
•

Influence the candidate experience in a negative way.

•

Assume that automating your entire hiring process is the right thing for your business.

•

Make an automation change and assume it will work forever. Always be reevaluating!

Want to learn more about the positives and
negatives of automating your candidate
experience?
Check out this article’s accompanying webinar at
peoplescout.com/webinars.

KEY TAKEAWAYS
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•

Finding the right balance between automation and human expertise is key to
managing the influence of automation in talent acquisition.

•

When designed correctly, the right levels of automation help the recruiter and
candidate enjoy a better recruiting experience.

•

When scaling your automation rules, the most important steps to remember are
to plan, measure, test and phase in your automation changes over time, as well as
make sure that all appropriate parties are involved in your decision-making.

•

Remain cautious and avoid automation elements that could damage the candidate
or recruiter experience.
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LEGAL IMPLICATIONS OF VIDEO
INTERVIEWING & ARTIFICIAL
INTELLIGENCE
By KYLE TRETHEWAY
Senior Corporate Counsel

People have always sought out new employment
opportunities by convincing someone that they are
the best choice. While the art of persuasion has not
changed, technology and customs have shifted rapidly
since the days of papyrus, vellum and fax machines;
what was once strange and new becomes the norm,
while the tried and true seem outdated. For instance,
going door to door with the classifieds in search of
work seems as absurd now as recording a video
interview on your phone would have been just a few
years ago. As technology matures and hiring practices
change, it’s important for employers to understand the
new solutions being put into place.
This article explores video interviewing and related
technologies and some of the legal implications to
keep in mind before implementing a new tool as part
of your hiring process. Please note that this article
does not constitute legal advice and does not establish
an attorney-client relationship. If you need legal
advice, please contact an attorney directly.

BENEFITS OF VIDEO INTERVIEWING
The most common form of video interviewing, and the
subject of this article, is asynchronous or one-way
interviewing, in which the candidate records answers
to a series of predetermined questions on a laptop or
smart device as part of the initial screening process.
The recruiter or hiring manager is then able to review
the candidate’s video and see how the questions were
answered. There are a number of advantages to this
approach to the hiring process.
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PeopleScout’s Affinix™
The video interview and digital assessment capabilities of PeopleScout’s proprietary talent technology,
Affinix, provides our clients with a clearer picture and more insight into potential employees. This
simplifies the screening process, allowing PeopleScout to share top candidates with hiring managers
faster. The video interview process embedded within the Affinix platform is easy to use:
Your team creates the questions you want candidates to answer. You can choose a combination
of video, multiple-choice or essay-style questions as part of an assessment.
Candidates respond to your questions just like they would in a face-to-face interview; the only
difference is that the responses are recorded and stored for you to review.
Your team evaluates, reviews and rates responses when convenient. Because responses are
recorded, your team can go over answers as many times as needed, allowing for a more careful
analysis of candidate responses than traditional, face-to-face interviews.
Built on the Amazon cloud (AWS – Amazon Web Services), Affinix is a stable and secure platform.
All information is secured in the AWS cloud for you to access at your convenience. Using the digital
interview capabilities of Affinix is a great way to replace or supplement telephone or first-round
interviews.
Larger Candidate Pool

Speed

The hiring manager is able to review the interviews
of a much larger pool of potential candidates. While
a traditional interview might only be extended to
the top five candidates, video interviewing allows
the hiring manager to review every candidate
who meets their other screening requirements.
Additionally, candidates are not restricted to local
markets, as interviews can be recorded from any
location.

Screening speed can increase with video
interviewing because there is more flexibility for
hiring managers. All questions are preset, so
interviewers don’t need to spend time preparing
for multiple individual interviews or coordinating
schedules. Because the interviews are recorded,
they can also be screened in batches and at
convenient times for the reviewer.

Consistency
The questions asked in the interview are consistent
for all applicants. This allows for clear comparisons
in responses. Furthermore, recording a set of
pre-determined questions prevents interviewers
from getting sidetracked or asking inappropriate or
illegal questions during the interview. Finally, other
decision-makers in the hiring process don’t need to
rely on the impressions of the interviewer because
the videos are available for review by multiple
people.
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LEGAL IMPLICATIONS TO KEEP IN MIND
The advantages of video interviewing and other
emerging technologies help promote a more
consistent process that gives a greater number of
candidates the opportunity to present themselves
for consideration. However, the use of video
interviewing technology does not absolve companies
from their legal obligations in the hiring process
from the risk of discriminatory practices; related
technologies may even increase these risks.
Companies should check with legal counsel, as
well as human resources and information security
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experts, before adopting new hiring practices or
technologies.
Emerging Technologies and Non-Discrimination
Video interviews have been around for a while. But,
as they grow more common, new technologies
emerge to complement them. One such technology
is AI-assisted assessments, which use computers
to analyze responses, facial gestures, intonations
and other displayed characteristics to screen out
applicants that fail to meet the requirements of
the specific algorithm. While technology that can
prevent the hiring manager from having to even
physically watch the interview has a powerful allure,
AI-assisted assessments are not yet proven to be
effective or non-discriminatory. For instance, a
leading online retailer encountered the unintended
consequences of AI screening out protected classes
of employees and determined that such solutions
are not yet feasible. Plus, privacy advocates have
requested government investigations into the
secret algorithms used by a provider of AI-assisted
interview technology. And, in the U.S., states are
starting to look critically at AI-assisted hiring, with
Illinois leading the way with new legislation.
In the U.S., the Equal Employment Opportunity
Commission (EEOC) allows for video interviewing,
but the rules against non-discrimination in hiring
and employment do not change. Meanwhile,
record-keeping requirements apply equally to
video interviews; if a candidate has a disability that
prevents them from providing a video interview,
the employer must provide an alternative method
of applying. And, while it is not illegal to learn of an
applicant’s disability, such knowledge cannot be
used to discriminate against that applicant.
Technology cannot eliminate human prejudices,
and there will always be a risk of discriminatory
behavior by bad actors. However, this risk can be
mitigated to some degree by good processes, which
can include video interviewing for the reasons set
forth above.

INTERNATIONAL CONSIDERATIONS
Internationally, the European Union has one of the
most expansive digital privacy laws in the world. The
General Data Protection Regulation (GDPR) protects
the data of EU citizens, giving them a broad array of
rights including the “right to be forgotten.”
The regulation, which became official in May 2018,
requires companies that recruit and process job
applicant data to reveal all of the information they
have on file about an individual when asked by the
candidate. Under the GDPR, companies must rectify
any inaccuracies and, at the candidate’s request,
delete the information within 30 days.
The GDPR applies to all companies recruiting
Europeans – regardless of whether the company
itself is inside or outside EU borders. Fines for noncompliance to GDPR can amount up to a staggering
€20M ($22.2 million USD), or 4% of a company’s
global revenue, whichever is higher.
What’s more, in Australia, before an Australian
Privacy Principal (APP) entity discloses personal
information to an overseas recipient, the entity must
take reasonable steps to ensure that the overseas
recipient does not breach the APPs in relation to the
information (APP 8.1).
An APP entity that discloses personal information
to an overseas recipient is also accountable for
any acts or practices of the overseas recipient in
relation to the information that would breach the
APPs (s 16C).
New technology will not eliminate the need for
employers to have a compliant hiring process
or absolve them from decision-making. But,
carefully selected solutions like asynchronous
video interviews can bring significant advantages
for both hiring managers and potential employees.
With more candidates able to apply and a more
consistent experience for both sides, video
interviews can benefit everyone.
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PEOPLESCOUT’S RESOURCING 2025

Inside London’s Science Museum at

Resourcing 2025.

The entrance to PeopleScout’s Resourcing 2025 at London’s
Science Museum.

