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Nominations Open 
Wednesday 10th January 2024

Nominations Close 
Friday 8th March 2024

Judging Commences 
Monday 20th March 2024

Shortlist Announced 
Tuesday 23rd April 2024

Final Round Judging 
Thursday 7th May 2024

The Firm Awards 2024 
Thursday 6th June 2024  
DeVere Grand Connaught Rooms 

The 2024 Awards timings and judging schedule are as follows:

Thursday 6th June 2024
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Overview

Virgin Atlantic is a long-haul carrier flying from the UK to the 
US, Caribbean, Africa and Asia, with key bases in Heathrow 
and Manchester. They have 3500 staff, and a Talent 
Acquisition team of 12. 

Virgin Atlantic have worked with Amberjack since 2021. 
Amberjack were appointed to redesign the online 
assessment stage of Virgin Atlantic’s recruitment process 
for cabin crew and have also provided additional support to 
manage candidates through the process. 

Strategy

The airline industry has always faced challenges, but 
the impact of the Global Pandemic was catastrophic. 
Throughout the peak of the pandemic flying demand fell 
by 98% and the organisation was forced to say goodbye 
to more than 4,000 people. After months of redundancies 
and mass furlough and as industry started to recover both 
existing employees and potential candidates needed to be 
re-engaged, recruited and retained.

Competition for the best talent was fierce and as an 
organisation that prides itself on delivering outstanding 
customer service, Virgin understood the importance 
of treating candidates in the same way. Championing 
individuality has always been important to the brand and 
after the disruption brought on by the pandemic, they were 
ready to see the world differently - challenging the status 
quo as the travel industry enters this exciting new phase. 
Virgin Atlantic is at the forefront of this transformation as 
they aim to be the most loved travel company in the world.

Every stage was reviewed in detail, to ensure the removal of 
any unnecessary barriers - they put themselves in the shoes 
of the candidate and thought carefully about the changes 
that could be made to enable better representation, provide 
more realistic job previews and make potential employees 
feel comfortable so they could truly be themselves. Two 
flight service managers were seconded into the resourcing 
team full time and their combined 54 years of professional 
experience not only helped the team understand they role 
and its requirements, but also played a critical role in landing 
the new assessment process with key stakeholders.

The team didn’t set objectives, rather than targets and 
ensured that they delivered against them:

•   Create engaging and immersive candidate experience

•   Challenge perceptions of stereotypical Virgin Atlantic 
Crew

•   Breakdown and remove barriers to improve inclusivity and 
accessibility

•   Provide candidates with realistic insight to life at Virgin 
Atlantic

•   Focus on hiring more candidates who are ethnically 
diverse, all associated male genders, and those over 25

Best Candidate Experience
Virgin Atlantic  supported by Amberjack

Sponsored by
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Development

Virgin designed a new process specifically to recruit 
Cabin Crew staff in the UK. Their vision was to create an 
assessment experience that widened accessibility to the 
industry and focused on identifying an individual’s mindset 
and potential rather than their experience.

They encouraged applicants from all backgrounds, no 
matter age, gender, ethnicity, sexual orientation, disability, 
religion or beliefs to apply. It was important that every 
candidate had the very best possible experience and 
chance to succeed. 

To achieve this, they: 

•   Ensured inclusive and diverse recruitment marketing  
(e.g. social reels showing the diversity of existing crew

•   Advertising on job boards such as Diversifying and 
Evenbreak

•   Providing inclusive and accessible candidate information 
packs that supported specific under-represented group 
for example; neurodiverse candidates

•   Personalised feedback reports provided to all candidates 
from stage 2 in our process (online assessment)

•   Dedicated support throughout our recruitment process 
to ensure all questions were answered and necessary 
adjustments made if required.

•   ED&I training for everyone who was part of our recruitment 
team

•   Diverse assessor pool to ensure reduced opportunities for 
unconscious bias, and ensuring visible representation and 
allowing candidates to feel at ease

•   Removal of unnecessary questions from the application, 
instead capturing only personal and regulatory information 
that is required for flying, significantly reducing the barriers 
of entry for candidates - all candidates that met regulatory 
requirements were progressed onto an immersive blended 
assessment

•   Used a diverse range of employees to act as ‘hero’ 
personas to guide candidates through the process

•   Assessed potential to succeed through a series of 
situational and behavioural style questions testing mindset 
NOT experience

The online assessment included a video interview which 
meant a significant reduction in the time that candidates 
needed to dedicate to completing their application - and 
also improved TTH! All candidates that completed the 
assessment, regardless of their outcome were provided 
with a detailed feedback report which gave them insight 
into how they had performed and what they might want to 
consider for future applications and interviews.

