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WELCOME
In September, I had the privilege of expanding my role and returning 
to PeopleScout to lead our incredible team of talented professionals 
as President & COO of PeopleReady and PeopleScout. Over the past 
few months, I have spent time connecting with leaders throughout our 
organization as well as our valued clients and I am energized by the 
extraordinary work being done within our industry to support employers, 
employees and candidates during a period of immense change—and 
opportunity. I am looking forward to continuing that momentum into 2022.

As we look to the future, talent acquisition and workforce management 
leaders are facing a new set of obstacles. With the Great Resignation 
contributing to an already tight labor market, one thing remains certain: 
employers must stand out. Lingering concerns over COVID-19 and 
changing candidate expectations have required talent leaders to adjust by 
implementing hybrid work and hybrid hiring strategies while continuing to 
prioritize diversity, equity and inclusion.

At PeopleScout, we endeavor to stay ahead of these key trends, and in 
this issue of PeopleScout NEXT, we explore the opportunities available 
to talent leaders in this challenging market. You will find the content 
is divided into three sections: Now: Tackling Today’s Challenges; New: 
Attracting Candidates for the New World of Work; and Next: Achieving your 
DE&I Goals. 

Articles in this issue offer insights on hybrid work models and hybrid 
hiring strategies to set candidates and employees up for success and to 
help employers respond to the changing expectations of the workforce. 
Additionally, talent acquisition teams must devise strategies to manage 
through the rising numbers of workers quitting their jobs. To help, we 
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provide guides on both retaining current employees and recruiting and hiring a new talent pool: workers 
who are looking to change careers. 

With job openings at record highs, many employers are struggling to differentiate themselves from the 
competition. Our talent advisory experts offer advice on building an effective employer brand and leveraging 
it through impactful recruitment marketing strategies to better appeal to the right candidates. We also 
discuss how you can build an effective careers site and optimize your recruitment and application processes 
to reduce candidate fallout.

Finally, you will hear from TrueBlue Vice President of Diversity, Equity and Inclusion Anthony Brew about 
our approach to DE&I at PeopleScout, as well as a guide to help talent acquisition leaders make a bigger 
impact at their own organizations. You will also find exclusive candidate insights from a recently released 
PeopleScout survey, showing how companies’ DE&I strategies and programs make an impact on candidates’ 
job searches. And, to support our commitment to covering a wide range of DE&I topics, including issues 
regarding BIPOC, the LGBTQ+ community, gender gaps, people with disabilities and more, this issue 
features an article on Hispanic and Latinx diversity and inclusion in the workforce and what you need to 
know about this growing talent pool.

Thank you for being a part of the PeopleScout community. Please feel free to contact me or your 
PeopleScout partner directly to share your feedback on this issue of NEXT, discuss how we can support you 
in your talent acquisition efforts or share anything else that may be on your mind.

From Now to Next,

Taryn Owen

President & COO 

PeopleReady | PeopleScout
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LEVERAGING AN EFFECTIVE HYBRID 
HIRING STRATEGY FOR THE NEW WORLD 
OF WORK

By JASMINE PATEL 
trend writer

PEOPLESCOUT NEXT | Leveraging an Effective Hybrid Hiring Strategy for the New World of Work

Throughout the last two years, many employers have had to reimagine their recruitment 
processes. Due to the pandemic, organizations rapidly moved recruiting processes to virtual 
models, shifting in-person interviews to digital and transitioning traditional office roles to 
remote. 

Today, as businesses bounce back and job openings are at record highs, employers need to 
hire top talent—and fast. And, just as a hybrid approach to in-person and remote work for 
employees has become the norm, so, too, will the need for a blended recruiting strategy that 
will optimize the candidate experience advantages of in-person, while also continuing to 
leverage the benefits of virtual. 

So, in this article, we’ll walk through what a hybrid hiring strategy is, discuss the benefits of in-
person versus virtual techniques and provide tips for how to create a hybrid hiring strategy that 
works for your organization.

WHAT IS A HYBRID HIRING STRATEGY?

Hybrid hiring—or hybrid recruiting—is a strategy that allows organizations to maximize 
the benefits of both in-person and virtual hiring techniques. Specifically, a hybrid approach 
allows employers to leverage the advantages of virtual recruiting where it makes sense, while 
simultaneously using strategic, in-person methods to add value to the candidate experience 
along the way. 

Granted, hybrid hiring isn’t new; many organizations employed a mix of virtual and in-person 
techniques prior to 2020. However, COVID-19 rapidly accelerated the need for safe, efficient 
hiring models, thereby leading to greater adoption of virtual strategies. Now, because 
employers have seen the advantages of virtual recruiting, the benefits of a hybrid model have 
become clear. Depending on the type of role you’re hiring for, having a strong hybrid hiring 
model in place makes it easy to recruit staff 100% virtually if and when it’s needed, or with a 
blended approach.

HOW DID YOU INTERVIEW JOB CANDIDATES BEFORE THE PANDEMIC?

Source: Workest by Zenefits

58.5% 28.0% 13.5%

In-person Both in-person and
virtually

Virtually

https://www.cnbc.com/2021/07/08/how-many-workers-will-be-returning-to-offices-and-how-often.html
https://www.cnbc.com/2021/07/08/how-many-workers-will-be-returning-to-offices-and-how-often.html
https://www.zenefits.com/workest/pandemic-interviews-how-are-hiring-managers-and-job-candidates-navigating-interviews-amid-the-covid-19-pandemic/
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BENEFITS OF A HYBRID HIRING 
STRATEGY

Leveraging a hybrid hiring strategy means you get 
the best of both worlds. But, what does that entail? 
Here are some of the biggest benefits of both virtual 
and in-person hiring techniques—and how they’ll 
play out post-pandemic.

Benefits of Virtual Hiring Techniques

Reduced Cost & Greater Efficiency

When you remove the physical component of 
recruiting, you see a greatly improved speed-to-
hire and an overall reduction in costs. For example, 
PeopleScout helped this retail client reduce time-
to-hire by more than 20% by implementing a 
mobile-first, shortened application process. Plus, 
expenses that would normally be spent on hosting 
recruiting events—such as travel costs, venue 
fees and printed materials—suddenly drop to zero. 
Additionally, your employees save time by hosting 
events remotely and also reap the benefit of having 
more candidates in attendance.

Expanded Reach & Reduced Bias

With travel out of the equation and with remote job 
options in place, employers can then expand the 
geographies from which they source talent. This 
offers greater opportunities for candidates and also 
opens up the candidate pool to top talent who may 
not have been on your radar previously. 

Virtual hiring also reduces the amount of hiring 
bias experienced during in-person interviews. 
As humans, we judge people on many things 
(unconsciously or not), including how a candidate 
may look. But, with virtual interviews, recruiters are 
able to focus less on a candidate’s appearance and 
more on what they have to say.

Overall Convenience

Virtual interviews and other virtual recruiting 
tactics are convenient for both candidates and 
recruiters alike. For example, candidates can 
schedule on-demand interviews at a time that is 
most convenient for them, and recruiters can watch 
those recordings at their own convenience. What’s 
more, through the use of artificial intelligence (AI) 
and automation, candidates can also self-schedule 
follow-up interviews, ask questions and receive 
real-time responses that would have previously 
taken much longer without the technology that has 
come from the rise of virtual.

Benefits of In-Person Hiring Techniques

Showcase Your Company Culture

One challenge of virtual recruiting is the ability to 
effectively showcase your company’s culture. While 
there are certainly ways to do so, nothing quite 
compares to experiencing how individuals in an 
organization interact with one another in-person. 
Especially for roles that are required to work in an 
in-person or office setting, providing a time to come 
in for an in-person interview or assessment can be 
a great way to show your candidate what it would 
really be like to work for your company on a day-to-
day basis.

Human Touch

While AI and automated tools help with efficiency, 
improve candidate experience, and speed up the 
overall time-to-hire, today’s talent pool can also 
find benefits from a blended model. In fact, candi-
dates today are feeling more confident, in general, 
and more comfortable negotiating their salary 
when meeting face-to-face. A phone call and video 
interview can get the candidate in the door, but an 
in-person conversation can seal the deal—especial-
ly when it comes to hiring senior talent who would 
really appreciate being brought in for the final stag-
es of the interview process.

According to the American Psychological 
Association, when it comes to height, every inch 
counts—in fact, in the workplace, each inch above 
average may be worth $789 more per year. This is 
the kind of bias that can be eliminated with virtual 
interviewing techniques.

https://www.peoplescout.com/insights/central-digital-sourcing-strategy/
https://www.peoplescout.com/insights/central-digital-sourcing-strategy/
https://www.zenefits.com/workest/pandemic-interviews-how-are-hiring-managers-and-job-candidates-navigating-interviews-amid-the-covid-19-pandemic/
https://www.zenefits.com/workest/pandemic-interviews-how-are-hiring-managers-and-job-candidates-navigating-interviews-amid-the-covid-19-pandemic/
https://www.zenefits.com/workest/pandemic-interviews-how-are-hiring-managers-and-job-candidates-navigating-interviews-amid-the-covid-19-pandemic/
https://www.zenefits.com/workest/pandemic-interviews-how-are-hiring-managers-and-job-candidates-navigating-interviews-amid-the-covid-19-pandemic/
https://www.apa.org/monitor/julaug04/standing
https://www.apa.org/monitor/julaug04/standing
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Added Value

Furthermore, utilizing in-person techniques can 
also add value to the candidate experience overall. 
From office tours to final interviews, it’s difficult 
to recreate human touch and company culture 
completely virtually. To that end, where it makes 
sense, in-person meetings can help sell a candidate 
on why they should work for your organization, as 
opposed to the competition.

BALANCING YOUR POST-PANDEMIC 
HYBRID HIRING STRATEGY 

Your hybrid hiring strategy will likely depend on 
your organization’s needs and what your workforce 
will look like on the other side of the pandemic. 

For example, if some or all of your teams will work 
entirely remotely, it would make the most logical 
sense to complete the entire recruiting process 
virtually. Inevitably, bringing the candidate in for an 
in-person interview or office tour would waste time 
and money, and would likely confuse the candidate 
and, therefore, lead to a poor candidate experience. 
Instead, recruiting for these roles completely 
virtually and providing opportunities for human 
interaction and culture along the way can help 
candidates feel like they know what it will be like to 
work remotely for your company.

“How do we show candidates our company culture 
when we can’t invite them to the office? We send 
personalized, handwritten cards to candidates before 
their start date (as well as some swag!). We want to 
give them a feeling of being really welcomed into the 
company—which is what we’re really about.” 

– EWA ZAJAC
recruiting operations manager 
    Zendesk

On the other hand, if some of your teams will 
be working both from home and from the 
office, a hybrid approach would be the best fit. 
Virtual options save a lot of time and money 
in the beginning stages of sourcing, screening 
and interviewing, and candidates will want the 
flexibility to complete those initial interviews and 
assessments from the comfort and convenience of 
their own homes. 

Then, when it comes to final interviews with 
candidates you’re very excited about, bringing 
them in for an in-person interview can be the final 
step before extending an offer. The candidate will 
appreciate the time you’re investing to bring them 
in, and they’ll get a taste of what it will be like when 
they work in-person. 

Source: Workest by Zenefits

In-person Virtual In-person Virtual In-person Virtual

58.1%

41.9%
50.8% 49.2%

58.8%

41.2%

Stressed Confident
Comfortable 

Negotiating Salary

https://www.zenefits.com/workest/pandemic-interviews-how-are-hiring-managers-and-job-candidates-navigating-interviews-amid-the-covid-19-pandemic/
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This will be especially important for roles that will be primarily in the office or in which relocation is 
necessary.

In the end, hybrid hiring won’t be a one-size-fits-all strategy. Whether your organization opts to keep 
recruiting fully virtual or works in opportunities for in-person techniques, the candidate experience will 
need to remain at the forefront of any model. Think about what candidates will want and how the recruiting 
process will make the most sense for the role you’re trying to fill. 
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THE GREAT RESIGNATION: TURNING 
TURNOVER AROUND

By ERIC DYSON 
trend writer

At the onset of the COVID-19 pandemic, employers across all industries faced difficult 
personnel decisions as organizations were forced to reduce their workforces. Now, as a sense 
of normalcy and stability returns, employers find themselves facing a new challenge: The Great 
Resignation. 

According to the State of Employee Engagement Q2 2021 conducted by TinyPluse, human 
resources and C-suite leaders expect that only 8% of their employees will choose to quit once 
COVID-19 restrictions are fully lifted, while one-quarter believes no one will quit. However, 
executive optimism stands in stark contrast to employee behavioral studies. On the high end, 
career website Monster found that 95% of workers were currently considering quitting their 
current position, and Microsoft research found that 41% of the global workforce was debating 
leaving their current employer in 2021. 

So, how can employers mitigate talent turnover and start building their workforces for the 
economic recovery? In this article, we’ll explain the Great Resignation, take an in-depth look 
at what job candidates are looking for from employers and provide retention strategies for 
navigating the current talent landscape. 

WHAT IS THE GREAT RESIGNATION?

In the wake of the pandemic, workers are expecting more from their employers. In particular, 
they expect employers to help alleviate—or at least acknowledge—their concerns, needs and 
special circumstances. Notably, organizations that failed to do so have suffered. 

While every sector is experiencing an increase in resignations, the healthcare, retail, hospitality 
and restaurant industries have been hit the hardest. For some workers in these industries, it’s 
because these jobs have extensive interaction with the public and employees are worried about 
the risk to their health. Meanwhile, others—specifically those in lower-wage jobs—are pivoting 
to new careers that promise better pay, benefits or rewards. 