Imagine artificial intelligence that can source
qualified candidates with near-instant speed
and help improve outcomes for recruiters and
candidates by making applying for a job simpler and
more convenient. This is not a vision of the future
or the wishful thinking of talent acquisition and
workforce management leaders. This is real and
existing technology — and it is transforming the
world of talent acquisition as we know it.
In September 2019, PeopleScout introduced its
award-winning Affinix™ technology in Europe to
help employers expedite and simplify the process
of acquiring new talent. The power of Affinix was
on display at PeopleScout’s exclusive Resourcing
2025 event at London’s world-renowned Science
Museum.
Resourcing 2025 brought together industry leaders,
analysts and prominent technology experts to
consider the future of talent acquisition. At the
event, attendees explored the rapidly evolving
recruitment landscape and the way that AI and
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other technologies can benefit and challenge the
way we engage with talent.
Resourcing 2025 featured keynote speaker Dr. Rand
Hindi, a data scientist and entrepreneur. Dr. Hindi
described recent developments in AI and machine
learning and their implications on the talent
landscape of the future. He shared that, for the best
results, AI and humans will need to work together
to make recruitment decisions. AI provides speed,
accuracy and algorithms, while humans contribute
empathy, emotional intelligence and the ability to
solve logical paradoxes.
Based on the lively discussion that occurred that
evening and in follow-up on how to strike the right
balance between human and machine, we expect
this to remain a hot topic in 2020 and beyond.
Listen to Dr.Hindi’s presentation on
our Talking Talent podcast at
peoplescout.com/podcast.
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Andrew Wilkinson, Executive Leader, Group
Managing Director - EMEA & APAC, presenting at
Resourcing 2025.

Dr. Rand Hindi speaking at Resourcing 2025.

Allison Brigden, Global Leader of Affinix Success & Strategy, presenting at Resourcing 2025.
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TALKING TALENT LEADERSHIP PROFILE
A Q&A with JENNIFER MATTOCKS
Executive Leader, Managing Director of the Americas
By NICOLE FUQUA
Trend Writer

The roles of talent acquisition and HR are changing. When you
talk with Jennifer Mattocks, it’s clear that she’s here to lead that
change. PeopleScout’s Executive Leader of the Americas, Jennifer is
the daughter of an artist and a mathematician – part creative, part
analytical and constantly looking for better ways to work.
Jennifer doesn’t come from a traditional recruitment process
outsourcing (RPO) background. With more than 20 years of
experience leading enterprise client management and strategic sales teams in HR advisory services and
talent assessment, Jennifer has a broad view across the HR function and has seen firsthand the way it’s
transforming. She has a deep understanding of not just talent acquisition, but also the full employee lifecycle.
We spoke with Jennifer at our Chicago headquarters about the changes headed for HR, the forces behind
that transformation and what organizations should be doing now to be ready for what’s next.

WE’RE STARTING A NEW DECADE WITH
HISTORICALLY LOW UNEMPLOYMENT.
HOW SHOULD EMPLOYERS APPROACH
THEIR WORKFORCE PLANNING?
Thinking about the skills shortage, there have been
a few statistics that have caught my eye. One is
that the World Health Organization predicts that
there will be a worldwide shortage of 15 million
healthcare workers by 2030. That’s not far away.
This is an issue that we need to focus on now.
Another is that, according the Department of Labor,
17.4% of workers in the U.S. are now foreign-born,
and it’s rising. That means we need to have a global
perspective when we’re looking at our workforce.
As it relates to the skills shortage, employers
should be thinking about the influence of significant
shifts in the talent landscape and how they address
them in their workforce planning strategies.
Strong talent pipelines will hinge on the idea of
the fluid workforce – the idea of non-linear career
development – and making sure that we have
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programs in place to have the right skills at the
right time in the right place.
One way to adapt to the challenges that we’re
facing in finding the right talent is through a total
workforce solution, which allows employers the
flexibility to be able to address skills shortages
and low unemployment. For some industries,
healthcare included, that means we need to look at
ways we can find talent with relevant skills through
non-traditional channels. Then, by closely tying
training and development with talent acquisition,
we have the ability to realign talent to roles and
responsibilities that fit with their current skills.

HOW DO YOU SEE THE ROLE OF HR
TRANSFORMING TO ADAPT TO THE
CHANGING WORLD OF WORK?
One role of HR is matching people’s skills to work.
As HR and talent leaders, we know we cannot
assume that when an individual is placed in a role,
that is what they will do – or want to do – for the
rest of their career. Creating nimble career paths
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and opportunities for ongoing development will
be critical to the success of any HR leader going
forward.
An example to illustrate the change we’ll see from
HR is through how we approach career pathing.
Right now, we have a career ladder that goes from
bottom to top. That ladder is going to be flipped
on its side – and it already has, to some degree.
Individuals are seeking different skillsets or
opportunities to develop within the organization,
which doesn’t always translate to a linear career
progression. Employees also want to have
stronger ownership and input into their own career
development; we see this characterized by input
particularly from the millennial and Gen Z talent,
who are just starting to enter the workforce and
seek variety in opportunity.
I also anticipate that we’ll see the idea of the
external gig economy brought in house. Meaning,
HR will serve as a hub that is responsible for
moving talent throughout an organization based on
individual skillsets, the work that needs to get done
and the way talent wants to work. With that, HR
as a function will change, and the skills needed to
succeed in HR will change, as well.
To this end, I see the need for a much tighter
connection, even blending, of talent acquisition
and talent development roles. Not only is HR
responsible for nimbly fulfilling the talent needs of
the business to deliver on the work that needs to get
done today, but HR is also responsible for providing
structure, resources and tools for the development
of talent pools for the future. So, we will see HR
marrying those two roles to a degree we haven’t yet
seen.

WHAT IS THE ROLE OF TECHNOLOGY IN
THE CHANGING WORLD OF HR?
HR leaders first need to have a thoughtful strategy,
then make sure the technology supports and
enables the strategy. With a strategic foundation
in place, technology will facilitate the ability of
organizations to do three things.

First is to have visibility into and a more
comprehensive understanding of the talent that they
have in place today, as well as the talent pools that
exist both internally and externally.
Second, HR leaders can leverage learning and
collaboration technology to build up the skillsets
that perhaps are missing or need development
within the organization. I think we’ll see a lot more
innovation to come related to this. And third, HR can
utilize technology, AI and analytics to better match
individuals at the right time to the work that needs
to be done.
Technology will also change the HR roles we see
today in a fundamental way. There’s a lot of talk
about certain roles being replaced by technology
and tasks replaced by automation, but we still need
human thought, perspective and ethical input to
drive technology to make the right decisions. The
human touch will never go away and will increase in
importance for organizations to be competitive.

WHAT ARE YOU MOST EXCITED
ABOUT FOR THE FUTURE OF TALENT
ACQUISITION?
We are at the point in which HR and talent
acquisition needs to be prescriptive to drive
success. Then, HR needs to deliver on the needs
of the business while driving the engagement and
productivity of the employees. It’s going to be fun to
see that shift start to be more pronounced.
I think the other really exciting shift is one that’s
personal to me, given the age of my children, and
that’s seeing Gen Z enter the workforce and even
start to enter management. This is a generation
that more naturally and openly drives inclusivity
and values having an ethical decision-making
process behind what they do. They really embrace
technology in novel ways, and having individuals
with those capabilities entering the workforce will
be very exciting for talent acquisition. I think it
will continue to shape how we hire, promote and
develop talent, and I look forward to seeing the
positive changes they bring.
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TALKING TALENT LEADERSHIP PROFILE
A Q&A with JON PORTER
UK Managing Director & Head of EMEA Operational Delivery
By NICOLE FUQUA
Trend Writer

Jon Porter doesn’t have a typical recruiting background. He started
out as an accountant with KPMG and made his way through the
advertising sector before finally landing as the UK Managing Director
& Head of EMEA Operational Delivery. Along the way, he was lucky
enough to work with many organizations with diverse recruiting
challenges – from the British Army and the Metropolitan Police to
Lloyds Banking Group and Diageo. So, when Jon looks at talent
challenges, he doesn’t just look at them as a recruiter; he views them through the wide-angle lens of the entire
business, and he sees them as a storyteller.
Jon shared his story from PeopleScout’s London offices. He explained how the unique and ever-evolving
challenges and opportunities in the UK and Europe will influence talent acquisition leaders around the globe.

WHAT ARE SOME OF THE BIGGEST
CHALLENGES FACING THE UK AND
EUROPE IN TALENT ACQUISITION RIGHT
NOW?
The biggest challenge has been the uncertainty
around Brexit since the referendum in 2016.
Organizations have not had certainty around the
future, and this has influenced decision-making
around how to potentially invest and grow a
business. The focus of government around the
normal investment programs has also been
affected, as much of parliamentary time was
focused on the many Brexit bills progressing
through both houses. It almost felt that the UK
was on pause and we just needed to press the play
button. After the election result of December 12,
2019, it now looks like some of that uncertainty has
been removed. The newly formed government, now
with a working majority, is pushing for a conclusion
of the Brexit debate by the end of 2020.