The final stage of the process was a face-to-face 
assessment centre, and the final stage of the assessment 
centre was a speed dating activity. Each candidate had a 
2-minute interview with a range of diverse assessors. This 
meant that even if they found one question challenging, 
they had the opportunity to rebuild for the next interview. 
Additionally, it was ensured that each assessor could only 
be responsible for less than 25% of each candidate’s overall 
score, therefore reducing possibilities for bias.

Many historic screening criteria such as GCSE level 
qualifications and work experience were removed from the 
upfront application. These were significant changes and 
had to be pitched to stakeholders in the right way to ensure 
their support. There was a heavy focus on the ‘Be Yourself’ 
manifesto and positioning the hiring for mindset assessment 
methodology all of which really aligned to Virgin’s vision of 
making the process as accessible and inclusive as possible.

The attraction campaign and changes to screening criteria 
ensured a record number of candidates. The TA team 
put in long hours to meet very tight timescales whilst not 
compromising the candidate experience. 
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Results

The campaign was delivered from start to finish in 12 weeks, 
and the results exceeded Virgin’s expectations. 

By allowing each candidate to genuinely be themselves 
Virgin created a supportive, open environment. Many 
candidates dis-closed information during the process 
including mental health challenges and disabilities 
that previously they felt unable to share. In addition to 
the positive impact, Virgin have achieved the following 
outstanding results:  

Candidate Experience and Applications Received

 

Virgin are committed to continuing to analyse their process, 
listen to feedback and implement changes based on 
candidate experience.  From this campaign alone, they 
identified 40 areas of improvement and ways to better the 
experience. The 500+ new hires will be tracked over the 
course of their first 12 months, with the intention of using this 
cohort as a case study for inclusive and sustainable hiring, 
and to test the hypothesis that hiring for mindset, without 
prejudice, drives high performance and strong Voice of 
customer results (this will be judged by Cabin NPS).  

 Here is some of the brilliant feedback from candidates: 

“I’ve applied to a few airlines and Virgin’s selection process 
was miles ahead in terms of candidate care.”

“Fantastic experience, the Virgin team put you at ease at 
every stage kept you up to date throughout out the journey.”  

“I thought the recruitment process was excellent, all the staff 
were lovely and welcoming, and it felt like they were there to 
help us through not against us.” 

4,921 applications received  

Application to hire ratio of 10.48:1 

Achieved NPS of +64 (against industry average of +24)  

Made offers to 516 crew within 12 weeks 

20.15% offers made to ethnically diverse candidates  

26.75% offers made to male candidates  

37.88% offers made to candidate over 25  

Diversity of hire

All of diversity of hire statistics are drastically 
improved and exceed the industry averages.  
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Overview

The Royal Horticultural Society is the UK’s leading gardening 
charity. They aim to enrich everyone’s life through plants, 
and make the UK a greener and more beautiful place.  
This vision underpins all that they do - from inspirational 
gardens and shows, through scientific research, to 
their education and community programmes. They are 
committed to inspiring everyone to grow. They employ 
approximately 1,000 full-time staff, as well as relying on 
more than 2,000 volunteers across their gardens, shows, 
community outreach and Governance.

Strategy

The RHS and That Little Agency (TLA) worked together to 
understand what it is that makes RHS a great place to work. 
To build creative and meaningful marketing to help them 
engage ten distinct key employment groups. And help them 
better tell their employer story.

The objectives

What The Royal Horticultural Society was looking for was an 
employer proposition and identity that:

• Represents the modern RHS

• Resonates with key recruitment and employee groups

• Is warm, engaging and inclusive

• Is centred on the people who work at RHS

• Talks to more than just gardeners

• Is flexible enough to be used across all media

The audience is both people in the know and people who 
haven’t got a clue. Which means the team needed to create 
an employer proposition - or as TLA call it an employer story 
- that can as easily connect with a seasoned horticulturist 
as it can to a 16-year-old coding genius. Who doesn’t like 
plants. But loves Warhammer.

Best Development of  
an Employer Brand
The Royal Horticultural Society supported by That Little Agency 

Sponsored by
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Development

TLA embarked on a programme of listening and learning 
to understand the similarities and differences between 
the different role functions at the RHS. The results of this 
helped to create a map of key audience groups. The map 
was designed to highlight the similarities and differences 
and demonstrate where the message emphasis should be 
focused for each group.

The groups identified were: 

•  Science

•  Libraries

•  Horticulture, Education & Communities

•  Shows, Marketing & Digital

•  IT, Finance, Legal & Risk

•  People Team, Fundraising & Communications

•  Retail & Catering

•  Trainees

•  Volunteers

•  Managers & Senior Leadership

As part of the insight gathering, the team reached out to 
both employed and non-employed audiences.