The Great Resignation is a term coined by researcher Anthony Klotz of Texas A&M University. 
It refers to the massive, economy-wide increase in job turnover that is expected to accompany 
the end of COVID-era regulations, business closures and work-from-home mandates. 
According to Klotz, there is no single factor responsible for the Great Resignation. Rather, 
numerous motivators are inspiring employees to consider changing jobs. 

https://www.tinypulse.com/state-of-employee-engagement-q2-2021
https://www.cnbc.com/coronavirus/
https://www.cnbc.com/2021/06/29/more-people-plan-to-quit-as-return-to-work-plans-go-into-effect-.html
https://www.microsoft.com/en-us/worklab/work-trend-index/hybrid-work
https://www.peoplescout.com/expertise/healthcare/
https://www.peoplescout.com/expertise/consumer-goods-retail/
https://www.peoplescout.com/expertise/hospitality/
https://www.peoplescout.com/expertise/hospitality/
https://www.wsj.com/articles/forget-going-back-to-the-officepeople-are-just-quitting-instead-11623576602
https://www.nbcnews.com/think/opinion/covid-vaccine-means-return-work-wave-resignations-ncna1269018
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For instance:

• Many employees who would have otherwise already quit their jobs stuck with their positions for 
the duration of the pandemic. And, now that job security is less important, people in this group are 
preparing to finally make the change they’ve been postponing.

• The stress of the pandemic contributed to higher levels of employee burnout, which is associated with 
higher turnover rates.

• Time away from the workplace has led some people to consider rebalancing their priorities to focus 
more on their families or hobbies. Others are reevaluating how their careers align with their values and 
interests.

• Millions of employees experienced the flexibility and convenience of remote work for the first time 
during the pandemic. As a result, many do not want to return to the office.

Klotz’s assessment aligns with data collected from Achievers Workforce Institute’s Engagement and 
Retention Report. The report found that employees’ reasons for leaving were the following:

36%

25%

16%

8%

5%

5%

5%

Better compensation and benefits

Better work/life balance

Lack of recognition 

To find better a better company culture

Company values do not align with their personal values 

Lack of strong relationships with peers

Unknown 

As you can see, the data shows that some workers are resigning based on how their employers treated 
them during the pandemic. Likewise, workers who may have been teetering on the edge of quitting 
pre-pandemic were also pushed to a breaking point with the additional stress brought on by COVID-19. 
And, although workers have always cared about their work environments, now there’s an entirely new 
dimension: An increased willingness to leave a role if dissatisfied. To that end, in the next section, we 
provide proactive strategies for retaining your workforce amid recovery.

https://www.axios.com/resignations-companies-e279fcfc-c8e7-4955-8a9b-47562490ee55.html#:~:text=University%20of%20Michigan,more%20time%20outside.
https://www.achievers.com/resources/white-papers/workforce-institute-2021-engagement-and-retention-report/
https://www.achievers.com/resources/white-papers/workforce-institute-2021-engagement-and-retention-report/
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RETAINING TALENT DURING THE GREAT 
RESIGNATION

With so much riding on successfully retaining talent 
right now, it’s particularly important for employers 
to get it right. As such, employers need to better 
understand what drives and sustains career 
satisfaction among their employees. 

Below, we outline strategies for gaining insights 
into your workforce that can help you better retain 
talent amid the Great Resignation. 

Professional Development & Advancement 
Opportunities
 
Well-thought-out professional development and 
internal mobility programs can provide your 
employees with opportunities and clear direction 
on how to increase their skills and advance their 
careers within your organization.

“Career management continues to be a top driver 
of attraction, talent retention and sustainable 
engagement for most employees,” wrote 
Laurie Bienstock of Willis Tower Watson in an 
article published by HR Dive. “Effective career 
management at many organizations remains 
elusive. That’s one of the main reasons so many 
of today’s employees feel they need to leave to 
advance their careers.”

Fortunately, with an expanded skill set, not only will 
employees feel more empowered, but they’ll also 
have more tools to help your organization—a win-
win scenario.

When starting a professional development program, 
leverage the expertise you have within your 
organization. For instance, senior employees can 
serve as mentors and help mentees sharpen both 
their soft skills and technical skills; gain practical 
knowledge, institutional insights and hands-on 
guidance; and become more valuable and versatile 
employees.

Reinforce Your Workplace Culture 

As employers transition toward a hybrid workforce 
to address the challenges presented by the 
pandemic, fostering a workplace culture that is 
consistent both online and in-person has become 
more challenging. So, consider what matters 
most to the employees in your organization. If 
diversity and inclusion is a priority, remote work 
can provide the opportunity to bring in hires from 
around the world who otherwise would not be 
available. Similarly, if professional development and 
mentorship are most important, think about how 
online tools can be used to foster these types of 
relationships. 

https://www.peoplescout.com/insights/workforce-internal-mobility-program/
https://www.peoplescout.com/insights/workforce-internal-mobility-program/
https://www.hrdive.com/news/short-timers-why-people-job-hop-and-how-employers-can-ease-the-cost/434439/
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Employee Benefits & Wellbeing 

The right employee benefits can be influential when 
workers are considering resignation. According 
to Prudential’s Road to Resiliency study, three-
quarters of all talent surveyed factor benefits into 
their decision regarding whether to stay or leave a 
job. 

Namely, benefits can include items like 
insurance, equipment allowances or childcare, 
but can also cover things like gym memberships, 
reimbursements for phone bills or weekly coffee 
allowances. What’s more, benefits focused on 
employee wellbeing—such as providing therapy 
vouchers or additional paid time off (PTO) for leisure 
activities or to take care of themselves and their 
families—can go a long way to engender greater 
loyalty in your workforce. 

Conduct Stay Interviews 

In some ways, “stay” interviews are similar to exit 
interviews; they’re both used to identify reasons 
employees like or dislike their job. They can also 
uncover concerns or issues that an employer may be 
unaware of.

However, stay interviews can actually be more 
valuable than exit interviews because they provide 
insights that employers can leverage to motivate and 
retain employees before they decide to leave.

Questions to ask during a stay interview:

• What keeps you working here?

• What do you enjoy about your job?

• What would cause you to leave the company?

• What would you like to change about your job, 
team or department?

• If you could change one thing about the 
company, what would it be?

• Have you ever thought about leaving the 
organization?

• What motivates you at work?

• Do you feel appreciated in your role?

• Where do you see yourself in five years?

Employers can use the information gleaned from 
stay interviews to guide company policy; make 
improvements in corporate culture; and keep talent 
engaged and wanting to stay.

COVID-19 has profoundly changed what employees 
expect from employers, and attributing record-high 
resignations simply to salary concerns misses the 
bigger trends in growing the workplace. In truth, the 
pandemic has changed the way employees work and 
how they view their employer. Now, many workers 
are reflecting on what a quality workplace feels 
like—and many are willing to quit to find a better 
one. As a result, reversing the tide of resignations 
in your organization requires leaders who care; who 
engage their teams honestly; and who give workers 
a sense of purpose, inspiration and motivation to 
perform. 

Whether that is achieved through flexible work poli-
cies, improving benefits, sharing common values or 
unique career opportunities, it’s essential that you 
listen to your employees’ needs, keep checking in on 
them, and work together to create a workplace that 
is not only able to serve you both, but one that can 
also make you both happy, as well.     

https://news.prudential.com/presskits/pulse-american-worker-survey-road-to-resiliency.htm


16

PEOPLESCOUT NEXT | How to Expand Your Talent Pool with Workers Changing Careers

HOW TO EXPAND YOUR TALENT POOL 
WITH WORKERS CHANGING CAREERS

By JASMINE PATEL 
trend writer

As businesses navigate reopening and hiring amid the surge of the Delta variant of COVID-19, 
many are struggling to fill their open roles with the talent they need: According to a survey by 
Willis Towers Watson, 73% of companies are having difficulty attracting employees, and 70% 
expect that their current challenges to hire and keep workers will linger into 2022. 

Notably, the same survey found that these hiring challenges are caused by a variety of 
different factors, which vary based on industry and position type. For example, for hospitality, 
restaurant, warehouse and distribution employees, postponing their return to work and 
collecting unemployment when it was offered was the most commonly cited reason for 
difficulties in attracting staff. And, even when those extended unemployment benefits ended, 
hiring did not surge. Meanwhile, virtual employees present challenges based on high wage 
expectations, and other professionals are holding out for companies with work-from-anywhere 
policies.

At the same time, millions of workers are also planning to change careers: Data released 
by Monster showed that 95% of workers surveyed said they were considering changing jobs, 
while 92% said they were willing to switch industries to do so. Therefore, if your organization is 
struggling to fill open positions, developing a program to attract and reskill workers who are 
changing careers could significantly expand your talent pool.

In this article, we’ll explain why people are choosing to change careers, share common skills 
you should look out for in your talent pool expansion, and provide suggestions for how to create 
a reskilling program that will work for your organization.

WHY ARE WORKERS CHANGING CAREERS?

As a result of the pandemic and the tragic losses that came with it, people were faced with 
a reminder that every day is not guaranteed. This realization caused many to rethink their 
life choices and shift to prioritize their health, loved ones, hobbies and the things they truly 
enjoy. For many, this included rethinking their career path and goals—including exploring job 
opportunities that they’re truly passionate about so that they could make every day count.

https://www.willistowerswatson.com/en-US/News/2021/08/difficulty-hiring-and-keeping-workers-will-last-into-2022-willis-towers-watson-survey-finds
https://www.willistowerswatson.com/en-US/News/2021/08/difficulty-hiring-and-keeping-workers-will-last-into-2022-willis-towers-watson-survey-finds
https://www.cnn.com/2021/10/10/politics/unemployment-benefits-jobs-september/index.html
https://www.cnn.com/2021/10/10/politics/unemployment-benefits-jobs-september/index.html
https://www.hrdive.com/news/monster-95-of-workers-surveyed-considering-changing-jobs/603091/
https://www.hrdive.com/news/monster-95-of-workers-surveyed-considering-changing-jobs/603091/


17

PEOPLESCOUT NEXT | How to Expand Your Talent Pool with Workers Changing Careers

TOP FACTORS DRIVING WORKER MIGRATION

Source: Prudential

As an employer, you can capitalize on this 
migration by offering competitive employment 
packages complete with work/life balance and 
promoting those benefits via recruitment marketing 
techniques. More precisely, beyond compensation 
and flexible work arrangements, show candidates 
how you will challenge them and help them grow in 
their career.

IDENTIFYING TRANSFERABLE SKILLS IN 
WORKERS CHANGING CAREERS

When searching for talent, you might not consider 
looking in certain industries or job types because 
you’re unsure whether the skills developed in those 
roles will match up with what you need for your 
business. However, 53% of workers said they’d 
switch to an entirely new industry if they could 
retrain. 

Fortunately, you don’t need to start from scratch 
when hiring people who have chosen to change 
career paths. Instead, focus on attracting candidates 
who have strong transferable skills across 
industries. 

Furthermore, when you find candidates with 
certain transferable skills, you won’t have to worry 
about training them on those. And, because many 
transferable skills are soft skills, the candidate 
will be more malleable and will integrate well into 
a new job. In particular, they’ll be able to start 
working faster and will be more productive from 
the beginning. As a result, your training time can be 
focused on knowledge specific to your organization 
and the role. 

Consider looking for these common transferable 
skills when expanding your talent pool beyond your 
industry:

Problem-Solving

Workers who can demonstrate strong problem-
solving skills in their previous roles will likely be 
able to apply that same mentality on the job at your 
organization. Specifically, employees with problem-
solving skills will be able to identify problems, find 
what is causing the problem and seek out potential 
solutions—without you having to nudge them.

Teamwork

If the role you’re hiring for requires a lot of 
collaboration between team members, look for 
candidates who have experience working toward 
a common goal with others. Teamwork also 
encompasses several other skills, such as empathy, 
active listening and communication.

50%

38%
34%

24% 23%

Compensation Work/life 
balance

Limited 
growth 

opportunities

Tired of 
working on the 
same projects

Not feeling 
challenged 

professionally

Transferable skills, also known as “portable skills,” 
are qualities that can be transferred from one job to 
another. Transferable skills can be used to position 
your past experience when applying for a new job—
especially if it’s in a different industry.

Source: Indeed

https://www.peoplescout.com/insights/ideal-candidate-rpo/
https://www.peoplescout.com/insights/ideal-candidate-rpo/
https://www.forbes.com/sites/jackkelly/2021/06/23/millions-of-workers-plan-to-switch-jobs-in-pursuit-of-a-work-life-balance-growth-opportunities-remote-options-and-being-treated-with-respect/?sh=48a43c012365
https://www.forbes.com/sites/jackkelly/2021/06/23/millions-of-workers-plan-to-switch-jobs-in-pursuit-of-a-work-life-balance-growth-opportunities-remote-options-and-being-treated-with-respect/?sh=48a43c012365
https://www.forbes.com/sites/jackkelly/2021/06/23/millions-of-workers-plan-to-switch-jobs-in-pursuit-of-a-work-life-balance-growth-opportunities-remote-options-and-being-treated-with-respect/?sh=48a43c012365
https://www.peoplescout.com/insights/soft-skills-in-the-workplace/
https://www.indeed.com/career-advice/resumes-cover-letters/transferable-skills
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Communication 

Communication is perhaps the most common 
transferable skill across all industries and job types 
because it’s required in almost every role. Workers 
with effective communication skills will be able to 
clearly share ideas and information both verbally 
and in writing; know when to ask questions; read 
body language; and communicate with others in a 
wide range of settings.

Leadership

While leadership skills are especially vital for 
leadership roles, such as managers and above, 
they’re also important for people to possess across 
the organization. That’s because leadership skills 
contribute to an employee’s ability to take the 
lead, get a team on the same page, delegate when 
needed and see a project through to completion.

Adaptability

Workers who are adaptable and flexible will be able 
to adjust as deadlines, teams or processes change. 
They’ll be able to pivot and learn new skills when 
needed, while also maintaining a positive attitude 
and ensuring goals are still met.

Technology Literacy

If you don’t want to teach your next hire the basics, 
look for candidates who have experience working 
with common business tools and technologies that 
will easily integrate into your business function. 
Similarly, if your organization is embracing more 
digital tools, it’s also important that your candidate 
is comfortable learning new technologies and 
software to improve efficiency and evolve with your 
organization.