WHAT ARE THE TALENT ACQUISITION
TRENDS YOU’RE SEEING IN THE UK AND
EUROPE TODAY?
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There are some clear trends in the marketplace.
The obvious one is technology. There is a
fragmented and hugely diverse technology
landscape in the UK and EMEA (Europe, Middle
East and Asia), and leaders are looking at how to
better navigate that landscape. How do they make
the most of it – to drive efficiency, cost savings and
better-quality candidates – and optimize the way
they do things?
There is also a trend of organizations looking
at multi-country programs, with a focus around
EMEA. Organizations seem to be looking at talent
more globally and around the concept that talent
isn’t limited by traditional country boundaries or
geography, or even technology. It’s fast-becoming a
boundary-less environment.

HOW IS THE INTRODUCTION OF AFFINIX™
TO EUROPE FITTING INTO AND CHANGING
THE CONVERSATION ABOUT TECHNOLOGY
IN THE REGION?
I think that our timing couldn’t be better. We’ve
had loads of great feedback on Affinix since our
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September launch at our Resourcing 2025 event
at the London Science Museum, and I think it’s
because it provides a flexible solution at a time
when organizations are still a bit cautious about
how they’re going to evolve their technology
solutions. Because Affinix is a middleware, it
affords our clients the opportunity to get the great
technology of the now, but it also provides them
with security for the future. It’s a manifestation of
now to next.

HOW DO YOU TELL A COHESIVE AND
RELEVANT STORY WHEN RECRUITING
ACROSS BORDERS?
Finding “space” in a busy talent marketplace
is hard; differentiating one company offer from
another requires a deep understanding of brand
and channel. Developing target personas, and
understanding how they live their lives and how
to create a one-to-one dialogue is essential. At
PeopleScout, this approach and understanding is in
our DNA. It’s how we think.
When looking at cross-border campaigns, we
first consider the message – the employer
brand promise; the value exchange between the
organization and the candidate – the deal. This
message needs to be authentic across all borders.
It needs to reflect the lived experience of employees
within the organization. It can be aspirational;
however, it can’t be an exaggeration of the truth.
That can only lead to unfulfilled expectations,
reduced engagement and increased attrition.
The art of the storyteller is to deliver a consistent,
overarching message while accommodating the
nuances of the countries in which it needs to be
delivered. The language, tone, imagery and cultural
touchpoints may change, but the essence of the
promise remains consistent. Good recruiters
understand how to bring the story to life in
conversation with candidates and yet remain true to
the organizational narrative.

WHAT ARE SOME OF THE LESSONS FROM
THE UK AND EUROPE THAT LEADERS

IN OTHER REGIONS SHOULD BE PAYING
ATTENTION TO?
Many organizations have a structured view around
their approach to talent and where they think
hires might come from – whether it’s specific
geographies, sectors or universities. I think one of
the things that we’re doing in Europe – which does
seem to be a message that’s landing elsewhere –
is that we need to be more open-minded and a bit
more conscious around things like social mobility
and inclusivity.
Organizations are looking past the barriers of
geography, society and technology. They’re seeing
that talent is going to be pivotal to the evolution of
business. That’s driving a mentality of embracing
talent without any boundaries and taking a more
progressive and equitable view of talent.

WHAT ARE YOU MOST EXCITED
ABOUT FOR THE FUTURE OF TALENT
ACQUISITION?
The speed of change in talent acquisition is going
to accelerate. Technology is absolutely going to
fuel that acceleration. Clients are going to have
greater and greater expectations, requiring more
dynamic talent acquisition strategies. That will be
driven by the fact that talent will be even more of a
differentiator for organizations.
We’re also going to see employer brands and
employer value propositions (EVPs) play an even
greater role in the hiring process. The EVP is going
to become the cornerstone of the people agenda
– so, not just recruiting, but also learning and
development, organizational design and more. How
does the EVP play into the culture and behaviors of
the organization?
Additionally, the vast majority of jobs that will be
created five to 10 years from now probably don’t
even exist today. So, there will be the evolution of
new job roles, new technologies, new demands from
organizations, and new challenges in the world and
political landscapes. This makes talent acquisition
an exciting place to be.
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HIRING FOR HIGHLY SKILLED WORKERS &
HARD-TO-FILL JOBS
By NATALIE CROFT
Talent Acquisition Manager

When facing a tight and highly completive talent market, employers find it even more difficult
to hire for hard-to-fill specialized roles. What’s more, the dearth of highly skilled talent in
critical industries can lower an organization’s productivity, which, if left unabated, could have
a major effect on the global economy.
According to a Society for Human Resource Management (SHRM) report, vacancies for jobs
requiring highly skilled workers or in-demand skills are among the most difficult to fill. The
talent acquisition professionals surveyed in the report said the following job categories were
most difficult to recruit:
46%
33%

33%

31%

27%
24%

Scientists and
mathematicians

Skilled
trades

Engineering &
architecture

IT/computer
specialists

Executives

High-skilled
technicians

In this article, we’ll cover how organizations can identify, source and hire highly skilled talent
more effectively.

CREATING CANDIDATE PERSONAS FOR HARD-TO-FILL JOBS
Before you source, recruit and hire highly skilled talent, you must first outline the skills,
attributes, experience and tendencies of your ideal candidate by creating a candidate
persona. A candidate persona is a semi-fictional illustration of a candidate who exemplifies
what you are looking for in a specific role. An accurate candidate persona will help your talent
team tailor its strategies and approach to best suit the talent you are looking to hire. This is
especially important when recruiting highly skilled candidates who have diverse and unique
requirements, drivers and employment expectations.
Your candidate persona needs to answer key questions. Begin by answering these questions
using existing data from your applicant tracking system (ATS) and customer relationship
management (CRM) databases on candidates and employees. You can also interview current
employees – especially those who align with your ideal candidate – for their feedback.
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Below is an example of a candidate persona template:
JOB SEARCH

SOFT SKILLS

HARD SKILLS

How do they search for
jobs?
•
Active or passive
•
Mobile, desktop,
family, professional
networks

What are their main
personality traits?
•
Communication
skills
•
Teamwork
•
Flexibility
•
Eagerness to learn
•
Self-motivated

Primary hard skills and
attributes
•
Education
•
Professional
certifications
•
Licensing
•
Professional
experience

OBJECTIONS

CHANNELS

MOTIVATIONS

What would cause them
not to want to work for
your organization?
•
Company culture
•
Poor candidate
experience
•
Desire to change
jobs

Where do they search for
jobs?
•
Social media
•
Referrals
•
Job boards
•
Career pages

What motivates them?
•
Company reputation
•
Mission and values
•
Company culture
•
Professional
development
•
Work environment
•
Career
advancement

BIOGRAPHY
Who is your ideal
candidate?
• Age
• Geography
• Job title
• Salary range
GOALS
What goals will they
accomplish through
changing jobs?
•
Life goals
•
Career
aspirations
•
Salary
•
Title and role

INFLUENCES

Who or what will have the greatest influence on their decision-making?
•
Family, friends and coworkers
•
Current employer
•
Career path and expectations
•
Economic and financial factors

Make sure your personas are representative of actual human beings – rather than a
portrait of an overly idealized, fictional candidate. Also, be cautious when creating candidate
personas; giving your personas names and pictures to make them seem more realistic and
multi-dimensional is great, but it may also lead to bias. Instead, keep personal identifiers to a
minimum to avoid discrimination and maximize diversity.

SOURCING HIGHLY SKILLED CANDIDATES FOR HARD-TO-FILL JOBS
Leveraging Social Media
LinkedIn is a favorite social media recruiting tool for talent professionals. However,
oversaturation is the predominate reason that many hiring managers claim that recruiting
on LinkedIn has become less effective. Despite being inundated with competitors, LinkedIn
is still one of the most important tools in a recruiter’s toolbox. However, sourcing talent on
other social media is also a vital part of a modern recruiting strategy.
•

Twitter: Use Twitter’s advanced search function to hunt for user profiles that use
industry-related keywords and hashtags. Then, refine your search based on location and
other important criteria. For example, if you’re looking to fill a developer position, search
Twitter for specific software- and developer-related keywords within your organization’s
target market. This search can uncover developers in your area with the experience
you’re looking for.
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•

Facebook: Facebook’s targeted search
capabilities enable you to find high-quality,
skilled workers who align with specific criteria.
For example, if you search “copywriters with
packaging marketing experience,” Facebook
will return a result with matching profiles.
Reach out to these candidates to see if they
would be interested in interviewing with your
organization.