They conducted external telephone interviews with 70 
professionals working within the specific key employee 
groups, and surveyed 500 members of the general public  
of working age.

Internally, they carried out 10 focus groups based around 
our key employment groups, and conducted interviews  
with 8 members of the senior executive team.

The results of those findings could be distilled down into  
a set of four universal truths - or proposition pillars.

•  A power for good

•  A place to enjoy

•  Caring for our people

•  Our future together

Alongside this, the team produced a core narrative (Alive 
with possibility) for the employer identity (Bold, beautiful and 
distinctly RHS). 

Every day, 3,000 like-minded people are alive with 
possibility. Answering the microscopic and world-changing 
questions that positively impact society and bring joy to 
window boxes and stately homes worldwide. For over 120 
years, we’ve been a power for good. Always alive with the 
possibility to change lives. Creating places to enjoy for every 
member, every guest and every colleague. Caring for every 
plant and caring for everyone who works here with support, 
training, qualifications and an environment like no other. 
If you’re alive with the possibility of growing a career with 
the charity that is changing the world through the positive 
power of gardening, our future is together. RHS Careers. 
Alive with possibility.
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Results

Having launched in Summer 2022 the ‘Alive with possibility’ 
employer proposition is still very much in its infancy with 
the messaging still being rolled out both internally and 
externally. But we can already see some very encouraging 
trends. All data has been taken from Google Analytics, the 
iTrent applicant tracking system and directly from the RHS 
resourcing team.

However, the numbers already look great. Traffic, 
applications and hires have all increased. Cost per hire, time 
per hire and turnover of staff have all decreased. The activity 
has already had a positive impact on applications from 
under-represented groups. And the work has already paid 
for itself through savings made on agency placement fees.
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Looking to attract the best 
applicants? We’ve got just 
the thing for you. 

Showcase what 
makes you special 
to top candidates 
actively looking at 
your job adverts

Even hard-to-hire 
roles can be filled 
with applications, 
from technical to 
leadership roles

Join the club of innovative companies attracting 
the best talent on www.otta.com/employers  
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Overview

GXO is the world’s largest pure-play contract logistics 
provider, committed to providing a diverse, world-class 
workplace for more than 130,000 team members across 
more than 970 facilities totaling approximately 200 million 
square feet. The company partners with the world’s 
leading blue-chip companies to solve complex logistics 
challenges with technologically advanced supply chain and 
ecommerce solutions, at scale and with speed.

GXO is proud to have a global workforce with strong talent 
at every level. We focus on creating a workplace that allows 
everyone to thrive. We take care of the health and safety of 
employees, and diversity, a culture of respect and a focus on 
collaboration are key. 

In the UK the workforce totals over 40,000 employees with 
around 300 warehouse locations. In 2022 alone we made 
just over 10,000 placements, of which over 50% were 
internal promotions. The central Talent Acquisition team 
currently has 25 members assisting with both site and office 
recruitment for the whole business.

Strategy

One of GXO’s five company values is ‘Be inclusive’. At GXO, 
the values aren’t just words on paper — employees live them 
every day. A diverse workforce fosters innovation, creativity 
and unlocks the full potential of creating unique and 
bespoke solutions. That’s why the UK team implemented the 
2022 D&I recruitment strategy.

The strategy has also become a natural way of gaining 
a competitive advantage as a business, allowing GXO to 
reach a wider pool of talent and keep up with the growing 
need in the transport and logistics industry, which has grown 
in the post-pandemic world.

The plan to implement this strategy included the following 
actions:

•   Nominate a leader to facilitate and establish the right 
connections and network

•   Partner with organisations supporting D&I to create trusted 
recruitment channels

•   Target the 6 D&I pillars defined by GXO: people with 
disabilities, women in logistics, generations, LGBTQ +,  
connecting cultures, ‘fresh start’ (for ex-offenders, 
refugees, veterans)

•   Reach out to, and offer opportunities for, talented people 
who might not get a similar chance elsewhere

•   Implement an easy, but solid, process for both applicants 
and recruiters to be able to identify the best candidates for 
job matches

•   Ensure the visibility of tools that are available within the 
business to equip for the best possible start and further 
career development for hired candidates

Best Diversity & Inclusion 
Recruitment Strategy
GXO

Sponsored by
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Development

Following the successful nomination of the project leader, 
Bob Edwards, Talent Pipeline Manager, who would own the 
strategy, and be the point of contact for external partners, 
GXO implemented a range of initiatives that help bring the 
company’s D&I commitments to life.