While the list above highlights some key 
transferable skills, there are numerous others that 
might fit into your organization and the roles you’re 
looking to fill. Check out this list from FlexJobs for 
more.

BUILDING A RESKILLING PROGRAM FOR 
WORKERS CHANGING CAREERS

Attracting and hiring candidates with transferable 
skills will allow you to skip basic training on those 
qualities. However, because many of these hires 
will be coming from different industries, you’ll likely 
still need to provide some reskilling training for 
non-transferable skills to help them adjust to the 
new role.

Plus, employees expect training to come from 
employers. In a survey from Prudential, when asked 
who was most responsible for helping them develop 
the skills they need (aside from themselves), 
workers most often ranked employers as number 
one (33%). Likewise, when asked about the top 
ways that employers can support workers’ learning, 
workers most often said flexible schedules (78%), 
followed by employee-offered training (71%) and 
on-demand courses (71%).

But, what type of training will work for your 
organization? Well, that depends on what types of 
roles you’re looking to fill. According to a report by 
CompTIA, candidates have different preferences 
regarding training methods based on the type of job 
they’re seeking.

PREFERRED TRAINING METHOD BASED ON CAREER 
TYPE

73%

73%

67%

59%

INFORMATION TECHNOLOGY: 
Online training courses

COMMUNICATIONS, MULTIMEDIA, 
JOURNALISM OR SOCIAL MEDIA: 
Online training courses

ARTS, DESIGN, ENTERTAINMENT
OR SPORTS: 
Self-study

CONSTRUCTION SKILLED TRADES, 
OPERATORS OR ARCHITECTS: 
In-person training

https://www.flexjobs.com/blog/post/transferable-skills/
https://www.forbes.com/sites/jackkelly/2021/06/23/millions-of-workers-plan-to-switch-jobs-in-pursuit-of-a-work-life-balance-growth-opportunities-remote-options-and-being-treated-with-respect/?sh=48a43c012365
https://www.comptia.org/newsroom/press-releases/2021/07/29/majority-of-job-seekers-consider-changing-careers-comptia-study-finds
https://www.comptia.org/newsroom/press-releases/2021/07/29/majority-of-job-seekers-consider-changing-careers-comptia-study-finds
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Consider these three steps to help you build an 
effective reskilling program:

1. Identify Skills Gaps
When hiring candidates from different 
industries, there’s no doubt that they’ll 
require some additional skills training to 
be able to be successful in the new role. 
So, identify what those key skills are so 
you can build your training program from 
there. Then, rather than spending time on 
transferable skills you already know your 
candidate possesses, focus on skills unique 
to the job and your organization, instead.

2. Develop Specific Skills Trainings
Once you’ve identified the key areas that 
will need to be covered, develop trainings 
specific to those needs. These trainings 
should encompass a variety of reskilling 
methods to fit the individual needs of your 
new hires, including: 

a. On-the-job training: Employees can 
    take on small projects and learn from 
    real-world experience.

b. Online learning: Virtual courses can 
    be taken at any time and are a great 
    way to speed up the learning process. 
    They provide a lot of content in a 
    digestible form that anyone can grasp.

c. Blended learning: Combine online 
    courses with in-person training     
    to maximize the benefits of both. 
    Employees can engage with 
    instructors in person and come 
    equipped with knowledge and 
    questions from online training.

d. Peer learning: Employees can learn 
    from one another through     
    collaboration and job shadowing. By 
    observing what someone’s day looks 
    like, employees will get a good sense   
    of what will be expected of them day-
    to-day.

3. Measure Success
Leverage surveys, discussions, post-
training assessments and candid feedback 
from trainees regarding the value they 
found from the reskilling trainings. Do they 
feel like they’ve learned something new? 
Do they have the knowledge to put new 
skills to use? Are they implementing what 
they’ve learned on the job? Once you find 
out, revaluate and improve your training 
program regularly based on the strengths 
and weaknesses that employees identify.

MARKETING YOUR RESKILLING PROGRAM 
TO WORKERS WHO ARE CHANGING 
CAREERS

Now that you’ve assessed the transferable skills to 
watch for and developed a reskilling program for 
workers who are changing careers, it’s important to 
make that program known to these workers: Utilize 
recruitment marketing techniques on social media to 
promote your roles and share that your organization 
is offering reskilling to employees from a variety of 
industries. In job ads, highlight the fact that hires will 
be provided with reskilling training to ensure they’re 
successful in their new role. This—in conjunction 
with a strong employment offer and benefits—will 
help your business stand out above others in the 
competitive search for top talent.
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RETURNING TO THE WORKPLACE: 
RETHINKING HOW & WHERE WE WORK

By ERIC DYSON 
trend writer

More than a year ago, the World Health Organization declared COVID-19 a global pandemic. So, 
in the years to come, we’ll look back on how the pandemic’s lasting effects have permanently 
reshaped the workplace and the world at large.

Right now, the fog of the present obscures what our “new normal” will look like. As work 
becomes increasingly digitally enabled and uncertainty continues, many employers are 
wondering when or if they should bring employees back to the workplace, as well as how 
exactly to go about the process.

So, in this article, we’ll cover what employees expect from employers, how employers are 
leveraging the hybrid workforce model, and strategies that organizations should consider 
implementing while planning a safe return to the workplace.

EMPLOYER PREPARATIONS VERSUS EMPLOYEE EXPECTATIONS 

The pandemic has tested the employee and employer relationship. Employers have supported 
their workforce to an unprecedented degree in ways they hadn’t before and under greater 
scrutiny. Meanwhile, workers have shown incredible resilience and adaptability as they worked 
to remain productive amidst the challenges of the pandemic. 

Then, the development of vaccines raised confidence in returning to the workplace, but 
uncertainties remain about how to bring employees back safely. As such, employers should 
develop a return strategy that helps meet their business goals, while also addressing employee 
expectations and the need for increased flexibility. 

According to PwC’s U.S. Pulse Survey, employees reported that their preferred work 
arrangements were:

Interestingly, according to a report from The Conference Board, returning employees to the 
workplace is more important for U.S.-based employers. Specifically, the survey found that, 
among U.S. executives, 22% said returning employees to the workplace was a priority, while 
only 5% of their global counterparts agreed. 
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All remote Almost
entirely
remote
(4 days
remote}

Mostly remote 
(3 days remote)

Mostly in-office 
(2 days remote)

Almost entirely in the 
office (≤1 day remote)

Not applicable/the 
nature of my work 

does not allow me to 
work remotely

19% 8% 17% 12% 22% 21%

https://www.who.int/director-general/speeches/detail/who-director-general-s-opening-remarks-at-the-media-briefing-on-covid-19---11-march-2020
https://www.pwc.com/us/en/services/governance-insights-center/library/covid-19-returning-workplace-boards.html
https://www.conference-board.org/pdfdownload.cfm?masterProductID=23597
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In the next section, we’ll discuss how employers 
and employees can find common ground through a 
hybrid workplace model. 

THE WORKPLACE OF THE FUTURE IS 
HYBRID

While both employees and employers have varying 
expectations on what a return should look like, one 
thing is clear: everyone expects more flexibility 
in the workplace, and a hybrid workplace model 
combines characteristics of remote and on-site 
work. In a hybrid workplace, some or all employees 
are free to choose where and when they work; they 
can also divide their time between working from 
home, a co-working space or their organization’s 
office. 

Granted, whether an employer can offer a 
hybrid workplace model depends on multiple 
considerations, most notably the industry and 
job type. While there are a variety of careers and 
roles that require employees to be on-site every 
day, Gartner estimates that nearly two-thirds of 
employees—mostly knowledge workers—can work 
remotely at least some of the time.

Keep in mind that organizations considering a 
transition to a hybrid workforce model have to 
consider many factors, from safety to workforce 
management. To address safety concerns, 
employers can require employees to make 
reservations for office desks on the days when they 
choose to go into the office. Employers can also 
redesign workplaces with more open space and 
fewer chairs in meeting rooms so people can safely 
use these spaces for interaction.

Proper workforce management is also critical when 
it comes to getting the hybrid workplace right; 
therefore, employers need to set clear guidelines as 
far as what work needs to be done in-person versus 
remotely. Managers should also approach hybrid 
plans with both empathy and fairness in mind. This 
means understanding what works best for each 
employee, but also ensuring that remote work 
accommodations are not being provided to some 
workers more so than others. 

ADVANTAGES OF THE HYBRID 
WORKPLACE MODEL

Improved Efficiency 

In a hybrid workplace, flexible workers can 
better utilize their time: They can choose to avoid 
commuting at busy times. They can fully focus on 
tasks without the noises and interruptions of the 
traditional workplace environment. They can choose 
to work when they’re feeling most productive, 
whether that’s in the middle of the night or first 
thing in the morning. When employees are happier, 
better rested and less stressed, they do better work.

Employee Wellbeing 

Being free to work when and where they please 
has a significant positive influence on employee 
satisfaction. For instance, in a SurveyMonkey study, 
employees who worked remotely reported feeling 
happier than their colleagues who remained working 
in the office. However, for others, working remotely 
can be isolating and even distracting. Clearly, a 
hybrid workplace mitigates many of the downsides 
of pure remote work to create a professional space 
outside of the home for employees to collaborate 
and socialize with colleagues.

Lowered Costs

In a hybrid workplace, there’s no need for row after 
row of assigned desks. Instead, once an organization 
knows how many employees will be in the office 
at any given time, employers can plan around new 
occupancy levels to cut down on the cost of rent and 
other expenses.

Safety 

A hybrid workplace also helps keep employees 
safe during the pandemic by: reducing the number 
of people in the workplace at any one given time; 
creating ample personal space; and making it 
easier to stay distanced. Flexible workers can also 
commute during off-peak times or work from home 
if they or their family are at particular risk.

https://www.peoplescout.com/insights/flexibility-in-the-workplace-2/
https://www.peoplescout.com/insights/flexibility-in-the-workplace-2/
https://www.ciodive.com/news/hybrid-work-challenges-IT-healthcare-construction/598252/
http://a SurveyMonkey study
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THE HYBRID WORKFORCE IN ACTION

Employers adopting a hybrid workforce model often take very different paths to get there, and some 
organizations are more flexible in their hybrid arrangements. For example, at IBM, an employee’s office 
attendance requirement is determined by work deliverables or the need for team collaboration. Similarly, at 
Ford, office workers are required to be on-site for specific meetings or projects; otherwise, they’re permitted 
to work remotely. And, at Uber, Citigroup and H&R Block, employees are required to be in the office two to 
three days per week. 

Conversely, some employers place workers into tiers. For instance, Salesforce divided its hybrid workforce 
into three tiers: 1) flex employees who are in the office one to three days per week; 2) fully remote 
employees; and 2) office-based employees who are required to be in the office four to five days per week. 
Similarly, TIAA will group its employee roles into four categories: 1) fully remote, 2) mostly remote, 3) mostly 
on-site, and 4) fully on-site.

SUPPORTING YOUR EMPLOYEES’ RETURN TO THE WORKPLACE 

As expected, balancing the physical and emotional wellbeing of employees with the business needs of the 
employer has been a top challenge for talent and HR leaders throughout the COVID-19 pandemic. As an 
example, when PwC’s COVID-19 Global CFO Pulse Survey asked, “Which of the following is your company 
planning to implement once you start to transition back to on-site work?”, CFOs responded: 

As you can see, these responses tell us that there’s no single answer to the question. Instead, the challenge 
before employers now is to choose—with empathy and care—strategies that navigate their workforce toward 
a future where both employer and employees are stratified.

In the following sections, we’ll cover how organizations can leverage the trends found in the survey data to 
better support their employees’ transition back to the workplace.  

PEOPLESCOUT NEXT | Returning to the Workplace: Rethinking How & Where We Work

75% 
Change workplace 

safety measures and 
requirements (e.g., 

wearing masks, offering 
testing to workers)

72% 
Reconfigure work sites 

to promote physical 
distancing

52% 
Improve the remote-
working experience

52% 
Make remote work a 
permanent option for 

roles that allow it

50%
Accelerate automation 

and new ways of 
working

48%
Change shifts and/

or alternate crews to 
reduce exposure

28%
Reduce real estate 

footprint (e.g., partial 
opening of offices, retail 

locations)

23%
Evaluate new tools 

to support workforce 
location tracking and 

contact tracing

7%
Offer targeted benefits 
for on-site workers in 
affected areas (e.g., 

childcare, private 
transportation)

4%
Provide hazard pay 

for on-site workers in 
affected areas

https://fortune.com/2021/04/09/best-workplaces-technology-2021-remote-virtual-hybrid-work-ukg-cisco-ibm/
http://Ford
http://Uber
http://Citigroup
https://www.businessinsider.com/how-hr-block-ceo-decided-on-a-hybrid-work-model-2021-3
http://Salesforce
https://www.businessinsider.com/tiaa-chief-people-officer-on-new-hybrid-remote-work-model-2021-3#:~:text=TIAA%20refers%20to%20its%20new,groups%20are%20available%20to%20them.
http://PwC’s COVID-19 Global CFO Pulse Survey
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Mental Health 

The COVID-19 pandemic has affected everyone’s 
mental health to some degree. So, feelings of 
anxiety and hesitancy around returning to the 
workplace should be expected, and now, more than 
ever, leaders and managers need to demonstrate 
compassion and understanding. Specifically, 
employers should invest in new mental health 
resources for employees in need. These can take the 
form of an Employee Assistance Program (EAP) or 
a referral to external organizations that can provide 
crisis intervention, counseling or other assistance. 
Plus, easy access to and promotion of an employer’s 
EAP can help provide many helpful resources to 
employees.

Flexible Paid Sick Time Policy

For workers with limited paid sick time, testing 
positive for COVID-19 comes with potential 
repercussions to their livelihood. So, to mitigate the 
potential loss of income, employers should consider 
implementing a flexible paid sick time policy that 
offers employees additional paid time off if they 
do contract COVID-19. This may ease the minds 
of employees who would otherwise worry about 
the repercussions of getting sick. Paid sick leave 
policies should also communicate the importance of 
staying home when feeling unwell (even if unsure), 
while simultaneously making it clear that doing so 
will not affect that employee negatively. 