The power in using your social media accounts goes
beyond sourcing candidates for hard-to-fill jobs; you
can also showcase your organization’s employer
brand and culture to entice and engage talent.
Employee Referrals
To gain a competitive edge, look to your employees.
An employee referral program can help your
organization expand its network with a ready-made
talent pool. Employees have contacts with former
classmates and co-workers, and their referrals are
more likely to be qualified and a good fit with the
company culture.
Additionally, consider posting open positions in
office areas, announcing openings at company
meetings and sharing them in company-wide
communications to help employees keep referrals
top of mind. Also, regularly remind employees
about the rewards for referrals, such as financial
compensation or other perks. Even if a referred
candidate is not a good fit for a particular position,
you can still consider them for different roles, which
can help supplement a robust talent pipeline.
Leverage Recruiting Automation & AI Tools to
Source Candidates
Innovations in talent technology have transformed
every phase of the recruiting process. One phase
that has seen enormous change due to technology
is candidate sourcing. Candidate sourcing is the
most important phase in recruiting highly skilled
talent because the talent pool is more constricted.
Today, talent tools powered by artificial intelligence
can locate passive candidates for hard-to-fill jobs
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much faster and more efficiently than ever before.
AI technology crawls the internet to collect and
analyze a wide variety of candidate data – from
résumés to social media activity. Based on this data,
AI-based tools can help make predictions about
which candidates will be open to switching jobs,
making it easier for recruiters to prioritize those
candidates.

SELLING YOUR HARD-TO-FILL JOBS
When it comes time for the interview, you’re not
just interviewing highly skilled candidates; they’re
interviewing you, as well. To effectively “sell”
your opportunities, outline and communicate the
benefits of working for your organization. Effective
communication on the front end can save your
company significant time and effort.
Understand What It’s Like to Work for Your
Organization
To properly sell the role, make sure that you have
an accurate view of your organization from the
perspective of your employees – both current
and former. Consider deploying surveys to obtain
feedback from current employees and make sure
to conduct exit interviews with departing talent.
Take the feedback you receive and craft an objective
report of your employee experience. When you
understand the day-to-day experiences of your
current and former employees, you can better sell
an accurate and positive depiction of what it’s like to
work for your organization.
Understand Your Employer Value Proposition
Your employer value proposition (EVP) is what you
are selling to the candidate. Recruiters and hiring
managers need to know – and be comfortable
articulating – the value proposition of your
organization. In other words, you need to answer
the question, “Why would someone want to work for
you in this position?” Your EVP includes a range of
tangible and intangible benefits of working at your
organization, such as: work/life balance, flexibility,
culture, values, compensation and benefits. Know
the benefits of working for your company, and make
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sure that you effectively “sell” it to highly skilled
candidates.
For instance, PeopleScout helps a client to
maximize its employer brand to attract a healthy
pipeline of top talent. The client, which has a
global presence in the construction industry,
works with PeopleScout to highlight its unique
culture to potential employees. During the hiring
process, hiring managers communicate the client’s
mission of: minimizing environmental impact and
maximizing sustainability; creating innovative
approaches to complex industry problems; and
promoting the well-being of its employees.
As an example, the client offers three days of
“well-being” PTO that can be taken in addition to
the traditional leave offered by the client. These
days are seen as necessary for employees working
in a physically and mentally taxing industry, and
illustrate the client’s commitment to the wellbeing of its staff. What’s more, the client also offers
multiple flexible work arrangements to increase
work-life balance – a prudent, yet uncommon,
benefit in the industry. By helping our client weave
in its mission, culture and brand into the recruiting
process, the team has been able to establish the
company as an employer of choice for highly skilled
talent.
Careful Not to Oversell
In addition to the perks, it’s also important for
candidates to have an objective understanding
of the challenges that may come with working
at your organization. You don’t have to paint an
unflattering picture of the job, but it is important to
provide accurate information up front. Overselling
or omitting information will start the employment
relationship off on the wrong foot should they
accept your offer, and could lead to higher turnover.
It won’t take a new hire long to figure out that what
they were told before they were hired is not the
reality of the role. For example, if your role requires
irregular or long hours, communicate that to the
candidate.

This allows the candidate to make a fully informed
decision and mitigate the risk of immediate
disengagement.

WHAT CANDIDATES WANT TO KNOW
Just like you want to know about a candidate’s
background and experience, highly skilled
candidates also want to know what they can
expect from employment at your organization. In
particular, during the recruiting process, they may
be interested in:
•

The candidate’s potential for growth: Highly
skilled candidates want to know how leaping to
a new organization is going to benefit them –
especially in relation to the growth and overall
well-being of their careers.

•

The role’s potential for growth: Candidates
may want to go beyond the position in its
current form and discuss what the position
could be and how the role ties into the
organization’s plans for the future.

•

Your organization’s potential for growth:
Highly skilled candidates want to be part
of a winning team, so show them how your
organization is driving success.

•

Your organization’s culture: Candidates want
to know that the position is going to be a good
fit, and that includes how they fit into your
organization’s culture.

The evolving landscape of talent acquisition
requires a more proactive, multi-touch approach
to attracting highly skilled talent and converting
them into applicants and, ultimately, hires. As the
global economy continues to grow and the demand
and competition for highly skilled talent rises as
a result, organizations need to stay abreast of the
scope of talent available in the market.
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GLOBAL ECONOMIC SNAPSHOT:
DECEMBER 2019
By STAFF WRITER

UNCERTAIN TIMES & AN UNEVEN ECONOMIC LANDSCAPE
The closing months of 2019 brought to a close a decade of strong economic growth and
robust labor markets for many of the world’s leading economies. However, the disruption
caused by trade disputes and uncertainties have produced the first signals that this long
period of sustained expansion may be coming to an end. Among the unresolved issues that
continue to affect the global economy are:
•

The U.S.-Mexico-Canada trade agreement, which was negotiated to replace NAFTA, has
yet to be ratified by the legislature of all three nations.

•

The ongoing trade war between the U.S. and China, the world’s two largest economies,
continues and may continue into 2020.

•

Uncertainty over Brexit continued until the UK election on December 12, which very likely
cleared the way for its departure from the European Union. Even with a firm Brexit date, a
final trade agreement with the European Union has yet to be completed, and negotiations
will be closely watched.

While job growth continued unabated in many key economies, the growth came at a slower
pace than in 2018. Some of the most developed economies saw the period of sustained job
growth halted and some unemployment rates began to climb. In addition to trade uncertainty,
political upheaval and natural disasters also had negative effects on important economies in
far-flung parts of the world.