To identify the right organisations to team up with,  
Bob attended dozens of job fairs, meetings, and seminars!  
These included: 

•   Working with the Prison Service and their ‘Jobs on Release’ 
and ‘Release on Temporary Licence’ schemes - ultimately 
supporting candidates with their rehabilitation into the 
community setting.

•   Partnering with the Department for Work and Pensions 
to support their mentoring circles to assist a range of 
individuals with their job search. The circles targeted the 
youth category of 18-24 year olds and the 50+ category 
and covered CV writing, interview skills and techniques, 
and how to use feedback to support job searches.

•   Developing a relationship with the Department for Work 
and Pensions, via a dedicated Account Manager to help 
develop relationships with local job centres and to ensure 
GXO were a part of programs they run, e.g. SWAPS.

•   Working with organizations to support refugees into the 
workplace, e.g. Swindon Job Centre which specifically 
supported the Ukrainian community. GXO was able to 
help some of those impacted back into the workplace at 
one of their Swindon sites, whilst one of GXO’s reverse 
logistics operations in Bristol now works closely with an 
organisation supporting Afghani refugees, actively helping 
this population into work.

•   Collaborating with the Armed Forces by starting an 
employee resource group called ‘Tea & Toast’ - a monthly 
get-together for all members of the Armed Forces 
community in the business, as well as encouraging more 
Armed Forces personnel to join GXO. In 2022, GXO signed 
the Armed Forces Covenant, and achieved Bronze ERS 
status, demonstrating their commitment to supporting the 
Armed Forces community.

To increase the chances available to a diverse and gender-
balanced workforce, the team was tasked with ensuring 
gender diverse candidate slates for each role.

Modifications were made to the ATS system offering 
candidates the opportunity to declare if they belonged 
to a group represented by any of the D&I pillars, therefore 
increasing their visibility to the recruiters.

Additionally, there was constant communication with the 
internal teams onsite, including hiring managers and HR 
teams to ensure a full understanding of the process and 
support throughout.

As the program grew and more suppliers joined the network 
they communicated directly with recruiters, rather than just 
Bob. Additional talent team members stepped in to attend 
and host some of the regular site visits with the partners too. 
Through these actions, the team was able to keep exploring 
more opportunities for the company and involve more 
communities.
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Results

Implementing the D&I strategy in 2022 had a great impact 
on the talent team’s objectives and results.

The overall number of developed partnerships working with 
GXO recruitment team on D&I has risen by 38% compared to 
the end of 2021.

GXO is proud to have established itself as an “Employer of 
choice” for prison rehabilitation programs and is just starting 
to see the results. Moreover, the company is now recognised 
as an organisation that supports ex-offenders.

The initiatives have enabled over 400 people to find roles 
at GXO within the D&I pillars. The most successful outcome 
came from the “Restart Scheme”, via Reed in Partnership 
with over 100 successful candidates, followed by 100  
ex-forces employees.

Under the Women in Logistics pillar, GXO has helped drive 
female hires for 39% of all roles.

Alongside the activities described above, there has been a 
clear impact of the initiatives on everyone in the talent team, 
encouraging the team members to undertake individual 
actions to support the bigger strategy. For example, one of 
GXO’s TA advisors, Ed Cherry, took the time to learn some 
basic British Sign Language to make a hearing-impaired 
candidate feel at ease during a video interview. This personal 
touch was extremely well received by the candidate and is a 
perfect example of the extra mile the team will go to ensure 
that GXO’s recruitment strategy is inclusive, positive and 
allows for an excellent candidate experience.

GXO TA team firmly believes that in creating their strategy, 
they have not just provided opportunities for candidates but 
also a development opportunities for the talent advisors, 
increasing their own understanding of the topic, and making 
it a part of their everyday job - as it should be. 

D&I is no longer a strategy or initiative of 
one person, but a principle for the whole 
team which gives certainty that it will 
continue to be respected for years ahead.
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DIVERSITY, EQUALITY
& INCLUSION

Partnering with in-house talent leaders to make a real impact. 

As a leading talent services and executive research firm, we empower businesses to make

more informed talent decisions through research and intelligence.

Our global reach spans 140 markets, servicing multinationals, private equity firms 

and not-for-profit organisations alike. 