Create Clear & Consistent Communications 

An action plan for returning to the workplace is only 
as effective as an organization’s ability to clearly 
articulate the details of the plan to employees 
in a way that everyone understands. Moreover, 
communicating with employees about plans to 
reopen can help keep them engaged and provide 
a sense of normalcy. For instance, employees will 
want to hear about their employer’s reopening 
plans—from social distancing to wearing personal 
protective equipment (PPE), as well as details about 
workplace layout and exactly who is required to 
return and when. 

COVID-19 has taught us a lot about how we live 
and work. It has also laid bare that our usual 
routines are not set in stone, and that alternative 
ways of working and building community within an 
organization are not just viable, but can also have a 
lasting influence on our happiness, productivity and 
wellbeing. The future of work is flexible, and more 
businesses are turning to the hybrid model as a way 
to achieve the flexibility that their employees need. 
Going forward, the concept of the workplace in the 
minds of many employees and organizations will no 
longer be confined to a physical space. Rather, it will 
be a hybrid mix of places and spaces where work 
can be accomplished.
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https://www.peoplescout.com/insights/mental-health-in-the-workplace/
https://www.peoplescout.com/insights/mental-health-in-the-workplace/
http://Employee Assistance Program (EAP)
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LEVERAGE EMPLOYER BRAND TO STAND 
OUT IN A SEA OF JOB OPENINGS

By JASMINE PATEL 
trend writer

It’s no secret that the pandemic greatly affected the labor market during the last year and a 
half. First, job openings plummeted. Then, unemployment skyrocketed. Now, employers face a 
new challenge: Too many job openings and too few workers. 

Amid the challenges caused by the Delta variant of COVID-19, job openings are at an all-time 
high—the result of millions of prime-age workers leaving the labor market or transitioning to 
part-time. Employers in industries like leisure and hospitality; healthcare; manufacturing; and 
more are struggling to fill open positions with qualified talent.

But, with all these open jobs, how can employers stand out above the competition to attract the 
next generation of top talent? Well, it starts with focusing on key candidate touch points—from 
your employer value proposition (EVP) and employer brand to your recruitment marketing 
strategy, careers site and application process. 

So, in this article, we’ll take you along the candidate journey and touch on each aspect you 
should address in order to make your open roles stand out in a sea of job openings. 

CREATE AN EVP & EMPLOYER BRAND THAT SPEAKS TO YOUR IDEAL 
CANDIDATE 

The candidate journey begins long before the potential employee even applies to your job; 
specifically, it begins when they first engage with your employer value proposition and 
your employer brand. At PeopleScout, we define your EVP as capturing the essence of your 
uniqueness as an employer, as well as the give and get between you and your employees. 
In many ways, your EVP is the foundation of your employer brand—the perception and lived 
experiences of what it’s like to work for your organization.

Your EVP and employer brand carry a lot of weight for the next generation of top talent because 
they serve as differentiators between your brand and that of your competitors. These elements 
also allow you to align your organization’s purpose with your candidates’ passions. Note that 
it’s important to do your research and be aware of what candidates hold in high regard—such 
as the opportunity for growth personally and professionally; or the importance of diversity, 
equity and inclusion in the workplace. In particular, learn what drives your ideal candidate; 
identify what drives your organization’s mission and values; and establish an EVP and employer 
brand that speak to both. 
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https://www.pewresearch.org/fact-tank/2020/06/11/unemployment-rose-higher-in-three-months-of-covid-19-than-it-did-in-two-years-of-the-great-recession/
https://www.bloomberg.com/news/articles/2021-07-07/u-s-job-openings-rise-to-record-9-2-million-after-revision
https://www.bloomberg.com/news/articles/2021-07-07/u-s-job-openings-rise-to-record-9-2-million-after-revision
https://www.peoplescout.com/insights/building-an-employer-value-proposition-that-speaks-to-purpose-passion-a-growth-mindset/
https://www.peoplescout.com/insights/building-an-employer-value-proposition-that-speaks-to-purpose-passion-a-growth-mindset/
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CASE STUDY: BUILDING AN EMPLOYER 
BRAND FOR THE LAWYER OF THE FUTURE

The Situation:

Linklaters approached us with a talent problem 
for the ages: They needed an entirely new type of 
lawyer. That’s because the profile that Linklaters 
recruited for in the past would no longer bring them 
the candidates necessary to secure and expand upon 
their position as a heavyweight global law firm.

The Research:

So, we conducted one-on-one interviews and 
focus groups with hundreds of professionals in 20 
Linklaters offices across Europe, North America and 
Asia-Pacific. The output of these interviews gave us 
everything we needed to create their EVP and the 
framework of the brand on which to build a global 
advertising campaign.

The Solution:

We created an EVP that was a combination of big-
picture philosophy and a Linklaters-specific selling 
point:

GREAT CHANGE IS HERE

The message expanded on the EVP: 

Change is healthy and exciting, as well as unavoidable. 
Join this modern, international, hugely diverse cohort, 
and you’ll have a truly influential voice that redefines 
the legal sector and sets you up for an ever-evolving 
career.

The Results:

Glassdoor scores for Linklaters rose by 8% in the 
last two years and, importantly, applications from 
female lawyers—which was a key objective—have 
also increased since the EVP launch.

READ THE FULL CASE STUDY

https://www.peoplescout.com/insights/linklaters-case-study/
https://www.peoplescout.com/insights/linklaters-case-study/
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COMMUNICATE TO CANDIDATES WITH RECRUITMENT MARKETING

After evaluating your organization’s EVP and employer brand, it’s time to showcase both of them in your 
recruitment marketing strategies, and digital is the way to go. Digital recruitment marketing is a way for 
employers to source and attract potential candidates. It can include social media, email marketing, display 
advertising and more. Consider these three stages when building your recruitment marketing strategy:

When it comes to increasing 
awareness with recruitment 
marketing, you want to reach 
potential candidates and 
promote your organization as 
desirable. To ensure you’re 
marketing yourself properly, 
create content that drives a 
potential candidate to come 
back to your site—even if they 
aren’t actively looking for a 
job.

For example, acknowledging 
company accolades and 
awards can spark interest 
in your organization for both 
active and passive candidates, 
like this Instagram post from 
HubSpot. However, content 
at this stage doesn’t need 
to be directly correlated 
to your organization to be 
effective. For instance, content 
regarding professional 
development and motivation 
can also lead candidates 
to inquire further on your 
website, such as these résumé 
tips from Nestlé Purina.  

Stage Three: Nurture the DecisionStage Two: Generate InterestStage One: Increase Awareness

After increasing awareness 
and generating interest in 
your company, it’s time to 
promote open positions 
and the benefits, perks 
and compensation that will 
come with these roles. The 
promotion of open roles within 
your organization will lead 
the candidate to your careers 
site, which will play a pivotal 
role in the candidate’s journey 
toward employment with 
your organization. Here, it’s 
important to do research on 
your competitors to see what 
they’re offering for similar 
open roles. For instance, if a 
competitor is offering better 
pay, benefits or perks, that 
can be a deciding factor for a 
candidate to choose them over 
your organization—despite 
your strong recruitment 
marketing strategy. 

Now that you’ve increased 
awareness, the next step 
is to generate interest. You 
succeeded in showcasing your 
organization’s knowledge and 
place in the industry; next, 
it’s time to show what it’s 
like to work at your company. 
This is where you stress your 
employer brand—especially via 
social media—to give potential 
candidates an inside look into 
what it’s like to work for your 
company. 

A great way to promote your 
company culture is by sharing 
firsthand experiences from 
current employees via quotes 
about their experience working 
at your company.

Social media is a powerful 
tool that not only generates 
interest, but can also increase 
applicants for vital roles. For 
example, PeopleScout helped 
this manufacturing client 
increase the number of female 
applicants and hires in a male-
dominated industry. Through 
the use of employee spotlights, 
videos, and stories to showcase 
how women were integrated 
into the culture and integral 
to the company’s success, the 
client was able to increase 
female hiring by 3% annually 
from 2018 to 2021.

https://www.peoplescout.com/insights/digital-recruitment-marketing/
https://www.peoplescout.com/insights/digital-recruitment-marketing/
https://www.peoplescout.com/insights/digital-recruitment-marketing/
https://www.instagram.com/p/BsvRhCTlXfM/
https://www.instagram.com/p/BsvRhCTlXfM/
https://www.nestlepurinacareers.com/blog/your-r%C3%A9sum%C3%A9-what-to-keep-and-what-to-nix/
https://www.nestlepurinacareers.com/blog/your-r%C3%A9sum%C3%A9-what-to-keep-and-what-to-nix/
https://www.peoplescout.com/insights/improve-your-employer-brand/
https://www.peoplescout.com/insights/improve-your-employer-brand/
https://www.linkedin.com/posts/peoplescout_at-peoplescout-we-foster-an-employee-first-activity-6819035542500466688-aEVF
https://www.linkedin.com/posts/peoplescout_at-peoplescout-we-foster-an-employee-first-activity-6819035542500466688-aEVF
https://www.linkedin.com/posts/peoplescout_at-peoplescout-we-foster-an-employee-first-activity-6819035542500466688-aEVF
https://www.peoplescout.com/insights/women-in-manufacturing/
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BUILD A CAREERS SITE THAT STANDS OUT

At this point in the candidate journey, the potential 
applicant has made their way to your organization’s 
careers site. Remember that a careers site is not 
only an area for job postings, but also home to 
many opportunities to stand out above competitors. 
For example, your careers site is a great place to 
reiterate the employer value proposition that you 
built out in your recruitment marketing strategies 
to ensure that the message is carried through 
every step of the candidate journey. Your careers 
site should also be inclusive of everything that a 
potential candidate would like to know about what 
it would be like to work for your organization. With 
that in mind, consider these key areas of opportunity 
when refreshing your careers site: 

Accessibility

In the digital age, it’s essential to ensure that your 
careers site is user-friendly for job-seekers—
whether they’re on a computer or a smart phone. 
This is especially important because 61% of 
applicants applied to jobs via a mobile device in 
2020. Unfortunately, if a candidate struggles to 
navigate your careers site, chances are that they 
won’t be staying on that site for long. 

It’s also important to confirm that your careers 
site is accessible for those with disabilities. Here 

are some suggestions from the Society for Human 
Resource Management (SHRM) on how to make your 
careers site accessible for all:

Search Engine Optimization

It’s also important to utilize search engine 
optimization on your careers site, as this can play 
a pivotal role in the likelihood of your careers 
site showing up higher than a competitor on 
major search engines. The usage of keywords 
and traditional, highly searched titles will play 
an important part in helping your roles stand out 
above your competition. Plus, researching popular 
keywords can also boost your position among major 
search engines, leading potential candidates to your 
careers site first. In this way, Google Analytics and 
UTM tracking codes are vital tools to utilize in your 
SEO journey to help you track and report where your 
clicks are coming from. 

• Screen reader 
compatibility 

• Alternative text for 
images 

• Color contrast

• Keyboard 
accessibility

• Controls for moving 
content 

• Captions 

• Controls for timed 
content 

• Labeled forms 

• Accessible 
downloadable files 

• Plain language 

https://www.hrdive.com/news/mobile-job-applications-surpassed-desktop-in-2020-report-says/595891/#:~:text=Dive%20Brief%3A,the%20recruiting%20technology%20firm's%20analysis.
https://www.hrdive.com/news/mobile-job-applications-surpassed-desktop-in-2020-report-says/595891/#:~:text=Dive%20Brief%3A,the%20recruiting%20technology%20firm's%20analysis.
https://www.hrdive.com/news/mobile-job-applications-surpassed-desktop-in-2020-report-says/595891/#:~:text=Dive%20Brief%3A,the%20recruiting%20technology%20firm's%20analysis.
https://www.shrm.org/resourcesandtools/legal-and-compliance/employment-law/pages/careers-website-useable-for-people-with-disabilities.aspx
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Provide a Personal Touch

On your careers site, adding a personal touch—such 
as a welcome video—can go a long way. Specifically, 
it can help the candidate see the human side of your 
business; offer an inside look of the facility; and 
showcase where the applicants may fit in within the 
structure of the organization. 

What’s more, this is a great chance to sell the 
applicant on working for your company and really 
demonstrate your company culture. Here, offer 
insights, quotes or firsthand experiences from 
senior leaders to new employees. While you’re at it, 
highlight opportunities for growth—both personally 
and professionally—and provide examples of 
success stories from your existing employees. 

Let Applicants Know What to Expect
If the process to apply and interview is not detailed 
or discussed at all, many applicants may believe that 
their application will get lost among others. So, be 
upfront and transparent about what the application 
and interview process is like, and then offer 
timelines for the applicants.

STREAMLINE THE APPLICATION & 
INTERVIEW PROCESS 

Although the candidate has made it this far, you’re 
not done yet. After all, 80% of candidates don’t finish 
job applications, according to Glassdoor. 

So, to ensure that candidates complete your 
application and interview process, focus on these 
key aspects to help you stand out: 

• A mobile-friendly application

• Quick response time 

• Virtual interviews 

• Automated chat and scheduling

Likewise, consider how technology can help 
streamline your process in each of the categories 
listed above. A mobile-friendly application, easy 
interview scheduling, and quick response times can 
all be enhanced by AI and automation, as well as 
provide a superior candidate experience.

STANDING OUT BEYOND THE 
APPLICATION

Despite having a well-built-out EVP and employer 
brand; recruitment marketing strategy; careers site; 
and application, the deciding factor for a candidate 
to choose your organization will often come down to 
a strong employment offer. As such, it’s important to 
keep in mind that if your compensation, perks and 
benefits (such as flexible work options) don’t match 
up to that of your competitors, then candidates in 
today’s market may choose to work elsewhere.