SLOWING JOB GAINS & JOB LOSSES MATERIALIZE
The U.S. economy added 266,000 jobs in November and posted an unemployment rate of
3.5%. November’s results capped 110 months of continuous job growth, the longest period
of sustained expansion in the nation’s history. The year began with an unemployment rate of
4% in January, which was the highest level all year. After hitting a half-century low of 3.5% in
September, the unemployment rate rose slightly in October, only to come down to tie the 50
year record level of 3.5%. While job openings steadily decreased to approximately 7 million,
this level of openings was still larger than the number of unemployed Americans.
Additionally, the average monthly job growth improved to 180,000 per month in the 12 months
leading up to November 2019. However, at the same time, in 2018, the monthly average
of jobs created was 223,000. So, while the job market was expanding, it did so at a slower
pace than it did in 2018. The sectors that lost some jobs or grew at an anemic rate include
manufacturing and retail. And, while manufacturing was disrupted by strikes and ongoing
trade disputes, the diminishing jobs in retail were largely caused by the growth in online
shopping, which has brought about a so-called “retail apocalypse” in the U.S. and elsewhere.
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Canada’s employment numbers were positive in much of the first half of the year and grew
worse as the year wore on. After losing less than 2,000 positions in October, Canada’s
economy shed 71,200 openings in a single month in November. While more than half of
those (45,000) were lost in Quebec, other provinces also lost jobs and none had any notable
job gains. Canada’s unemployment jumped 0.4% in November alone, reaching 5.9%. From a
national perspective, the weak job outlook was not confined to manufacturing and retail as
it was in the U.S.; although these were certainly weak in Canada, as well, it also extended to
most major sectors of Canada’s economy.
In Europe, the economic landscape was mixed, with most major markets posting low
unemployment rates that varied little from earlier in the year. In the UK, 58,000 jobs were
lost in the quarter ending in September 2019. This was the second consecutive report with
posted job losses, many of which analysts blamed on the uncertainty surrounding Brexit.
However, the quarter ending in October showed a modest job increase of 24,000 positions,
pushing employment to its highest level ever. Yet, even in the months when employment fell,
the unemployment rate also dropped to a low 3.8%, which held steady in the August through
October quarter; the UK unemployment rate has not been lower since 1974, well before the
living memory of much of the UK workforce. And, while the results of the December national
election opened the path for a departure from the European Union in early 2020, provisions of
an eventual trade agreement between the UK and the EU remain to be seen.
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Elsewhere in Europe, the Eurozone’s unemployment rate was 7.5% in October, the same as
it was in June, but 0.3% lower than it was at the end of the first quarter. France posted an
unemployment rate of 8.5%, falling from 8.7% in June, while Germany’s low unemployment
rate of 3.1% in October was unchanged from its level in June.
In the Asia-Pacific region, unemployment rates rose in some leading economies, but only
to relatively low levels. During the third quarter, China reported an unemployment rate of
3.6%, a full percentage point higher than in the second quarter. Japan’s rate rose just 0.1%
from June to October, landing at 2.4%. After experiencing considerable unrest, Hong Kong’s
unemployment rate rose to 3.1% in October – from just 2.8% in June. And, in contrast with
the rise in unemployment in other Asian powerhouses, South Korea’s unemployment rate
fell an entire percentage point from June to October, ending at 3%. India also had a drop in
unemployment, falling 0.4% since June, to 7.5%.
The Oceania economies also posted mixed unemployment numbers. Australian
unemployment was just 4.9% in February, an eight-year low, but it has been higher ever
since, rising to 5.3% in October. New Zealand reported that its unemployment rate had fallen
to 3.9% in the second quarter of this year – down from 4.3% at the end of 2018 – but then rose
to 4.2% in the third quarter.

WAGE INCREASES OUTPACE INFLATION
Annual wages have continued to grow faster than the rate of inflation in most leading
economies. The U.S. annual wage increases stood at 3.1% in November, coupled with an
inflation rate of less than 2% in the third quarter. In the UK, nominal annual wages rose
3.5% in the quarter spanning August through October, which was also comfortably ahead of
inflation. During the same period last year, nominal wages increased 3.3% annually, and the
unemployment rate was 0.3% higher. Both the U.S. and UK posted higher annual wage gains
earlier in the year, but the increases were not substantial relative to the tight labor markets
in each country during much of the year. There is no clear consensus among economists as
to why wages have not risen faster during the current sustained period of low unemployment.
In Canada, annual wage gains fluctuated sharply during 2019; in May, they were just 2.1%,
rising in July to 4.6%, but falling to 3.8% in September before landing back at 4.5% in
November. This rising rate of wage increases came during the same month that Canada
experienced its greatest job loss since the financial crisis.
Australia instituted the highest minimum wage law in the world on July 1, 2019, but annual
wage growth continued to be sluggish; year-over-year wage growth fell to just 2.2% in
November, and Australian wage increases have been stagnant for some time. The last time
the annual rate of increase was just 1% higher was in late 2012. And, without the robust
minimum wage introduced earlier this year, wages could have potentially grown even more
slowly. With unemployment above 5% for most of the year, analysts are not predicting
significant wage gains until the labor market improves.

POLITICAL UNREST & DEVASTATING FIRES
Massive street demonstrations erupted in Hong Kong and in capitals around Latin America
during the closing months of 2019, leading to significant economic costs. The capitals of

52

PEOPLESCOUT NEXT | Global Economic Snapshot: December 2019

Bolivia, Chile and Ecuador were roiled by anti-government protests. Specifically, Chile –
which is considered by many to be an economic success story – had a 3.4% annual retraction
in its economy in October, which was triggered by its civil unrest. As a result, the government
agreed to a referendum to replace the constitution, and announced plans for a $5.5 billion
economic stimulus package.
Similarly, protests in Hong Kong intensified after months of ongoing demonstrations and led
to a shutdown of the city’s airport; traffic was also disrupted and major thoroughfares turned
into sites of violent confrontations. The effects of the protests on Hong Kong’s economy have
been devastating. In the retail sector alone, 7,000 firms are expected to close, and many
of those that survive plan to lay off employees. Moreover, the government is forecasting a
contraction of 1.3% for Hong Kong’s economy in 2019 – the first annual decline since the
Great Recession in 2009.
Furthermore, powerful wildfires broke out in both California and Australia, causing extensive
destruction and exacting economic costs in their respective economies. Workers in Sydney
and other areas close to the fires struggled with smoke-filled air and, consequently,
concerns for their personal health and safety. Meanwhile, in California, fires changed the
landscapes of entire communities, and power was regularly cut off as a preventive measure
to keep the fires from spreading. The relentless threat of new wildfires and the intensity
of the destruction of this year’s infernos have led some to conclude that the seemingly
endless potential for prosperity in the nation’s largest state is over, and that this is the
end of California as we know it. The fires in both places led to dislocations and business
interruptions. While political unrest will inevitably fluctuate and appear in different locations
around the world, destructive fires in both the western U.S. and Australia have become the
new normal, and will likely continue to be a factor in the affected regions in the years to
come.

KEY TAKEAWAYS
•

Where job growth is continuing, it is doing so at a slower pace than in the recent
past. Job losses caused by trade uncertainty, tariffs and evolving economic
sectors are beginning to emerge.

•

Wage growth continues to outpace inflation, and the rate of growth varies
widely among leading economies. Unfortunately, the sustained period of low
unemployment has not produced the dramatic wage increases expected by some
economists.

•

Political unrest has harmed some previously robust economies. Extensive
wildfires caused significant damage in both the U.S. and Australia, and could
continue to be a challenge to the economic health of both nations.
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THREE ECONOMIC TRENDS THAT WILL
AFFECT TALENT ACQUISITION IN 2020
By CHRIS GOULD
Client Portfolio Leader

Every talent acquisition professional is kind of an economic expert. In the process of filling
positions, you become aware of local unemployment levels, current rates of compensation,
and the competitive landscape in the sectors and markets in which you work. And, while
understanding these specific conditions may be essential aspects of successful talent
strategies, there are always larger economic forces at work. Understanding these economic
trends can help develop an effective workforce strategy. To illustrate this point, PeopleScout
has identified three economic trends that will affect talent acquisition and workforce
management in 2020 – and potential ways to respond to the challenges and opportunities
they bring.
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TRADE DISRUPTION & UNCERTAINTY
Uncertainty over trade due to Brexit, ongoing trade disputes between the
U.S. and key trading partners, and other global commerce issues dominated
the headlines in 2019. How will these yet-to-be-resolved issues affect talent
acquisition?
Flexible Workforce Planning
Imagine planning a budget without knowing the future costs of goods
and services. Due to current uncertainty over trade, this is the dilemma
that many enterprises are facing. The imposition of tariffs in the U.S.China trade dispute has caused shifts in both the price and availability of
products, according to The New York Times. Uncertainty remains over
what will happen with Brexit – and what the consequences will be on nearly
every aspect of the UK economy and other nations. One way to respond to
uncertainty is to make flexibility a key component in workforce planning.
Flexible workforce planning can include contingent staffing, sourcing
strategies that promote rapid onboarding and employee cross-training in
anticipation of potential downsizing.
Sourcing Candidates from Alternative Talent Pools
While low unemployment still characterizes many of the world’s
leading economies, trade disruption has also led to some job losses and
displacement. For example, in Great Britain, a number of companies have
closed, moved or are planning to, as reported by Metro in the UK. In both the
U.S. and the UK, the manufacturing sector has seen job losses due to tariffs
and trade uncertainty. Fortunately, many of those who work in manufacturing
possess transferrable skills that can be used in other industries. Employers
that can identify and attract this newly available source of talent will have a
competitive advantage in tight labor markets.