Talent acquisition, talent intelligence
& DEI for better businesses

What we offer

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

Talent mapping
Talent search
Talent pipelining
Executive search
Succession planning 

TALENT
ACQUISITION 

TALENT
INTELLIGENCE 

Organisational intel 
Reward intelligence 
Employer brand insight
Psychometrics 
Talent due diligence

Diagnostics
Strategy
Audit
L+D
Diversity enhancement 

+44 (0)20 3714 3880 ▪ md@researcheurope.co.uk
Research Europe Ltd. 2-6 Boundary Row, London, SE1 8HP ▪ researcheurope.co.uk
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Overview

Jaguar Land Rover Automotive PLC is the holding company 
of Jaguar Land Rover Limited, also known as JLR, and is 
a British multinational automobile manufacturer which 
produces luxury vehicles and sport utility vehicles. Jaguar 
Land Rover is a subsidiary of Tata Motors and has its head 
office in Whitley, Coventry, UK 

JLR has 42,000 employees with c2,100 hires per year. 

Their Early Careers Recruitment Team is made up of 5 roles 
(Head of Early Careers, University Engagement & Graduate 
and Undergraduate Specialist, School Engagement & 
Apprentice Specialist, Early Careers Consultant and 
Employer brand manager. 

They partner with employer brand and talent attraction 
agency, Creed Communications

Strategy

In order to meet a hiring demand that had increased 198% 
in a highly competitive market a thorough and robust 
strategy day was held with the recruitment team, marketing 
managers, employer brand leads and HRBP’s for each 
business function to establish seven key themes that would 
underpin the emerging talent recruitment strategy.

Data driven

To use data to inform the approach and make decisions and 
justifications on resource.

Why? ISE Survey data has shown 48% less applications 
than normal. The campaign needed to provide live insights 
to help manage the business.

Targeting influences

To extend targeting beyond just students to include parents, 
teachers and other key influencers

Why? It is recognised that this audience have an influence 
on the career choices of young people. The strategy for 
22/23 will include targeting influencers via links with the 
Careers & Enterprise Hubs and the likes of UCAS and 
Aimhigher. The website is a source of truth for influencers 
supporting their children/students in making informed 
decisions.

Best Emerging Talent 
Recruitment Strategy
Jaguar Land Rover supported by Creed Communications

Sponsored by
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Impactful engagement styles

To focus the campaign at the target audience with 
engaging and accessible content.

Why? In Feb 2022 the ISE found that Gen Z’s single 
top priority when choosing a career is finding the work 
interesting (40%) - well ahead of salary concerns in  
second place (18%).

Diversity, Equality and Inclusion

To focus on under-represented groups including women, 
ethnic minorities, disability and social mobility and promote 
JLR as a place to work for all.

Why? Recruiters are increasingly benefiting from the 
value of an equal and diverse workforce with over 55% of 
employers running specific diversity campaigns in early 
careers. For candidates looking to take the first steps in  
their careers, ‘bringing your whole self to work’ is an 
important consideration and candidates are seeking 
evidence in this through attraction campaign material.

Increased quality of applications

To increase the work readiness and employability skills  
of students for now and in the future.

Why? ISE (2022) found that the quality of school leaver 
applications has dramatically reduced from 2021 to 2022.

Modern Luxury

To embrace the new purpose and modern luxury strategy 
through visuals, content and overall approach.

Why? To enable JLR to deliver the new organisational 
focus of ‘modern luxury’, we need to be recruiting talent 
who are excited and driven by this. The campaign needs 
to encapsulate ‘modern luxury’ in all aspects including the 
in the website, the content, and in supporting promotional 
material. ‘Modern luxury’ should ignite a sense of pride  
and ‘Evoque’ emotion in a way that is inclusive to all and  
not ‘out of reach’.

Provide a reason to visit the website

To provide applicants with information to support  
their decision making including programme content, 
company ‘perks’ and development opportunities.

Why? JLR want the website to ‘unlock’ additional insights 
about a career with JLR which will support candidates to 
make informed decision.
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Development

The JLR emerging talent recruitment campaign required 
over 900 hires (281 apprentice hires, 236 undergraduate 
hires, 391 graduate hires)  in a 6 month window. Undergrad 
and graduate applications were open from September to 
December and apprentice applications only open from 
January to February.

The scope of this attraction activity had to fulfil hires right 
across their UK portfolio of sites:

Whitley, Gaydon, Solihull, Manchester, Castle Bromwich, 
Wolverhampton and Halewood.

Set against the backdrop of an incredibly challenging early 
careers market, a rapidly changing world of electrification 
and automation within the automotive sector, extremely 
tight turnaround times from budgetary sign off to go live and 
a record high head count required the team knew no stone 
could be left unturned in terms of research, preparation, and 
execution of the campaign.

The strategy was centred around a multi-faceted video 
campaign for this target audience, with engaging 
participants that would champion the key seven themes. 
They undertook a series of research focus groups with each 
intake tranche to understand their perceptions of JLR as 
an employer and what messages and hurdles we needed 
to overcome, whilst still inspiring and exciting the next 
generation of the industry.

This all led to one central message which underpinned all 
activity: The Future Of Movement.