That said, by creating ways to stand out and show-
case your EVP and employer brand at each stage of 
the candidate journey as outlined above, you’ll be 
one step closer to securing the top talent that your 
organization needs. 

https://www.peoplescout.com/technology/
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EMPLOYER BRAND: HELPING THE RIGHT 
TALENT CHOOSE YOU

By JESSICA SCARBOROUGH 
employer brand & communications strategist

Today, we’re experiencing far greater public scrutiny of the way that organizations treat their 
employees—not only when times are good, but also when they’re seriously tough. 

Often, candidates seek credible sources of information to form an educated viewpoint 
regarding prospective employers before they even engage with a company. For instance, 
candidates will consult Glassdoor, explore your social media channels and reach into their 
networks to build a picture of your organization. Only then will they decide whether you’d be a 
suitable employer. As such, while employer reputation is growing in importance for candidates, 
the ability of organizations to control that reputation is diminishing. 

With this increased transparency in mind, employer brand management needs to play by 
a new set of rules. In particular, the communications you use to attract employees to your 
organization must be backed up by an employee experience that delivers on the promises 
made in those communications; words must be authenticated by actions. 

So, in this article, we’ll show you how to portray your employer brand in a way that’s true to the 
reality of your organization and—just as important—true to the organization you aspire to be. 

WHAT IS AN EMPLOYER BRAND?

Perceptions and lived experiences are the blocks that we all use to piece together this 
imagined life as an employee. As you might expect, experiences are easier to quantify and 
come in a variety of different forms, including: 

Conversely, perceptions are harder to quantify because they’re the ideas that form as a result 
of these experiences; our perceptions are the feeling of whether we like an organization or not.

• Calling the company’s customer service 
helpline 

• Visiting the careers website 

• Having a conversation with friends 

• Emailing with a recruiter 

• Seeing an ad about the company’s 
newest product launch 

• Meeting an existing employee at a 
careers event 

• Seeing the company featured in a news 
article 

Let’s begin with a definition of employer brand: Your employer brand is an individual’s 
perceptions and lived experiences of what it’s like to work for your organization. 
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Obviously, not all of the perceptions and 
experiences that make up your organization’s 
employer brand are in your direct control as a talent 
acquisition professional. However, you can influence 
the majority of perceptions and experiences that 
contribute to how people feel about your brand. 

Collectively, we should stop thinking about 
employer brand as something we do or make. 
Rather, we manage our employer brand by 
controlling, influencing, and encouraging the 
experiences and perceptions of our audiences, 
thereby aligning them with the brand image that 
we’d like to portray. 

Consistency, authenticity, and clarity of message 
are absolutely key to building recognition of your 
brand and trust in your organization. As such, your 
employer value proposition (EVP) will be pivotal. 

WHO IS YOUR EMPLOYER BRAND FOR?

The fundamental point at the very heart of employer 
brand management is this: Your organization 
doesn’t need to attract and retain people to 
succeed; it needs to attract and retain the right 
people to succeed. 

What makes these people right in terms of skills 

and experience will vary from one role to another 
and from one organization to the next. But, when 
we’re talking about top, well-matched talent, these 
individuals all have one thing in common: They’re 
aligned to your organization’s values; enthusiastic 
about your mission; and motivated by helping to 
achieve your vision for the future. 

These are the people who will move your 
organization forward because they have a clear 
understanding of why their work matters and they 
value what they get from being an employee. For 
the same reasons, attracting people to apply who 
aren’t a good cultural fit, aren’t motivated by your 
vision, and don’t share your values is, frankly, a 
waste of time. 

This is the vital difference between consumer and 
employer brand. Your consumer brand is designed 
to appeal as broadly as possible and generate as 
many sales as possible. In contrast, as an employer, 
your goal is not to sell your roles to as many people 
as possible. Instead, your goal is to find the one 
candidate who is perfectly qualified to do each job to 
the optimum level. 

WHY SHOULD YOU MANAGE YOUR 
EMPLOYER BRAND?

Businesses rarely stand still. As a result, investing 
in employer brand management is the most 
effective way to attract and retain the talent 
that’s instrumental in driving the transformation 
necessary for a business to achieve its mission. 
There are numerous other benefits to investing 
in coordinated employer brand management, 
including: 

Cost Per Hire 

It’s obvious, but worth reiterating: The more 
attractive you are as an employer, the less it will 
cost you to attract top talent. 

Recruiter Efficiency

An employer brand that effectively attracts the 
right candidates while deterring unsuitable ones 
will reduce the time a recruiter spends filtering 
and rejecting applications. This allows recruiters to 
focus on building stronger candidate relationships.

PEOPLESCOUT NEXT | Employer Brand: Helping the Right Talent Choose You

So, what’s an EVP? Your EVP is a clear 
articulation of why your target talent should work 
for your company over your competitors. 
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Salary Premiums 

If candidates and employees perceive that your 
organization’s mission is most aligned to their 
values, they may be willing to give their time and 
effort for a lower financial reward. 

Employee Turnover/Attrition 

A candidate who has joined your organization 
because they feel in tune with your ambitions—and 
who understands their role in achieving them—will 
feel far greater satisfaction than one who starts 
without that sense of connection. Therefore, this 
makes them less likely to leave for another role. 

Employee Advocacy 

When employees are engaged in their work and 
excited about their future at your organization, 
they begin to endorse you as an employer and 
become advocates for your brand. And, for potential 
candidates, there’s no more reliable source 
of information on a company than an existing 
employee. 

HOW DO YOU MANAGE EMPLOYER 
BRAND?

Your EVP is a deep understanding of how the 
ambitions and realities of your organization are able 
to uniquely satisfy the needs and aspirations of your 
best talent. This is then organized into a messaging 
framework that enables your organization to 
communicate that proposition consistently, 

clearly and in a compelling way. Once defined, this 
proposition is a powerful tool and the foundation of 
any employer brand management strategy. 

We encourage organizations to consider their EVP 
as a guiding North Star for all future employer 
brand activities; your EVP should hold you true to 
the brand identity that you want to portray and build 
that reputation over time with consistent brand 
communications and actions. 

More precisely, employer brand management is the 
task of reviewing each of the touchpoints within your 
control and influencing them systematically. This 
could include: 

1. Removing or changing the experiences that run 
counter to your EVP. 

2. Growing the consistency of your communications 
over time using your EVP as a guide. 

3. Differentiating your brand by developing more 
distinctive ways to deliver experiences and 
communications that embody your EVP. 
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So, what are the ingredients for a winning EVP? 

1. Authenticity: An EVP should reflect the true 
culture and values of your organization. If it 
lacks authenticity and the employee experience 
doesn’t match the EVP you promised, you’ll 
suffer from high attrition and credibility issues 
when those employees share their experiences. 

2. Aspirational: While your EVP should be 
authentic, it certainly shouldn’t be rooted in the 
mundane. Organizations are constantly evolving 
and striving to grow and achieve their purpose. 
As such, your EVP should reflect the vision of 
the future that your organization imagines for 
itself and identify the behaviors that you’re 
seeking in employees to help you reach that 
destination. 

3. Unique: Let’s not forget that you are in 
competition for talent. So, it’s crucial that the 
brand narrative you help shape is something 
that stands out and is memorable. Generic 
statements about excellence or respect don’t 
tell a candidate why they should join you 

specifically. Instead, it’s critically important to 
have a view of the competition and understand 
what makes a career at your organization 
distinctive. 

4. Compelling: Then, there’s the task of finding 
overlap between what you uniquely have to offer 
talent and what it is that really motivates job-
seekers in their career choices. Aim for strong 
alignment between their personal values and 
ambitions and those of your organization. 

5. Dynamic: Finally, your current employees 
are not one homogeneous group; they have 
different roles and responsibilities and come 
from different backgrounds. As a result, your 
EVP should be able to speak to the diverse 
group of candidates you want to attract. For 
example, the messages needed to attract a 
candidate into a high-volume, entry-level role 
and a highly specialist senior role are very 
different. So, your EVP needs to be able to flex 
to appeal to all of these people. 

To capture your EVP, we need to discover the reasons why people show up to work every day—the unspoken 
rules, quirks and social codes. The things that shape life at your organization and make people proud to be 
there. 

Employee stories are the narratives that will breathe life into your EVP, eliminate the generic and make it 
unique to your workforce. Plus, you’ll find far fewer barriers to internal adoption and advocacy by crafting an 
EVP that is recognizable to your employees and speaks their language. 
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MEASURING SUCCESS 

A common mistake we see when companies try to measure employer brand effectiveness is a tendency to 
focus on familiar tactical metrics. Advertising metrics, social media metrics and ATS metrics—like cost-
per-hire, time-to-hire or click-through rates—are all valuable for measuring the immediate influence of 
recruitment marketing activities. But, they all fall short of showing you whether your brand management 
activities are shifting perceptions of your brand over time and, crucially, whether your target talent 
audiences find your employee proposition attractive. 

Instead, evaluating the power of your employer brand and tracking it throughout time requires a different set 
of measures entirely, which we’ve set out below in our employer brand success matrix.

Focusing on all of these metrics as one integrated picture will allow you to draw more meaningful 
conclusions about the effectiveness of your employer brand and identify trends over time. 

MAKING SURE THEY CHOOSE YOU

Focusing on your employer brand means continually guiding and pushing your organization to create better 
candidate and employee experiences. In so doing, you spark a virtuous circle that reinforces your brand 
promise and creates more opportunities to give it even greater meaning. 

For a more in-depth look at the tools that allow you to build a reputation that attracts, engages and retains 
the people you need to drive your organization toward future success, download our ebook. 

• Loyalty

• Advocacy

• Recognition

• Consideration

• Preference

• EVP promise experience

• EVP promise association

• Employee performance

• Recruitment efficiency

• Absense

• Satisfaction

• Consumer brand sentiment

INTERNAL

EXTERNAL

EMPLOYEE ENGAGEMENT

AUDIENCE ATTRACTION

BRAND EXPERIENCE

BRAND ASSOCIATION

BUSINESS PERFORMANCE

CONSUMER IMPACT

https://www.peoplescout.com/insights/employer-brand-helping-the-right-talent-choose-you/
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RECRUITMENT MARKETING: HOW TO 
STAND APART IN THE BATTLE FOR GREAT 
TALENT

Every day, we’re bombarded with between 4,000 and 10,000 ads. Naturally, we don’t give every 
one of them our full attention; our brains screen out the majority that they consider irrelevant 
so we don’t get overwhelmed. Recruitment messages—designed to grow awareness and 
excitement around job opportunities—are just one subset of ads fighting for our attention in 
this intense daily contest. 

In such a ruthless environment, talent attraction techniques have evolved and adapted. Modern 
recruitment marketing now draws heavily on consumer marketing practices and technology 
to ensure that recruiting organizations create clear space between themselves and their 
competitors. This optimizes the likelihood that their messages will receive the attention of the 
right candidates and fuel growth in healthy pipelines for future vacancies. 

This article will walk you through four strategic pillars to succeed in this hugely competitive 
space for top talent. 

PILLAR ONE: ESTABLISHING YOUR BRAND NARRATIVE AS A NORTH STAR

To attract top talent, you need to tell a vivid story about your unique employer value proposition, 
or EVP. This proposition should clearly communicate the compelling elements of your 
employment offer, as well as the behaviors and values you expect of candidates in return. 

This narrative allows candidates to make an informed decision about whether your 
organization is somewhere they aspire to work and somewhere they can have an influence. But, 
it also ensures that the people who do go on to apply are in tune with your company values; 
are motivated to be a part of your team’s mission; and are ready to take on the particular 
challenges associated with their role. 

Recruitment marketing is the task of telling that story—why talent should want to work for you. 
Specifically, it’s about telling it: 

• To the right people, at the right time 

• Consistently, with targeted content and experiences that develop a candidate’s 
understanding of—and trust in—your company 

• In exciting and unexpected ways to stand out from the competition 

By JESSICA SCARBOROUGH             By LEE GRIFFITHS
employer brand &
communications strategist

head of talent advisory 
global center of excellence 
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Changing jobs is a significant life event fueled by 
a complex and highly emotional decision-making 
process. More than ever, candidates are searching 
for an employer that exhibits a shared set of values 
and work that they find meaningful. This is even 
more apparent in the Millennial and Gen Z members 
of the workforce. As such, a well-articulated 
employee value proposition can provoke an emotive 
response from candidates; give them a first glimpse 
into your company culture; and differentiate you 
from your competitors for talent. Without a clearly 
defined employer brand story, the guiding North 
Star of your strategy is missing. 

PILLAR TWO: BUILD AUTHENTICITY & 
TRUST WITH YOUR EMPLOYEES’ VOICE

When considering whether to apply for a role, 
candidates will evaluate the authenticity of your 
brand claims and develop perceptions of what it’s 
really like to work for you. Therefore, when it comes 
to the credibility of your messages, the sources that 
deliver them are all important. Appetite for glossy 
corporate advertising is low; candidates are looking 
for trusted spokespeople to reveal the real story. 

• According to Edelman’s brand trust report, 
nearly seven in 10 people globally use one or 
more advertising avoidance strategy.

• Personal experience, earned media, and peer-
to-peer conversations are far more influential 
than owned media and paid advertising in the 
battle for brand trust.

• Industry experts and regular employees 
are seen as significantly more credible 
spokespeople for a brand than the company’s 
CEO.

Similarly, candidates are savvy to corporate clichés 
and empty promises. Alternatively, they will use 
resources like Glassdoor and Indeed to seek out the 
opinions of existing employees who have previously 
road-tested an employee experience. 

Of course, you can’t control everything that’s written 
about your brand online, but you can empower 
your most engaged employees to be the voice of 
your brand by sharing their own experiences. Plus, 
personal stories will provide you with credible 
evidence to support your employer value proposition 
and build credibility among your external brand 
audiences.

It can be easy to overcomplicate advocacy; the key 
is to make it a fun and celebratory process. For 
instance:  

• Make sharing simple. There are many content 
amplification tools that will allow employees to 
access your employer brand content and repost 
it to their own social channels in seconds.

• Introduce a little competition. Award points to 
employees for sharing their own stories and 
reposting those of their colleagues.