THE MIGRANT WORK & SHIFTING TALENT
LANDSCAPE
The era of growing immigration to many advanced economies has been
disrupted. The Guardian reports that thousands of European Union nationals
have left the UK since the 2016 Brexit referendum, in large part due to the
uncertainty over their legal status after an eventual exit from the EU. And, in
the U.S., a tightening of available visas and selective immigration bans have
caused the number of legal immigrants to plummet. On the other hand, 29%
of Australia’s population is foreign-born, but the economic growth in many
Asian countries – the source of much of Australia’s immigrant population –
has contributed to its decline in net migration in recent years.
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Know the Affected Sectors
One important way for employers to respond to changing immigration
patterns is to know which jobs are most affected and to plan accordingly. The
reality is that immigrants comprise a significant portion of workers in a range
of sectors. For example, nearly one-third of hotel workers in the U.S. are
immigrants, and more than one in 10 healthcare workers in the UK are nonBritish nationals (half of these are from the EU), according to the Office for
National Statistics. Understanding the sectors and markets that are affected
by the falling rates of available talent from abroad may play an increasingly
important role in developing effective talent acquisition strategies.
Talent Without Borders
The pool of available talent is exponentially expanded when work can be done
outside of a fixed location. Advances in technology and communications have
greatly reduced the need for many processes to take place in brick-andmortar workplaces. For this reason, recruitment strategies may increasingly
include a review of job descriptions to determine which positions can
work from virtual locations, including those that are abroad. By doing so,
employers can move beyond the constraints of limited talent pools and the
wage pressures that tight labor markets generate.

OK, BOOMER?
According to Glassdoor’s Chief Economist, Dr. Andrew Chamberlain, baby
boomers, born between 1944 and 1964, are now the fastest-growing segment
of the U.S. workforce. Dr. Chamberlain notes that, “A ‘gray wave’ of senior
citizens will be impacting the workforce in coming years, both in the United
States and the United Kingdom.” In Canada, the percentage of workers aged
55 and older more than doubled in a little more than two decades; they are
now more than one in five of all Canadian workers. Similarly, the number of
Australians aged 65 and older who participated in the workforce in 2018 was
13%, compared to only 8% in 2006. And, in New Zealand, 22% of retirementage people worked in 2016, an 87% increase in just 10 years.
Candidates with a Silver Lining
Given these striking statistics, an increasing number of applications from
older candidates should be expected. In addition to the talent that these older
candidates bring in their own right, they also help employers adopt a holistic
approach to upskilling.
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Take the case of a recent college graduate who has strong technical skills,
but lacks industry knowledge and even critical soft skills, such as effective
communication. These deficiencies can be offset by pairing this new hire
with a seasoned industry veteran. The ensuing mentoring can go both ways;
a tech-savvy new hire can help an older worker who may be challenged in
this area, while the seasoned worker can guide and instruct the younger
employee on important industry knowledge and work skills. This symbiotic
pairing can also become an important element in an enterprise’s succession
planning strategy.

PARTNERING FOR SUCCESS
Responding to economic trends can be daunting for those under constant
pressure to fill positions and manage talent. However, tracking newly
available workers due to shifting tariffs and treaties, knowing how to find
candidates in unknown and far-flung locations, and navigating the process
of recruiting from a broad range of age groups may seem overwhelming to
even the best-equipped team of talent professionals. This is precisely why
leveraging the expertise and resources of a talent acquisition partner can be
the deciding factor for success in a complex and rapidly changing economic
environment.

KEY TAKEAWAYS
•

Trade uncertainty and disruption has increased the importance of
flexible staffing solutions due to potentially rapidly shifting talent
demands. Talent acquisition professionals need to be aware of
what is affecting their sectors and markets, and develop their
acquisition programs to include sourcing newly available workers
– many of whom may have transferrable skills.

•

The diminishing availability of foreign-born talent is presenting
a talent acquisition challenge in many key industries. Workforce
planning and recruitment strategies should factor in the changing
levels of available workers from overseas and include creative
approaches, such as offshoring and virtual offices.

•

Employers should prepare for an increasing number of older
workers as applicants and new employees in 2020. Integrating
older workers can be valuable for expanding the industry
knowledge base in an organization, enhancing the development of
younger employees and aiding in succession planning.
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GLOBAL DEPLOYMENT: IS YOUR TALENT
PROGRAM READY FOR THE WORLD
STAGE?
By LESLEE KRESS
Global Vice President of Services Implementation

The shift toward global expansion is top of mind in many of today’s organizations, and for
good reason: going global brings opportunities that may otherwise go untapped – such as
new revenue sources, cultural diversification, economies of scale and greater access to
talent. So, as your talent program grows, you may be considering expanding beyond your
current borders.
Similar to traveling internationally, there are many steps to taking your business global. As
you plan for a trip abroad, you may make a packing checklist, get your passport and prepare
accommodations. There’s anticipation as you near your trip date, and even some nerves as
you take flight. You don’t quite know what to expect, but you’re excited about the possibilities
of what you’ll discover. After an invigorating visit, you recount your trip and replay all you’ve
experienced – good and bad. Global deployments are similar, and in this article, we’ll outline
factors to consider throughout the different stages of implementation.

CHOOSING YOUR DEPLOYMENT TYPE
The first item on any traveler’s checklist is determining where to go. When it comes to
global implementations, get a good handle on the location or locations you’ll be expanding
into before taking off. After considering talent supply, cultural nuances and how easy (or
difficult!) it is to do business in a certain location, selecting a deployment type should be
straightforward.
There are two main types of global deployments:
•

“Big Bang” Approach: If you opt for this method, you’ll be launching all operations at one
time on a singular date. This might be the choice for you if the main goal is compliance to
global policies and procedures that align with a specific set of dates and standards.

•

Phased Approach: This type of deployment favors a slower rollout of operations over
time – which might be helpful for first-generation managed service provider (MSP),
recruitment process outsourcing (RPO) or total workforce solutions programs that you
want your organization to ease into.

FACTORS TO CONSIDER
After choosing a travel destination, you’ll start looking into the details of the location you’re
visiting. What’s the weather like? What language do people speak? Where are the best food
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spots in town? In essence, seemingly small aspects tend to have large effects on the success
of your trip. Likewise, once you’ve taken all of the initial expansion considerations into
account, you’re better equipped to further assess pivotal factors that will greatly influence
the success of the overall deployment, including the following significant global and local
influencers:
Key Stakeholder Identification & Support Capacity
It’s crucial to align organizational expansion plans with regional cultural norms and any
specific local nuances. For example, when initially organizing the details, are there any types
of communication styles that are considered rude or offensive? This is crucial to ascertain
for positive program adoption from the start. Also, be sure to frame that local focus to
stakeholders, as opposed to communicating a message that essentially states that a new
program will be laid over local operations. Stress the fact that you’ll be interweaving existing
operations with new features and benefits to ensure maximum success for the program and
all involved.
Additionally, focus on ensuring that all voices are heard – from local teams to individual
hiring managers – to avoid any passive resistance; you’ll want to fully understand how people
work in that particular location and what day-to-day norms mean to ensure the success of
the program. Try putting yourself in the shoes of the end-user; a seemingly simple concept
like shadowing can go a long way in showing the local constituency that you’re invested in the
success of the program at their specific location.
Availability of Talent
We’re currently seeing low unemployment rates, paired with skills shortages, across the
globe — a trend we haven’t consistently seen in the past. Because of this, consider shifting
focus to soft skills when it comes to assessing the talent landscape in a given region. This
means concentrating on skills like critical thinking, problem solving and adaptability to new
environments. Whether introducing a new industry to the area or not, carefully decipher what
the competition for talent looks like — from there, you can start developing a well-thoughtout sourcing plan to align the resources necessary for a successful deployment.
Change Management

KOTTER’S 8 STEP CHANGE MODEL

Creating a climate for change
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3
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5
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When done right, change management can have the greatest effect on deployment success. A
critical component of managing change in global implementations is gaining buy-in from key,
local stakeholders. Then, you can depend on these stakeholders to translate (literally and
figuratively), the feedback needed to take into consideration.
For more
on change
management,
check out our
Talking Talent
podcast and our
article on page 64.