The hero video looked to elevate JLR, and was vital to 
the launch of the campaign to get on the radar of talent 
and inspire them to change an entire industry. This was 
supplements with more personal conversational style 
videos, aimed to showcase current emerging talent in a 
relatable way which will encourage the audience to apply by 
overcoming and preconceptions and showcase diversity at 
JLR. Finally, we produced a suite of videos for social media 
and the careers site that advertise the programmes on offer 
in an upbeat, succinct way, perfect for social media and 
small snippets on the website, e.g. providing hints and tips 
for the application process.

This campaign and associated content was widely 
promoted and pushed across Indeed, Socially Recruited, 
UCAS, Prospects, LinkedIn, GradCracker, Black Young 
Professionals, STEM Women and the Life @ JLR Instagram 
page to name but a few channels.

The video content was supported by a bespoke photoshoot 
and a complete rewrite of all relevant pages on the careers 
site. This all meant that the early careers ambassadors 
were fully equipped with standout, yet authentic materials 
across a wide range of university and apprenticeship fairs. 
Attended both in person and over a series of webinars, 
designed to be more inclusive and welcoming - further 
broadening the reach of JLR.

Successful candidates were encouraged to share their 
success on LinkedIn with campaign templates to promote 
their offer of acceptance and build further brand equity and 
excitement. 

Watch our hero video here

https://www.youtube.com/watch?v=ejdjpJKzxjM
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Results

JRL successfully filled all positions across Apprentices, 
Undergraduate and Graduate roles.

Some of the key achievements were: 

•   32% increase in our Life @ JLR Instagram page following 
go live in September

•   The campaign videos have been viewed across our paid 
media channels over 1.5million times

•   Received 22,200+ applications

•   15% reduction in application to hire ratio, meaning a  
better quality of candidate

•   23% increase of candidates identifying as being from a 
BAME background.

The starting strategic themes have also all been  
delivered on:

Data driven - all media has been tracked, allowing the  
team to optimise throughout the campaign and achieve 
their best ever ROI on media spend.

Targeting influences - The Parents, Carers and Educators 
page on site has been a huge success, amongst the top 
7 pages based on Google Analytics for the early careers 
pages.

Impactful engagement styles - The campaign creative 
 has been nominated for multiple awards

Diversity, Equality and Inclusion + Increased quality of 
applications. A JLR apprentice even won Apprentice of  
the Year at the women in Tech awards!

Modern Luxury + Provide a reason to visit our website 
- Website traffic has increased of 85% year on year 
when looking at the individual campaign pages and the 
organisation as a whole has a far higher NPS score  
following the release of new luxurious models.

This represents a year-on-year increase of 198%,  
which the team are immensely proud of.
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Identify & 
recruit top 
quality talent
in days 
not weeks 

sovaassessment.com

Revolutionise your hiring with
Sova's AI-driven assessments,
including skills, psychometric

and video interviewing. 
Smarter, faster, better

recruitment is just one step
away 

Great Assessment
Platform...customised to our
needs, and it's user friendly.

Ramona Combi
Global Talent Assessment Lead
Vodafone
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Overview

The NHS Graduate Management Training Scheme (GMTS) 
began in 1956, with 13 trainees.  Since then, it has grown to 
produce many high-profile NHS leaders, including current 
Chief Executive, Amanda Pritchard.  With an expected 
annual application volume of 20,000 hopefuls, the scheme 
aims to recruit 250 trainees to join NHS organisations across 
England.

Prior to initiating their new recruitment programme, the NHS 
GMTS had used a multi-stage assessment with a framework 
model for success that was not specific to the GMTS.  Made 
up of six individual online tests and culminating in a final 
assessment (AC) stage, it was long and unengaging for 
candidates, as well as complicated to manage for the NHS.

Strategy

The NHS GMTS partnered with early career experts, 
Cappfinity to review the success criteria and assessment.  
Following a tender process, Cappfinity was selected to 
partner with GMTS to help drive diversity and inclusion, 
introduce efficiencies, and enhance the candidate 
experience in line with other top graduate schemes.

The NHS decided to update the assessment process to 
make it more engaging, efficient, and cost-effective and to 
improve equality of opportunity.  Critically, GMTS wanted 
more diverse candidates retained in the process, such that 
future cohorts would be more reflective of the communities 
that the NHS serves.

The NHS and Cappfinity also knew the importance of being 
able to share insight into the organisation prior to offer 
acceptance, particularly for Gen Z candidates. Therefore, it 
was important to provide an opportunity to see the culture 
and values of the NHS GMTS in action during the process.