• Make advocacy rewarding. What do your 
advocates get in return for being active 
brand ambassadors? Social media training? 
Networking opportunities?

But, don’t just expect employees to go off and 
create great content; you’ll need to offer support. 
So, consider setting content creation challenges 
with detailed guidelines to keep them energized and 
engaged.

https://www.edelman.com/research/brand-trust-2020
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PILLAR THREE: CONNECT TO TALENT WITH DATA-DRIVEN INSIGHTS

Top talent doesn’t need to actively look for new opportunities because, like in the consumer world, offers 
have already started coming to them. Nowadays, passive and active candidate status is no longer clear cut. 
While some people are actively looking for jobs, it would be incorrect to label everyone else passive and 
disinterested in new opportunities. 

In fact, candidates expect to be approached with new opportunities. Take the highly competitive tech market, 
for example: More than half of all software engineers in North America are approached by recruiters at 
least once every quarter. In such a competitive market, you need to engage your future workforce before the 
demand to hire them exists. 

So, instead of playing the numbers game and hoping that the right person is out there somewhere, wouldn’t 
it be better to have an existing relationship with the people we think would be perfect for the job? And, better 
still, to know exactly their level of interest in new opportunities so that, when we do approach them, we know 
it’s a welcome advance? Fortunately, this is all made possible if we build high-quality, data-driven talent 
pipelines that provide recruiters with live insights into candidate interest levels and improve their efficiency. 

Below are three steps you can take to start building talent pipelines.

3.  TEST & LEARN IN REAL TIME 

Consumer marketers have 
long been reaping the 
benefits of content and 
email marketing; cultivating 
email subscription lists; and 
delivering targeted content 
via marketing automation 
tools to nurture and maintain 
relationships with potential 
buyers. 

Plenty of organizations have 
legacy databases of candidate 
profiles. Used to their fullest, 
these talent pools enable 
you to maintain contact and 
nurture relationships with 
all of the candidates you 
consider to be top talent for 
your organization—long before 
a hiring demand occurs and a 
hiring manager starts to draft 
a job description. 

Automation technology 
is vital in the follow-up 
engagement and nurturing 
of your candidate audience. 
This technology allows 
you to monitor candidate 
behavior and deliver content 
to candidates that is relevant 
to their psychological needs 
at any given time in the 
recruitment process. 

But, not all content is created 
equal; some content is 
designed to grow positive 
sentiment around your brand, 
while other content is designed 
to prepare candidates for a 
successful interview. Clearly, 
the latter is only relevant for 
candidates who have a serious 
intention to apply for a role at 
your organization.

As you gather more data, the 
algorithms in automation 
technology become more 
intimately acquainted with 
the behavior patterns, 
content preferences and 
underlying motivations of 
your candidates. This allows 
you to make more accurate 
predictions of candidate needs 
and continually improve the 
efficiency of your content 
strategy—learning in real 
time which headline is likely 
to be most effective; what 
type of imagery they find 
most appealing; what channel 
they’re most responsive to; or 
what time of day they like to 
engage.

1.  JUMP IN THE (TALENT) POOL 2. CONVERT WITH CONTENT 

https://intelligence-group.nl/en/about-intelligence-group/data
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PILLAR FOUR: DIFFERENTIATE YOUR BRAND THROUGH HUMAN EXPERIENCES

Let’s reimagine the marketing funnel as the journey of a single candidate. Armed with your compelling 
employer value proposition, the task throughout this journey is to bring the promises of that proposition to 
life for candidates and reinforce your brand messages so that they build a preference for your organization. 

In other words, rather than just telling candidates why you should be their preferred choice of employer, 
show them at every touchpoint.

Remember when we referred to your employer brand as your North Star? This is exactly what we meant by 
that: Use your employer brand and value proposition as a guiding force when crafting all of your recruitment 
communications and experiences. The more consistently and distinctively your value proposition is 
expressed throughout the candidate journey (and beyond into the employee lifecycle), the more your brand 
reputation will align to the identity that you want to portray. 

As an example, if you claim to be an employer that cares about employee wellbeing, show candidates from 
the start by supporting them through the recruitment process with deep empathy. Likewise, if you claim to 
be an employer that fosters innovation, ensure that your communications are fresh and different. 

The way that candidates experience your organization throughout the candidate journey will show them 
everything they need to know about how your company treats customers and colleagues. That perception, 
once created, is hard to shift. If you treat candidates with dignity and show them how their time is valued, 
most will walk away from the recruitment process feeling positive about the brand you represent—whether 
they were successful or not. This means that you’re more likely to be the beneficiary of positive word-of-
mouth advertising from that individual, as well as ensure that they’re more likely to reengage with you in 
the future should another, more appropriate, opportunity arise. That could be next week, next month or next 
year. The long game matters. A human-centric approach is different and will certainly stand out among the 
numerous companies that still facilitate an impersonal hiring process.
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MAKING THE RIGHT MATCH

When these four strategic pillars work cohesively together, they allow you to seek out top talent and start 
conversations with potential employees wherever they prefer to consume content. Then, you can convert 
candidates to the next stage of the recruitment process by delivering content that responds to behavioral 
triggers and underlying candidate motivations. Finally, you can differentiate your organization from your 
competitors with human experiences that bring your employer brand to life in unexpected and exciting ways.

READ EBOOK NOW

In today’s candidate-driven talent market, job seekers 
are more discerning and judicious in selecting a potential 
employer. To gain their trust and inspire them to choose 
you over your competitors, you need to ensure that your 
recruitment and marketing efforts are aligned.

To learn more about recruitment marketing, 
including the important metrics you should 
focus on, read our ebook, Recruitment 
Marketing – How to Stand Apart in the Battle 
for Great Talent.

https://www.peoplescout.com/insights/stand-apart-in-the-battle-for-great-talent/
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A LETTER FROM ANTHONY BREW  
We live in a complex, interwoven world, where diversity forms the 
foundation of our modern society. Unsurprisingly, our workplaces 
mirror the sociocultural dynamics that affect our lives outside of 
work.  

To be engaged at work, employees must feel included and valued. 
At PeopleScout, we know through experience that different ideas, 
perspectives, and backgrounds create a stronger, more productive 
and creative work environment. We strive to build, nurture and 
inspire a diverse workplace culture where inclusiveness is ingrained, 
not recommended; a culture where there is a profound sense of 
pride, passion, and belonging that transcends roles, departments, 
languages or nationalities; a culture where all employees are supported professionally and personally; 
a culture where we remove barriers based on race, ethnicity, nationality, sex, gender identity, sexual 
orientation, religion, disability or otherwise.

We also recognize that diversity, equity, and inclusion (DE&I) are complex and multilayered issues and that 
employers across all industries have the transformative power to change and contribute to a more fair and 
welcoming society.

So, how can HR leaders and talent professionals improve DE&I within their organizations and create a 
culture of inclusiveness that encourages every employee to bring their authentic selves to work?

In this section of PeopleScout NEXT, we provide guidance for assessing your organization’s DE&I program 
maturity, as well as outline the role of talent acquisition and HR when it comes to DE&I. With this 
information, you can better understand the behavioral and cultural aspects of the workplace and their effect 
on the candidate and employee experience.

Thank you for your commitment to building a more diverse, equitable and inclusive workplace.

From Now to Next, 

Anthony  Brew
Anthony Brew

Vice President of Diversity, Equity & Inclusion

TrueBlue
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DIVERSITY, EQUITY & INCLUSION: 
ASSESSING PROGRAM MATURITY & THE 
ROLE OF TALENT ACQUISITION

By ANTHONY BREW 
vice president of diversity, equity & inclusion

When people of different backgrounds with different experiences come together, they drive 
innovation—both in the workplace and in the world at large. In fact, there’s substantial 
research to show that diversity brings many advantages to the workplace, including increased 
profitability and creativity; greater productivity; and better problem-solving, among others.
 
Employees with diverse backgrounds also bring their own perspectives, ideas and experiences, 
which help to create organizations that are resilient and effective and that outperform 
organizations that do not invest in diversity.
 
Yet, despite the obvious benefits of increased diversity and inclusion in the workplace, the 
reality still leaves much to be desired. For instance, research from Boston Consulting Group 
shows that diversity and inclusion efforts have yielded sparse results: Although nearly all 
companies have programs in effect, only 25% of employees from diverse backgrounds feel they 
have personally benefited from them.
 
Clearly, employers must do more, and the responsibility for diversity, equity and inclusion 
(DE&I) belongs to the entire organization—including talent acquisition and HR leaders. So, in 
this article, we’ll cover the different areas of the business that contribute to DE&I; how you can 
determine your DE&I program maturity; and areas where talent acquisition leaders can have 
the greatest influence.
 

https://www.bcg.com/publications/2019/fixing-the-flawed-approach-to-diversity
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SO, WHO’S RESPONSIBLE FOR DE&I?

For years, talent acquisition teams have led diversity efforts within organizations. In some cases, employers 
hire a chief diversity officer (CDO) and provide a budget for DE&I initiatives. However, the responsibility for 
DE&I initiatives is much broader, and everyone from senior leaders to entry-level employees in everything 
from marketing to IT has a role in creating an inclusive workplace. Here, we outline the roles that different 
areas of the business play in DE&I efforts.

Talent Acquisition and HR
More than any other group or individual, talent 
acquisition and the broader HR organization are 
responsible for diversity and inclusion in the 
workplace. According to a Society for Human 
Resource Management (SHRM) survey, in 59% 
of organizations, HR and talent acquisition 
oversee diversity efforts and, at 64%, they’re 
tasked with implementing diversity initiatives.

Diversity Committees 
Not every organization has the resources to 
support a full-time diversity role. In fact, the 
larger the employer, the more likely it is to 
have dedicated diversity staff, according to 
Xpert HR. However, as SHRM found, smaller 
organizations may be able to aid diversity 
and inclusion programs by taking a cue from 
the 17% of employers that have an advisory 
group/committee comprised of volunteer 
staff members. This can actually be quite an 
effective approach, as employee sponsorship 
corresponds with lower levels of reported bias 
within an organization, according to Center for 
Talent Innovation research.

Leadership 
An organization’s leadership team is 
responsible for diversity outcomes at 25% of 
organizations, according to a Deloitte report. 
But, leadership must play a role in the DE&I 
initiatives at all organizations. In fact, having 
a C-suite member as the diversity and 
inclusion program leader is one of the biggest 
differentiators between organizations in 
which diversity is not considered a barrier to 
progression versus ones where it is, according 
to PwC’s data.

However, to be successful champions 
of diversity, leadership needs to be fully 
engaged—because an inclusive and equitable 
culture must be present from the top down. 
Notably, if time and other responsibilities 
that accompany their jobs make it difficult for 
executives to be fully engaged, organizations 
may want to reconsider having their C-suite 
remain heavily involved in their diversity 
efforts. In this case, you might consider 
appointing another individual (or individuals) 
who is more able to focus on the work and, as 
a result, bring about more change.

of an organization’s 
leadership team 
is responsible for 
diversity outcomes

of organizations HR 
and talent acquisition 
teams oversee 
diversity efforts

of organizations 
HR and talent 
acquisition teams 
are tasked with 
implementing 
diversity initiatives

59%
64%25%

https://www.shrm.org/hr-today/trends-and-forecasting/research-and-surveys/Documents/09-Diversity_and_Inclusion_Report.pdf
https://www.shrm.org/hr-today/trends-and-forecasting/research-and-surveys/Documents/09-Diversity_and_Inclusion_Report.pdf
https://www.shrm.org/hr-today/trends-and-forecasting/research-and-surveys/Documents/09-Diversity_and_Inclusion_Report.pdf
https://www.shrm.org/hr-today/trends-and-forecasting/research-and-surveys/Documents/09-Diversity_and_Inclusion_Report.pdf
https://www.xperthr.com/benchmarking-and-surveys/diversity-equity-and-inclusion-employer-trends-2021-xperthr-survey-report/50071/
https://www.talentinnovation.org/Diversity%C3%A2%E2%82%AC%E2%84%A2s-Positive-Impact-on-Innovation-and-Outcomes-CTI-Chapter.pdf
https://www.talentinnovation.org/Diversity%C3%A2%E2%82%AC%E2%84%A2s-Positive-Impact-on-Innovation-and-Outcomes-CTI-Chapter.pdf
https://www2.deloitte.com/insights/us/en/focus/human-capital-trends/2017/diversity-and-inclusion-at-the-workplace.html
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IDENTIFYING GAPS IN THE MATURITY OF YOUR DE&I PROGRAM  

When it comes to really progressing your organization’s DE&I program, the best place to start is by asking 
yourself where your organization stands today. That way, you can best identify where to place your initial 
efforts in order to create the greatest influence. Below, we outline the different stages of DE&I program 
maturity. Note that your organization may be at different levels in different areas.

Generally, employers at the beginner level of 
maturity tend to be more reactive rather than 
proactive; they may narrowly define workplace 
diversity, and leaders usually have limited 
involvement in driving DE&I forward within the 
organization.

Employers at the intermediate level typically focus 
on more purpose-driven DE&I initiatives, with 
leadership assuming a greater role in progressing 
DE&I in the workplace. At this level, the definition 
of diversity expands to include less-visible 
characteristics, like disability, religion, class, 
age, regionalism, sexual orientation and more. 
Additionally, at this stage, an employer may employ 
a dedicated staff and provide a budget for DE&I.

Employers at the advanced stage focus on multi-
dimensionality and intersectionality when thinking 
about diversity. In this situation, leaders practice 
inclusive leadership skills and are held accountable 
for creating a diverse and inclusive workplace. 
They also often have DE&I resources and budgets 
distributed throughout the organization to ensure 
organization-wide diversity.

Employers at this level take a sustainable approach 
to DE&I, in which leaders are expected to lead 
holistically and inclusively; be key DE&I change 
agents; and hold the organization accountable. In 
addition to their internal resources, they often have 
external DE&I advisory boards that guide them on 
leading practices.