Another vital part of managing change is ensuring the right amount of frequency to ensure
consistent alignment. Rather than one initial message followed by months of silence leading
up to the “go-live” communication, consider a layering approach. Keep communications
frequent, consistent, and to the point to get people excited about what’s coming and
interested in what the changes mean for them.
And, as important as it is to keep communication consistent as you prepare for launch,
it’s just as critical post-launch. Reinforce the benefits people should be seeing, ensuring
everyone is comfortable with the changes and collecting feedback around any training or
functionality that may need revisiting. A high level of communication and comfort translates
into successful program adoption.
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Technology Readiness
When it comes to talent technology, several different factors need to be considered. For an
MSP program, the main component is the vendor management system (VMS). Along the same
lines, with an RPO program, you’ll be focused on the applicant tracking system (ATS) and
any other systems that may need to be integrated for either or both. Similar systems may be
utilized across an organization with varying local versions, so it’s important to understand
what consistencies exist, as well as gaps that need to be addressed.
Ensure the pros and cons are carefully weighed across the systems the technology will
interface with, then try to choose one as a “source of truth” for compliance, data validation
and data integrity. In doing so, you’ll see consistency across the talent technology, giving you
a true, holistic view of the workforce when it comes to analytics and reporting.
Finance & Tax
What’s important here – and heavily dependent upon the workforce population at hand – is
ensuring that there is clear visibility and guidance around cross-border implications, such
as supplier and provider payments, global and statutory requirements, or arrangements in
which a hiring manager sits in a different location than the resource. This becomes especially
important when there is an integration with an invoicing system and effects on back-office
operations.

STAGES OF LAUNCH
After months of preparation, you’re finally leaving for your much-anticipated trip. You just
have to check in to your flight, print your boarding pass and you’re on your way! After a twoweek experience you’ll never forget, you return home to tell your friends and family every
detail of your getaway (even down to the hotel mishap on night three). Your global deployment
will go through similar stages, as outlined below.
Pre-launch
At the pre-launch stage, all stakeholders should have a good working knowledge of what’s
coming and when, and you should have a good sense of how everyone is feeling. Are people
comfortable with what’s coming? Are they ready for it? What needs to be adjusted now based
on the feedback collected?
Ensure that all technology components are operating as planned, and that enough time has
been dedicated to testing different scenarios that will be realized upon launch. The quickest
way to do this is by running through predetermined scripts and observing how the technology
responds. If time allows, some organizations also subscribe to a “break the system” approach
by trying out every possible or one-off scenario – including erroneous field data – to assess
the outcome. While this takes more time, it also tends to be the most thorough, especially if
multiple technologies are at play.
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Successful Launch
When it comes to executing a successful launch, the biggest components are represented
above. As you progress in the implementation, it’s wise to consistently refine change
management, calibrate resource alignment and pivot as needed, so as not to lose momentum
as progress is made. Remember to share successes along the way, and not to lose sight of
the overall goals of the program.
Furthermore, whether you’re evolving your program or expanding into additional locations,
consider the overall maturity of the market and generation of the program you’re launching.
For instance, if this is a second-generation program, what do you need to consider from
the first launch and potentially change? It’s also important to communicate the fact
that unexpected issues may arise and, if they do, it’s critical to address these obstacles
transparently.

CHANGE MANAGEMENT
Your launch should
never be a surprise.

BIG BANG VS. PHASED APPROACH

Your decision here will
influence how you allocate
resources.

HARD VS. SOFT LAUNCH

Consider a soft launch
to give yourself more
cushion.

PLAN FOR FAILURE

No launch is perfect and
something will go wrong.

Post Launch
Once the program expansion has launched, consider the following recommendations:
•
•
•

Dedicate time to complete a thorough audit: Assess how well the goals were met, taking
into account that they may have changed over time.
Schedule a “lessons learned” meeting: Identify and capitalize on best practices acquired
throughout the launch.
Check in at all levels of the operation: Work to understand what is and isn’t working.

As data starts coming in regularly, analyze for trends that may not have been visible before
to determine any adjustments that need to be made related to resources, processes or
technology.
After any trip, you spend some time at home reliving the experience and getting reassimilated
with your day-to-day life. You think about what you did and didn’t like, go over what you
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learned, and naturally decide whether you want to take another trip. Maybe the destination
was so great that you want to go back, or perhaps you’re ready for something new. Global
implementations are similar, and whether you’ve met your needs with one deployment or are
planning for further expansion, the right talent partner can help take you there.

FINDING THE RIGHT PARTNER
Choosing a partner to help you through your global deployment is like choosing an airline.
Are they reputable? Dependable? Can they get you where you need to be? Most important,
can you trust them with your bags? When you’re looking into viable partners to work with for
your implementation, ask yourself:
•
•
•
•
•

Do they align with our business needs?
Will they deliver value across every level of the organization?
Are they flexible?
Do they have any proven standards?
Do they have the ability and experience to tailor operations as needed?

Don’t be shy about asking your potential talent partner to prove their value. Request case
studies and demonstrated expertise that illustrates that they have the experience you’re
looking for. Finding a partner that is a good fit for your organization is a huge undertaking and
you want to make sure you get it right. You’ll likely be working with them for a long period of
time, and the success of your implementation will depend on the strength of your relationship
and the trust you have in your partner.

Wondering if your talent program is ready for the
world-stage? Check out this article’s accompanying
webinar at peoplescout.com/webinars.

KEY TAKEAWAYS
•

Choosing an initial location and deployment type will depend on what makes the
most sense for your business’ goals and needs.

•

There are a variety of factors to consider when it comes to planning out the
details of your implementation. Take special care to master communication
surrounding change and technology.

•

There are best practices at each stage of a global launch. Remember to be
transparent with team members throughout the process and lean on your partner
when facing obstacles.
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MANAGING CHANGE DURING AN RPO
IMPLEMENTATION: WHAT TO EXPECT IN
THE FIRST 120 DAYS & BEYOND
By EMILY GORDON
Client Delivery Leader

Change is hard. It’s frustrating. It comes with
pain points and, at times, a feeling of giving up.
But, despite all its challenges, change also brings
innumerable benefits. Simply put, if you want to
improve, you need to be open to change.

their perspective. Then, they can serve as the lead
communicators to others who are hesitant and
explain the value of the change in ways resistant
team members will understand (and you may not
have thought of).

So, when it comes to implementing a recruitment
process outsourcing (RPO) program, it’s important
to remember that no transition will be seamless.
RPO transitions come with changes, both minor and
foundational, that will present new challenges each
day during an implementation. While this might
seem daunting at first, know that these challenges
come with a predictable and manageable pattern;
the best way to approach change during an RPO
implementation is with the knowledge of what to
expect and how to succeed in the face of obstacles
that appear along the way.

The best way to get people on the same page is
to address pain points and questions early on
so people know exactly why a change is being
implemented. Begin that process by answering
these key questions:

PRE-IMPLEMENTATION
It’s no secret that people are going to be hesitant
when it comes to change – especially when that
change is likely to affect their day-to-day routine.
To address this hesitation, it’s important to get
everyone on the same page, consider stakeholder
effects and educate people on what they should plan
for once the implementation begins.
Some stakeholders will be early adopters who are
hungry for change; utilize them as ambassadors for
the new process. Others will be resistant, and these
are the people from whom you want to gain buy-in.
Once you identify the more cautious stakeholders,
try to help them see the benefits of change from
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•

What specifically is changing? Tell people what
you’re going from and to.

•

What does this change mean for what I do?
Explain how daily operations will be affected.

•

Will this make a difference? Show people how
the change will bring value.

•

How will success be measured? Set clear
calendar goals and openly address when these
goals are not met.

•

Where do I go to find more information?
Designate point people to address all updates
regarding the transition.

Continue to communicate these Q&As to your team
throughout the implementation to further drive buyin for the new process.

DURING THE IMPLEMENTATION
Through my experience, I’ve identified four definitive
phases that will take place during the first 120
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days of any RPO implementation. Understanding
these phases will help keep you on track during the
implementation process.
1. Introduction & Learning
This is the time to educate people on what changes
are going to take place. People are excited, energy
is high and everyone is working hard to be openminded about the changes. Some people might
feel an initial shock, as though changes are already
starting, but this is the time to get everyone used to
the idea of new processes and people before any big
changes are made.
2. Optimization
In the second phase, you address lessons learned
in phase one and can begin operating at the new
normal day by day. Energy remains high as people

become more proficient in using the new processes.
Issues decrease, but small concerns begin to
go unreported. While morale is still high, minor
frustrations occur while not everyone is up to speed
yet.
3. Measurement & Consistency
This is the phase your client delivery leader
warns you about; believe them when they say
you’re going to get frustrated! Phase three is
the toughest because it’s the time when people
start becoming impatient with the way things are
progressing. Everyone expects everyone else
to be fully competent in the new processes and
performing according to plan. Minor issues that
went unreported in phase two often turn into bigger
issues that come to light during this phase, leading
to amendments to current processes and a review
of the team make-up.
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During the first three months of one client
engagement, small changes were made to
the process almost every day. At first, it felt
frustrating, but it was the way the client was
able to make progress quickly versus waiting
for designated biweekly meetings for issues
to be addressed. It was a new process for the
client and a new way of approaching change
from the provider side, as well. Through careful
documentation, the client was empowered
to successfully combat candidate fallout by
continually adjusting the order of steps in the
hiring process.
4. Scale & Grow
After adjustments are made to the team and
process, things finally start to move more smoothly.
People are now highly competent, wins are gained
more consistently, and issues are reported and
resolved as they occur. The team gets along and
feels positive because it is at the correct size and
structure. Phase four begins a state of steady
growth, which leaves room to evolve.
While these phases are fixed, people in your
organization will complete them at different rates.
It’s okay that some people might still be getting
adjusted in phase two while others are already
becoming more competent in phase three. However,
phase four means the entire team has mastered
the changes and is ready for innovation and further
growth. To ensure everyone reaches the final phase,
encourage weekly or daily check-ins to get everyone
on the same page about the way the transition is
progressing.

OPEN COMMUNICATION IS KEY
Communication is a two-way street, and it only
works if both parties are actively communicating
throughout the entire implementation. Because
outsourcing your recruitment function means
people from across the organization will be
affected, be mindful not to overlook a specific group
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when communicating information about changes.
A forgotten conversation about what to expect
could be the difference between someone feeling
neglected versus feeling like they are a part of the
solution.
As much as you need to be transparent with people
about the goals and progress of the transition,
they need to be open with you, as well. Be mindful
of the fact that many of the people affected by the
transition have been used to an internal system and
coming up with workarounds when processes fail.
For example, a process map nearby on employee
desks is a handy way to compare their actions to
those on the process and document whenever an
adjustment needed to be made. As people begin
reporting exceptions, you’ll be able to determine
whether incidents are isolated issues or part of a
larger trend.
In one client’s RPO implementation, a team
member kept fixing the process without ever
letting anyone know. While it was very nice
of her to do that, she needed to be reminded
that that was what her RPO provider was there
to do: optimize the process and help save
her time. She had an understandably hard
time letting go of that need to fix the process,
but eventually realized any exception to the
established process – no matter how small –
should be reported to ensure the overall RPO
implementation success.
As issues are addressed and people start
performing in accordance with the changes, be sure
to publicly recognize and reward their behavior
to further instill the idea that each team member
brings value to the success of the implementation.

BEYOND: ENSURING A SUCCESSFUL
TRANSITION
RPO implementations can often feel like an uphill
battle, but it’s important to remember that it’s a
good thing. Walking uphill is tiring and at times
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frustrating, but it also comes with an incomparable
feeling of accomplishment when you finally reach
the top. Through every growing pain along the way,
you’re still moving forward, and that’s what an RPO
transition should feel like. There’s always going to
be some level of discomfort with any new change,
but remember, your RPO provider is there to help
guide you throughout the implementation. You
should feel excited by the idea of the value your RPO
partnership will bring, and if you ever stop feeling
value, that’s when you know something needs to
change.
With any RPO engagement, you always want to be
evolving and changing. As you’re working with your
provider to fine-tune the changes, you’ll start to
look at things with an innovative eye. As soon as you
find yourself thinking about trying something new
or adding in an extra piece to the program, that’s
a good sign that you’re moving forward in the right
direction.

KEY TAKEAWAYS
•

With any change, communication is key to
ensure that everyone is on the same page.
Openly addressing pain points early on will
help you gain buy-in for the new process.

•

RPO transitions can be frustrating, but
that’s normal. Understanding the four
main phases that each implementation will
go through will help ensure its success.

•

Your RPO provider is there to help you
throughout the implementation; lean
on their expertise to help navigate you
through any obstacles you may face.
Know that you and your provider will likely
make numerous changes throughout the
implementation, and that’s a good thing!
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Colin Barnett

Client Relationship Director
Colin joined in 2015 after many years in the resourcing industry (he’s not saying
exactly how many!), working out of the London office. Since his main client The
AA took advantage of our RPO offering for all their volume hires, he moved into
PeopleScout‘s RPO operation, based out of Bristol, where he also heads up the
Openreach account.

Natalie Croft

Talent Acquisition Manager
Natalie is a Resourcing Manager supporting clients in the Australia region. Natalie
has specialized in construction and engineering recruitment for the past 11 years,
representing globally recognized businesses in identifying their technical talent.

Nicole Fuqua

Trend Writer
Nicole has been a part of the PeopleScout team since April 2017 as a content
marketing coordinator in the Chicago headquarters. In addition to her contributions
to PeopleScout NEXT, she also hosts the Talking Talent with PeopleScout podcast
and webinar series. Nicole comes to the talent acquisition industry after spending
five years working as a journalist at television stations across the Midwest. She
holds a master’s degree in journalism from Northwestern University.

Chad Getchell

Leader of Innovation
Chad is a Leader on PeopleScout’s Product Management Team, with product
ownership responsibilities for Affinix™. Chad joined PeopleScout after serving in a
product leadership role with Automatic Data Processing (ADP), where he oversaw
systems development for its recruiting business. Prior to ADP, Chad spent most
of his career with Walmart in Bentonville, AR. Chad is a graduate of St. Lawrence
University in Canton, NY, with a bachelor’s degree in economics, and holds an MBA
from Clarkson University, with a focus on operations management.

Emily Gordon

Client Delivery Leader
Emily has more than 16 years of experience in talent acquisition, and has overseen
sourcing, continual process improvement, and client implementations. Her
expertise is in transitions, process improvement, team building, client relationship
development, and operational delivery. She holds a Six Sigma Green Belt
certification. Emily is a graduate of the University of Michigan.
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Client Portfolio Leader
Chris Gould has over 20 years of experience in RPO, global talent acquisition
leadership and consulting. He has proven success driving talent strategies and
operations; building and developing global, diverse teams; and working with
business leaders developing cost and availability strategies in mature and emerging
markets. His global teams have been responsible for permanent and contingent
hires in over 100 countries. Chris graduated from the University of Central Missouri
and currently resides in Dallas, TX with his family.
Chris Green

Head of Candidate Generation
Chris leads candidate generation activities for PeopleScout clients in Europe.
He currently has a team of 40 superstars, which include recruiters, attraction/
advertising specialists, researchers and analysts who will filled more than 7,000
senior, specialist and entry-level positions in 2019. Outside of work, Chris is a family
man to his loving wife, Eleanor, his son, Rory, and his two cockapoos, Poppy and
Mabel.

Vanessa Hawes

Senior Employer Brand and Communications Strategist
As a member of PeopleScout’s talent advisory practice, Vanessa supports our
clients to effectively launch, embed, manage and measure their employer brand.
Vanessa leads a number of strategic employer brand accounts, as well as supports
the RPO division and PeopleScout globally. Vanessa takes an active interest in
inclusion and diversity, especially female representation in business and STEM and
social mobility.

Leslee Kress

Global Vice President of Services Implementation
As PeopleScout’s Global Leader of Services Implementation, Leslee oversees and
ensures the successful deployment of Total Workforce, RPO and MSP solutions
globally. This includes leading the ongoing development and strategic execution of
PeopleScout’s implementation methodology and focusing on well-executed, agile
solution delivery tailored to client-specific workforce needs.

Kyle Tretheway

Senior Corporate Counsel
Kyle advises PeopleScout on matters ranging from contracts to intellectual
property, marketing and new technology – and he genuinely enjoys reading
contracts. Based in Seattle, Kyle has more than six years of experience as in-house
counsel. Prior to law school, Kyle worked for multiple startups and a karaoke
distributor. In his free time, Kyle serves on a local charity board and writes poetry.
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