Identifying your organization’s DE&I maturity level allows you to better measure your progress on key 
areas of workforce diversity, including communication, employee education, company culture, resource 
investment and the involvement of leadership. This will help guide your next steps toward creating a more 
diverse, equitable and inclusive workforce, as well as allow your organization to focus on interventions that 
are targeted and specific. Plus, in organizational environments facing a multiplicity of DE&I issues at once, 
the ability to pinpoint current state, plot out the desired state and craft the roadmap to get there is critical.
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THE ROLE OF TALENT ACQUISITION

While the responsibility for DE&I is spread across 
an organization, talent acquisition still plays a major 
role. Recruiters, sourcers, hiring managers and 
HR leaders are powerhouse roles that must work 
together to find the right candidate for the job, while 
also demonstrating an organization’s commitment 
to DE&I from the company’s first interactions with 
employees.

As talent acquisition leaders, you also play a key role 
in bringing to life diversity and inclusion as values 
that are deeply embedded in an organization. More 
precisely, your team plays a particularly critical 
role by sourcing, engaging and eventually hiring 
candidates from underrepresented groups.

Does your organization have a talent pool of 
diverse candidates? Do your interviewing practices 
reduce unconscious bias? Do you have a strong 
reputation for being a diverse workplace? These 
are some of the critical questions that you and your 
teams should attempt to answer to deliver on the 
organization’s diversity agenda. 

By understanding your role and performing it 
effectively, talent acquisition teams can work with 
leaders in other areas of the business to build a truly 
holistic DE&I program. Here, we discuss some of the 
tactics that talent acquisition can adopt to overcome 
diversity sourcing, selection and hiring challenges.

Championing Diversity

Once your talent acquisition team establishes 
awareness and accountability, members should 
become champions of diversity hiring; you have a 
tremendous opportunity to drive the diversity agenda 
by reinforcing the case for diversity hiring. For 

instance, engaged recruiters can champion diversity 
and make it an everyday dialogue with hiring 
managers. That’s because recruiters are responsible 
for ensuring that all candidates are treated fairly and 
equally in a process that removes bias. They’re also 
the first step in demonstrating how the organization 
appreciates and celebrates its diverse employees.

Diversity Sourcing

To ensure that your talent pool is representative of 
diverse candidates, source your candidates from 
a variety of talent channels. Clearly, you can’t rely 
on the same sources repeatedly when seeking out 
new candidates; focusing only on the sources that 
you know best can result in a talent pool of similar 
candidates and a lack of diversity.

Instead, seek out opportunities to source candidates 
from underrepresented backgrounds. For example, 
there are many online and offline groups dedicated 
to women in technology. This could be a great 
opportunity to meet and connect with high-caliber, 
female candidates directly—instead of waiting for 
them to find you through platforms like Indeed. And, 
the more initiative you take to find these channels, 
the more likely it is that your talent pools will be 
diverse.

What’s more, if you’re struggling to find diverse 
talent, reach out to employees from diverse 
backgrounds and encourage them to share your 
job ads with their networks; then, give them the 
tools they need to promote open roles within your 
organization. As a result, your employees and 
candidates will both feel that your company values 
their opinions and contributions, which is fantastic 
for team morale and engagement.
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Inclusivity

Building an inclusive workplace is central to creating a workplace environment in which every employee 
feels valued. Granted, every organization is different, so the content and structure of an inclusion program 
needs to meet the conditions of your organization. 

To get you started, SHRM offers an inclusivity checklist for HR that provides a good place to start:

Unconscious Bias & Candidate Selection

One of the key reasons companies lose out on 
diverse talent is unconscious bias, which can have 
detrimental effects on the diversity hiring process. 
The concept of unconscious bias or implicit bias 
was first introduced in 2006 as “the new science of 
unconscious mental processes that has a substantial 
bearing on discrimination law.” This challenged the 
longstanding idea that people are guided only by 
explicit beliefs and conscious intentions.

One example of unconscious bias is that a 
candidate’s last name—which implies their ethnic 
background—can adversely affect their chances 
of landing a job. Unfortunately, studies by Ghent 
University show that the last name appearing on 
a candidate’s résumé can reduce the possibility of 
receiving a call back by 25% in Germany; 29% in 
Sweden and the UK; and 50% in the U.S. Accordingly, 
to address unconscious biases, some companies 
mask candidate demographics while presenting 
them to the hiring team in order to shift the focus 
from ethnicity to experience and skills.

In another strategy highlighted by DiversityJobs, 
a large utility company in the U.S. moved away 
from the practice of long interviews with a few 
leaders and started exposing candidates to more 
interviewers in multiple, short interviews. This 
reduced the chance of a single, biased assessor 
significantly influencing a hiring decision. 
Additionally, the organization was also able to 
showcase a more diverse selection team to all new 
hires.

Converting Candidates From Underrepresented Groups 
Into Employees

However, winning over diverse candidates goes 
beyond just locating them and ensuring that 
they’re treated fairly during the hiring process. 
Rather, to win diverse talent, organizations should 
demonstrate the authenticity of their commitment 
to DE&I by leveraging their employer brand through 
career sites and social media channels, as well as by 
showing how diverse and inclusive they are through 
their employees and leadership.

Make sure that company leaders understand 
that inclusion is about ensuring that everyone’s 
voice is heard, opinions are considered, and 
value to the team is evident.

Train managers to show that inclusivity is a core 
competency—and hold them accountable.

Form an inclusion council with genuine 
influence and power.

Value differences and create an environment in 
which people can feel comfortable bringing their 
authentic selves to work.

Identify the needs of underrepresented groups, 
and give them the necessary support and 
resources.

Provide workers with a safe space to voice their 
concerns.

Benchmark key aspects of your organization’s 
culture and understand the employee 
experience before making changes to promote 
inclusivity.

Remember that daily interactions are the most 
telling sign of whether your company has an 
inclusive culture.

https://www.forbes.com/sites/pragyaagarwaleurope/2018/12/03/unconscious-bias-how-it-affects-us-more-than-we-know/?sh=7745d2866e13
https://ftp.iza.org/dp7145.pdf
https://ftp.iza.org/dp7145.pdf
https://www.diversityjobs.com/2019/10/talent-acquisition-organizational-diversity/


50

PEOPLESCOUT NEXT | Diversity, Equity & Inclusion: Assessing Program Maturity & the Role of Talent 
Acquisition

Technology

The right talent acquisition technology can be a powerful tool for reaching your DE&I goals. And, as you 
begin to recognize and fix disparities in hiring processes and work environments, data can be an important 
tool in determining the effectiveness of those efforts. No DE&I initiative can be successful unless it can be 
measured.

To that end, diversity dashboards—like those available in PeopleScout’s Affinix Analytics—can break down 
your hires by gender and ethnicity. Then, with that information, you can identify where the most diverse hires 
have been found. From there, you can focus on which recruitment strategies are most effective in bringing 
in candidates form underrepresented groups. And, once those initiatives are in place, you can track your 
success over time.

The goal of diversity, equity and inclusion in the workplace should be a central pillar in any organization’s 
journey. Embracing a multitude of viewpoints and cultures drives innovation; improves decision-making; 
increases employee productivity and retention; and leads to better-served employees—and, by extension, 
customers.

While responsibility for diversity, equity and inclusion is shared across an organization, talent acquisition 
leaders have a significant influence. To learn more about the roles of other parts of the business, download 
our new ebook.

• Adding a link to diversity and inclusion policies 
and practices in job advertisements and 
recruiters’ email signatures.

• Minimizing adverse effects of recruitment 
discrimination by complementing recruiters 
with talent acquisition technologies like 
PeopleScout’s AffinixTM.

• Ensuring job-related information is accessible to 
all groups. (For example, ensure your career site 
is accessible to those with visual impairments 
through design, alt text and screen readers; 
and ensure presentations and videos include 
subtitles or sign language.)

• Scheduling interviews in locations that are 
accessible and convenient for all candidates, 
such as parking for people with disabilities; 
Braille script on elevators and signage; and 
female, male and gender-neutral restrooms.

• Sharing relevant stories about a diverse set of 
employees in the organization and involving 
diverse employees and senior leaders in the 
interviewing process.

• Respecting candidates’ gender identity. Because 
gender identity is internal, a person’s gender 
identity is not necessarily visible to others, so 
asking candidates what pronoun(s) they prefer 
to use in interviews and other communications 
can make a difference.

Furthermore, talent acquisition can also play a role in reinforcing these messages by:

https://www.peoplescout.com/insights/progress-in-action-moving-toward-a-globally-diverse-and-inclusive-workplace/
https://www.peoplescout.com/technology/
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senior editor

For talent acquisition teams to properly source, interview and hire candidates from 
underrepresented groups, they must understand not only where different candidates search for 
jobs, but also the factors important to those candidates. 

To that end, a PeopleScout survey of job candidates found important differences in how diverse 
groups find, research and apply for jobs, and employers can use these insights to make their 
recruitment process more equitable and inclusive. The survey focused on job candidates 
throughout the U.S. from a wide variety of backgrounds. However, due to the relatively small 
sample size, these survey results should be taken as purely directional. Below, we share the 
most important insights.

CANDIDATES FROM UNDERREPRESENTED GROUPS FIND & RESEARCH JOBS 
DIFFERENTLY 

Racial and ethnic minority candidates are more likely to hear about a job opportunity through 
word of mouth than white candidates. More precisely, nearly half of Black or African American 
candidates report learning about their most recent job through word of mouth, while only 35% 
of white candidates found their most recent job in the same way.

FOUND MOST RECENT JOB THROUGH WORD OF MOUTH

PEOPLESCOUT NEXT | Diversity, Equity & Inclusion: Insights for Talent Acquisition Leaders
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Black or African American candidates are also the most likely group to research an employer or job 
opportunity by talking to people in their communities—at more than double the rate of white candidates. 

WHEN APPLYING FOR A JOB, HOW DO YOU PRIMARILY RESEARCH THE COMPANY?

What This Means for Talent Acquisition

Your current employees from underrepresented backgrounds are important partners in sourcing and 
recruiting diverse talent; they understand your culture and values and can share both job openings and their 
experience at your organization with other candidates.

WOMEN RELY ON A LARGER RANGE OF SOURCES WHEN RESEARCHING EMPLOYERS

Notably, women are more likely than men to research an employer through third-party channels, whereas 
men are more likely to rely on your careers site. For instance, while half of men report researching an 
employer through the employer’s careers site, only one-third of women do the same. Women are also twice 
as likely as men to use employer review sites, like Glassdoor.

WHEN APPLYING FOR A JOB, HOW DO YOU PRIMARILY RESEARCH THE COMPANY?

What This Means for Talent Acquisition

Many candidates rely on your careers site for research. As such, your careers site should showcase your 
employer brand, but it cannot be your sole focus. Instead, also invest in improving your employer brand 
through employer review sites, like Glassdoor. Additionally, encourage your employees to share their 
positive experiences of working at your organization on social media sites, like LinkedIn.

of Black or African American 
respondents report researching a 

new job by talking to people in their 
communities.

of white candidates report 
researching a new job by talking to 

people in their communities.

65% 31%

MEN

Employer 
career site

Talking with 
people in my 
community

Employer 
review 

sites like 
Glassdoor

Social media Google Other

WOMEN

https://www.peoplescout.com.au/insights/how-to-improve-your-employer-brand-using-employer-review-sites/
https://www.peoplescout.com.au/insights/how-to-improve-your-employer-brand-using-employer-review-sites/
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CANDIDATES NOTICE YOUR DIVERSITY EFFORTS

Your diversity efforts can be a difference-maker for job candidates. In fact,  underrepresented groups are 
more likely to say that an employer’s diversity efforts make a difference in whether they decide to apply for a 
role. White candidates are also paying attention. 

PERCENTAGE OF CANDIDATES WHO REPORT THAT AN ORGANIZATION’S 
DIVERSITY EFFORTS PLAY A ROLE IN WHETHER OR NOT THEY DECIDE TO 

APPLY FOR A ROLE

43% : White

46% : Hispanic or Latino

51% : Black or African American

57% : Native American or American Indian

58% : Asian American or Pacific Islander

PEOPLESCOUT NEXT | Diversity, Equity & Inclusion: Insights for Talent Acquisition Leaders
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The way you showcase diversity efforts also makes a difference to candidates, with the biggest gap between 
white and Black or African American candidates. For instance, when asked about the factors that candidates 
consider when applying to a job, Black or African American candidates were five times as likely as white 
candidates to consider your diversity efforts. Black or African American candidates were also more than four 
times as likely to consider whether your careers site features “people who look like me.”

What This Means for Talent Acquisition

Your diversity efforts are important to your candidates; they want to hear about what your organization is 
doing to improve diversity, equity and inclusion at your organization. And, in a competitive talent market, it’s 
important to feature those commitments, as they could be the deciding factor for candidates.
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HISPANIC & LATINX DIVERSITY & 
INCLUSION IN THE WORKPLACE

By JASMINE PATEL 
trend writer

At PeopleScout, we’re committed to providing you with information to help guide you on your DE&I 
journey. We aim to cover a wide range of DE&I topics, including issues regarding BIPOC, the LGBTQ+ 
community, gender gaps, people with disabilities and more. This article is the next in our library of 
DE&I resources and specifically focuses on the Hispanic and Latinx community.

In the U.S., National Hispanic Heritage Month is observed from September 15 to October 15. 
It honors the cultures and contributions of both Hispanic and Latinx Americans by celebrating 
the histories, cultures and contributions of American citizens whose ancestors came from 
Spain, Mexico, the Caribbean, and Central and South America. And, there’s no doubt that their 
contributions have been great—especially in the workforce and to the economy. Consider the 
influence this group has had and will continue to have in the future:

The Current & Future Workforce

Hispanics are the nation’s second-fastest-growing racial or ethnic group in the U.S., making 
up 18% of the population in 2019—up from 16% in 2010 and just 5% in 1970. Nearly 60% of U.S. 
Latinos are Millennials or younger.

Creators of Jobs

Within the last decade, 86% of all new businesses in the U.S. have been launched by U.S. 
Latinos, with Latinas creating business six times faster than any other group.

Increasingly Educated

Throughout the past decade, the Hispanic high school dropout rate has dropped dramatically, 
while college enrollment has increased, with about 41% of U.S. Hispanic adults ages 25 and 
older having at least some college experience in 2018. Yet, organizations still lack Hispanic 
representation across all seniority levels: People of Hispanic or Latinx ethnicity make up 18% 
of the labor force, but only 4.3% of executive positions in the U.S., making the gap between the 
labor force and executive representation wider among Hispanics than any other group.

So, how can organizations do their part in closing this gap? To begin, employers should make 
conscious efforts to attract and retain this diverse group of talent and provide them with 
opportunities for growth and development.

https://www.pewresearch.org/fact-tank/2020/09/10/key-facts-about-u-s-latinos-for-national-hispanic-heritage-month/
https://www.diversitybestpractices.com/three-reasons-why-latinx-o-talent-strategy-drives-an-inclusive-culture
https://www.diversitybestpractices.com/three-reasons-why-latinx-o-talent-strategy-drives-an-inclusive-culture
https://www.pewresearch.org/fact-tank/2016/07/28/5-facts-about-latinos-and-education/
https://www.pewresearch.org/fact-tank/2016/07/28/5-facts-about-latinos-and-education/
https://www.pewresearch.org/fact-tank/2020/09/10/key-facts-about-u-s-latinos-for-national-hispanic-heritage-month/
https://www.pewresearch.org/fact-tank/2020/09/10/key-facts-about-u-s-latinos-for-national-hispanic-heritage-month/
https://www.bls.gov/opub/reports/race-and-ethnicity/2019/home.htm
https://www.bls.gov/opub/reports/race-and-ethnicity/2019/home.htm
https://www.umass.edu/employmentequity/race-states-and-mixed-fate-white-men
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UNDERSTANDING THE MANY NAMES OF THIS DIVERSE GROUP 

Before you can effectively attract candidates from Hispanic and Latinx backgrounds, it’s important to 
understand the terminology that identifies this unique group. According to Pew Research Center, “the terms 
‘Hispanic’ and ‘Latino’ are pan-ethnic terms meant to describe—and summarize—the population of people 
living in the U.S. of that ethnic background.” To that end, some have drawn distinctions between the two 
terms, and their widely used definitions can be summarized as the following:

However, this group has mixed views on how they prefer to describe their identity, with more than half 
describing themselves by their country of origin.

% OF HISPANICS SAYING THEY DESCRIBE THEMSELVES
MOST OFTEN AS...

Hispanic: A person residing in the U.S. with descent from Spanish-speaking countries; 
(this excludes Brazil, where Portuguese is the official language).

Latino: A person of Latin American descent residing in the U.S.; 
(this includes Brazil, but excludes Spain).

In recent years, a new term has emerged as an alternative to Hispanic and Latino: Latinx. The term is 
one of many in the global movement around gender-neutral language. Latinx serves as a gender-neutral 
alternative to Latino and Latina, and aims to encompass Latin American and Hispanic people from all racial 
backgrounds, while also including those who identify as transgender, queer, agender, non-binary, gender 
non-conforming or gender fluid. According to trend data from Google, the term first appeared online in 2004, 
but didn’t begin to gain momentum and wider usage until 2014. Today, it is used around the world, most 
often in the U.S. 

https://www.pewresearch.org/fact-tank/2020/09/15/who-is-hispanic/
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And, much like the terms “Hispanic” and “Latino,” surveys also reveal mixed feelings on “Latinx” among 
the population it is meant to represent. In particular, younger people (ages 18 to 29) are most likely to have 
heard of and use the term, while older people (65 and up) are least likely. Specifically, use is the highest 
among young Hispanic women: 14% say they use it, compared to 1% of Hispanic men in the same age range. 
Here are other factors that affect how likely a U.S. Hispanic person is to have heard of Latinx and use the 
term:

YOUNG ADULTS, COLLEGE GRADUATES SOME OF MOST LIKELY TO HAVE HEARD OF LATINX

Whether the term Latinx should be adopted as a pan-ethnic term for the U.S. Hispanic and Latino population 
is still up for debate, with one-third of those who have heard the term believing it should be used more 
broadly, according to data from the Pew Research Center. So, similar to many scholars, journalists, activists 
and publications, PeopleScout will opt to use the term for the remainder of this article in an attempt to 
better include the many groups of people who make up the Latinx population.
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LATINX SEARCH INTEREST OVER TIME

https://www.pewresearch.org/hispanic/2020/08/11/about-one-in-four-u-s-hispanics-have-heard-of-latinx-but-just-3-use-it/
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STRATEGIES TO RECRUIT & RETAIN 
LATINX CANDIDATES

If your organization is committed to improving its 
diversity, equity and inclusion practices, Latinx 
employees are a vital group to include in this 
initiative. Latinx individuals come from a wide variety 
of backgrounds, making the group extremely diverse 
in culture. Therefore, by including people from this 
group across your organization and in executive 
positions, your business will be better equipped 
to evolve and innovate as time goes on. Consider 
these strategies for recruiting and retaining Latinx 
candidates.

Recruit with Intention

Employers need to be intentional in improving 
representation of Latinx employees in leadership 
and across the workforce. So, make it a point to 
recruit from industries and universities that are 
highly diverse.

“If you do not have intentionality with diversity and 
inclusion, you have nothing.” – Cid Wilson, president 
and CEO of the Hispanic Association on Corporate 
Responsibility (via Invariant)

Utilize Employee Testimonials

Show candidates that your organization is home to 
diverse talent by showcasing those employees in 
your recruitment marketing tactics. As an example, 
you could share their experiences working for 
your organization through quotes, videos, personal 
stories or recruiting case studies. It’s especially 
important to highlight diverse talent from all levels 
of your business.

Expand Your Search

When possible, it can be beneficial to expand your 
talent search nationwide, or even internationally 
as your organization allows. That’s because, with 
the immense rise in remote work since the onset 
of the pandemic, many Latinx candidates will be 
looking to organizations with remote and flexible 
work options as they make the next move in their 
careers. Or, if your business requires in-person 
work, a competitive offer might cause that top talent 
to consider relocating for the position.

Leverage Employee Networks

Look to your existing Latinx employees, as well as 
all employees, for diverse referrals. In addition, 
seek input from these employees on how to attract 
candidates with similar backgrounds, as well as 
hear their ideas for organizational change and goals. 
In other words, empower them to have a voice.

Provide Mentorship

Even if your organization is highly diverse, any 
member of a minority group might feel excluded at 
times. By providing opportunities for mentorship 
both with individuals of the same background, as 
well as those with different backgrounds, employees 
will feel more included. Encourage mentors to help 
employees meet their professional goals so they can 
grow within the organization.

HOW TO SUPPORT YOUR LATINX 
EMPLOYEES

Recruiting Latinx employees is the first step in 
improving diversity in your organization. The next 
is focusing on ways to make those employees feel 
supported and included. 

For example, at PeopleScout and the broader 
TrueBlue organization, we have the Hispanic 
Opportunity & Latin Awareness (HOLA) employee 
resource group to embrace and support our 
Latinx employees and associates within the 
communities we serve. HOLA aims to increase 
cultural competency and awareness around Latinx 
issues and concerns throughout TrueBlue; support 
TrueBlue’s efforts to attract and retain the best 
Latinx talent; and provide the development and 
support necessary for Latinx employees to grow, 
both personally and professionally.
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https://advisorsmith.com/data/most-diverse-industries-in-the-u-s/
https://www.usnews.com/education/best-colleges/slideshows/see-the-most-diverse-national-universities
https://www.usnews.com/education/best-colleges/slideshows/see-the-most-diverse-national-universities
https://blog.invariantgr.com/applying-a-latinx-lens-to-diversity-equity-and-inclusion-initiatives-2796908d5808


59

PEOPLESCOUT NEXT | Hispanic & Latinx Diversity & Inclusion in the Workplace

Here are examples of other companies with 
impressive initiatives to support their Latinx 
employees:

Coca-Cola

Coca-Cola’s “Hispanic Leadership Business 
Resource Group” offers its Hispanic and 
Latinx employees development, networking 
and community involvement opportunities, 
and helps the company drive innovative 
business ideas. For example, in 2017, 
the group had an idea for a Point-of-Sale 
Spanish Adaptation Tool, which allowed 
bilingual employees to submit their 
interpretation of Coca-Cola taglines and 
phrases in different Spanish dialects to 
keep the phrases from losing their meaning 
through literal translations. 

The company also showed their 
commitment to Hispanic and Latinx 
employees when there was uncertainty 
about Dreamers in the U.S. by covering the 
$500 DACA renewal fees for employees in 
the program.

Ellucian

Ellucian, a software and solutions 
development company for higher education, 
gave employees a sense of belonging by 
celebrating their heritage. The company 
planned volunteer events; office potlucks 
celebrating Latinx and Hispanic culture; 
highlights of influential Hispanic Americans; 
and an Instagram takeover for Latinx 
employees to share their experiences 
working at Ellucian. The first takeover on 
the company’s Instagram account came 
from the leader of ¡wepa!, the company’s 
Latinx employee resource group (ERG).

General Motors

General Motors, a vehicle manufacturing 
company, supports Hispanic employees 
from the very beginning by specifically 
targeting professional Hispanic 
organizations and Hispanic-serving 
institutions as part of its recruiting strategy. 
The company also focuses on raising 

the number of Hispanic professionals 
in STEM through its recruiting efforts 
and by providing more than $5 million in 
scholarships for Hispanic STEM students.

Leidos

When the defense, aviation, IT and 
biomedical research company discovered 
that the Hispanic and Latinx community 
was being disproportionately affected by 
COVID-19 nationwide, the organization made 
it a priority to help. For instance, Leido’s 
Latinx ERG partnered with the Mayor’s 
Office on Latino Affairs in Washington, D.C. 
and Neighborhood Health in Alexandria, 
Va., to donate more than 6,000 face masks 
and 1,500 bottles of hand sanitizer to help 
combat the spread of COVID-19 within Latinx 
communities in those areas.

Find more examples of companies that 
prioritize their Hispanic and Latinx 
employees here.

HISPANIC & LATINX INCLUSION IN THE 
NEW WORLD OF WORK

The new world of work is not just about where 
and how work is done; it’s about the people who 
are doing the work. It’s a candidate’s market, and 
people will choose employers that care about 
their employees as people. So, in order to be truly 
successful, organizations must fully understand 
their workforce—starting with their employees’ 
diverse backgrounds and identities. 

By understanding your underrepresented groups 
of people—like Hispanic and Latinx employees—
and consciously recruiting them, celebrating their 
heritage and investing in their growth, we’ll work our 
way toward a workforce with equal representation 
and strong inclusion of diverse groups across 
industries and at all levels of seniority.

https://www.nytimes.com/article/what-is-daca.html
https://www.instagram.com/p/B2gz6SEhkP3/?utm_source=ig_web_copy_link
https://www.instagram.com/p/B2gz6SEhkP3/?utm_source=ig_web_copy_link
https://www.leidos.com/insights/leidos-donates-masks-hand-sanitizer-local-latino-communities
https://www.leidos.com/insights/leidos-donates-masks-hand-sanitizer-local-latino-communities
https://ripplematch.com/journal/article/companies-with-standout-initiatives-to-support-their-hispanic-and-latino-employees-7cf9443b/
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Jessica Scarborough
employer brand & communications strategist 
A member of PeopleScout’s talent advisory practice, Jessica helps our clients 
capture the essence of their organization in employer brand communications 
designed to attract, retain and engage leading talent. Jessica is particularly 
interested in leveraging employer brand to design impactful candidate experiences 
and helping organizations convert engaged employees into active brand advocates.

Eric Dyson
trend writer
Eric has been a part of the PeopleScout team since 2017 as the content marketing 
and lead generation specialist in the Chicago headquarters. In addition to his 
contributions to PeopleScout NEXT, he also specializes in email marketing, 
thought leadership and digital marketing. Eric holds a bachelor’s degree in 
literature from Valparaiso University.

Nicole Fuqua
senior editor
Nicole has been a part of the PeopleScout team since 2017 as the senior marketing 
content producer 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.

Jasmine Patel
trend writer
Jasmine has been part of the PeopleScout team since 2019 as the marketing and 
communications content specialist in the Chicago headquarters. In addition to 
her contributions to PeopleScout NEXT, she maintains PeopleScout’s internal 
communications and manages the company’s external presence on social media. 
Prior to joining the talent acquisition industry, she wrote for award-winning 
student newspaper the Loyola Phoenix, in addition to her work as a designer 
for her university’s student social justice publication, Mosaic. Jasmine holds a 
bachelor’s degree in multimedia journalism from Loyola University Chicago.

https://www.linkedin.com/in/jessica-scarborough-92233190/
https://www.linkedin.com/in/eric-dyson-a852b859/
https://www.linkedin.com/in/nkfuqua/
https://www.linkedin.com/in/jasmine-patel-a45b3b152/
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Lee Griffiths
head of talent advisory global center of excellence
Lee joined the PeopleScout team more than four years ago and has taken the 
business through some significant change when it comes to recruitment marketing 
delivery for RPO clients. He now manages our global RPO recruitment marketing 
and social media teams helping to shape the strategy and delivery for attraction for 
a number of our clients.
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Anthony Brew
vice president of diversity, equity and inclusion, TrueBlue
Anthony D. Brew joined TrueBlue in January of 2021. As TrueBlue’s first Vice 
President of Diversity, Equity, and Inclusion, he is creating innovative solutions 
to strengthen competencies of DE&I across the organization. Prior to joining 
TrueBlue, Brew has spent more than 20 years building operational and DE&I 
programs through value-creating partnerships in business and cultural sectors. 
Anthony is a graduate of Temple University’s Fox School of Business, where he 
earned an Executive Master of Business Administration degree.

https://www.linkedin.com/in/leegriffithsebm/
https://www.linkedin.com/in/tony-brew-mba/
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