The objectives for the new process were to:

•  Drive diversity and inclusion - by minimising bias

•  Create a more efficient process

•  Enhance the candidate experience

•   Provide an opportunity for candidates to gain real insight 
into the organisation

•  Become more cost-effective

•   Improve equality of opportunity for all - including 
neurodiverse candidates

Best Assessment and  
Selection Strategy
NHS Graduate Management Training Scheme supported by Cappfinity
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A team of 10 GMTS colleagues and Cappfinity worked with 
key stake-holders to create a new assessment and selection 
process that met the strategic objectives and ensured 
equality of opportunity for all candidates.

The NHS GMTS team was headed-up by a Senior Manager 
(Attraction & Recruitment).  This team was able to secure 
the funding for change and get started in the middle of the 
global pandemic.  They were key to getting the scoping for 
the narrative right, as well as for attraction and delivery of 
the completed assessment.

On the assessment design and delivery side, Cappfinity 
was led by Account Director, Abi Parker.  Abi managed the 
account team and shared the expectations of the NHS 
GMTS stakeholders to ensure the solution was aligned with 
the business strategy and the needs identified.

Assessment

GMTS and Cappfinity worked with key stakeholders to 
create a completely new process that met the strategic 
objectives and ensured equality of opportunity for all 
candidates, regardless of location or background, to be  
truly reflective of the values of the NHS.

Parts of the refreshed process focused on the assessment 
of candidates’ strengths - as the things they are naturally 
good at and enjoy - Assessing for strengths does not rely 
on background indicators like grades or school attended 
(which can introduce an element of bias), assessing for 
strengths is about finding out what each individual can offer 
to the NHS through their behaviours, natural abilities, and 
values.  In other words, assessing for strengths is assessing 
for potential.

Prior to application, the Best Self pre-application quiz allows 
candidates to identify and self-select the most suitable 
specialisms before applying.

All candidates have the opportunity to complete practice 
assessments as well as learning more about themselves on 
the Candidate Preparation Hub.
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After a short application form to capture role and location 
work preferences, the new three-stage assessment process 
uses technology to deliver an exceptional candidate 
experience via an immersive job preview, underpinned by 
the strengths methodology and success analysis.

Stage 1: Capptivate

An immersive digital assessment platform, used to deliver 
behavioural and cognitive questions to assess a candidate’s 
potential for success.

Candidates see current trainees on recorded videos and 
can read more about their highlights and challenges, whilst 
gaining insight into the culture and work of the organisation.

Stage 2: Simulate

As an immersive job simulation, Simulate includes auto-
scored questions for efficiency and questions with video 
responses on six specialisms directly linked to GMTS.

No matter which track candidates are on, they are  
immersed in the world of the NHS.

Stage 3: Virtual Assessment Centre (VAC)

The VAC had multiple exercises, including a strengths-
based interview to assess for future potential, along with 
three engaging online exercises, a mix of individual and 
grouped.

All candidates, both successful and unsuccessful, receive  
a feedback report at every stage of the assessment.   
The report includes the top strengths they displayed during 
the assessment, along with suggested areas for future 
development aligned with their highest and lowest-scoring 
strengths.

Results

In the 2021-2022 campaign, nearly 16,000 candidates 
began the application process for the GMTS.  With around 
1,150 completing the full process and offers made to fill 
spaces available within NHS Trusts across England.

From a business perspective, the changes enable a 
reduction in time from application to offer.  GMTS have also 
decreased their cost per hire by 50%, offering brilliant value 
for money for public funds.

For candidates, everything about the solution has been done 
with ease of use, accessibility, and candidate experience at 
the heart.  Through the immersive use of video, and realistic 
case studies, the NHS can showcase its unique brand and 
culture to candidates prior to the offer stage.

Capptivate feedback:

•   97% thought the assessment gave them insight into the 
organisation they applied to

•   94% thought the assessment was interesting and insightful 
to complete

•   93% felt they were able to answer authentically and could 
be themselves in the assessment

•   93% thought the assessment was engaging and 
innovative

•   83% rated their overall assessment experience as 8/10 or 
above
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Simulate feedback:

•   98% thought the assessment gave them insight into the 
types of problems the NHS are trying to resolve

•   97% thought the assessment was easy to use and had 
clear instructions

•   96% thought the assessment was engaging and 
innovative

•   95% thought the assessment felt relevant to them

•   86% rated their overall assessment experience as 8/10 or 
above

VAC candidate feedback:

•   95% thought it was straight-forward to register and join 
the VAC

•   99% thought it was easy to navigate between the different 
activities

•   99% were made to feel welcome and at ease

•   97% felt well supported throughout the day

•   90% rated their overall assessment experience as 8/10 or 
above

The percentage of applications and AC invites for  
under-represented ethnic groups has significantly increased 
between 2020-21 and 2021-22 campaigns:

•   Black, Asian, and Minority Ethnic applicants: 2020-21: 38%, 
2021-22: 49%

•   Black, Asian, and Minority Ethnic applicants invited to AC: 
2020-21: 24%, 2021-22: 

•   38% Black applicants: 2020-21: 11%, 2021-22: 15%

•   Black applicants invited to AC: 2020-21: 2%, 2021-22: 7%

In terms of offer acceptance:

•   Black, Asian and Minority Ethnic applicant offers 
acceptance: 34%

•   Black applicant offers acceptance: 8.4%
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Overview

With over 30 years of experience, the team behind eSift 
pride ourselves on pioneering the next generation of 
recruitment solutions as an award-winning industry-leading 
recruitment process provider. We engage quality talent of 
the future and build the foundations of culture and diversity, 
whilst retaining the human factor with our clients and 
forming lasting relationships.

Part of Kerry Foods (Meats & Ready Meals) was sold to 
Pilgrim’s in 2021 and as part of that process, they were 
establishing a TA function to manage the division. With a 
Head of TA in place and existing Kerry TA members moving 
over in the transition, a need was identified to partner with 
a supplier to provide additional support and headcount. 
Following the success of eSift’s work with Kerry Foods,  
we were invited to present our agile solution as part of a 
tender process.

Strategy

The agility of our Recruitment on Demand service as a 
proven embedded solution (utilising a remote workforce) for 
transformation, volume hires and emergency resource, led 
to us being awarded the business and we began working 
with Pilgrim’s Food Masters in September 2021. Unlike more 
traditional RPO services, the client is in control without being 
tied into a lengthy contract, with the benefit of scaling up or 
down the resource.

The expected outcome of the partnership was to deliver on 
the day to day recruitment needs whilst providing a scalable 
and agile solution that could be embedded into the existing 
TA team. eSift were also expected to support in the transition, 
managing stakeholders and key business areas whilst 
reducing reliance on agency spend across permanent hires. 

Following on from successfully being selected, we set about 
building a true partnership. This began with an Account 
Director being assigned to the project to oversee the 
introduction of JobAdder and gain an understanding of all 
internal processes. Another eSift team member was assigned 
to support the existing TA team with support on advertising, 
creating content for internal comms (including streamlining 
internal applications with the use of QR codes) and providing 
any additional support. We scheduled in weekly meetings to 
track progress and once ready, introduced the consultants 
who would be assigned to the project. 

Best Supplier Partnership 
eSift in partnership with Pilgrim’s Food Masters

“The expected outcome of 
the partnership was to deliver 
on the day to day recruitment 
needs whilst providing a 
scalable and agile solution 
that could be embedded into 
the existing TA team”. 
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Unfortunately one consultant didn’t meet the expectations 
of either party, so at this point the Account Director 
stepped away from her operational role at eSift to provide 
a hands on service to Pilgrim’s until a suitable replacement 
was identified. 

We began by taking on the critical business areas, 
including operative hires across 3 core sites in London and 
1 site in Shillelagh, Ireland. This involved strategic meetings 
with temporary staffing agencies and the wider HR team 
to ensure that through the transition, the business still 
received the same service levels they experienced whilst 
with Kerry. 

Development

Since the start, our consultants (both of whom have now 
been embedded in PFM for over a year), have become 
a core part of the TA team, attending weekly meetings 
on site (or remote), taking part in assessment centres, 
taking on projects for early careers and the inception of 
a Shared Services function and have even been a part of 
nomination, shortlist and bronze achievement for other 
awards. 

Amanda (Pilgrim’s) and Lauren (eSift), have developed 
a transparent and successful relationship, ensuring that 
they continue to work in unison to achieve the wider 
goals of the business. With any service, there is always 
room for challenges but at the same time, growth, and 
development. Where there have ever been any concerns 
from PFM regarding the service or the consultants, these 
have been communicated and dealt with successfully, as 
quickly as possible to avoid any impact on the day-to-day 
operations. 

Although the Account Director and the additional support 
from the initial stages of the project have since withdrawn 
from day to day operational delivery, they have remained 
a core part of weekly catch ups, celebrations, offsite events 
and have continued to develop lasting relationships with 
the PFM TA team, as though we are all one business. 

The beauty of the service model and the relationships built, 
means that to any stakeholder within PFM, any external 
supplier or candidate, the eSift consultants are viewed 
as employees of PFM and part of the team. This in turn 
creates a consistent experience for Hiring Managers and 
candidates alike. 

Results

By October 2021, we were successfully integrated into the 
internal TA Team, with support across both the salaried and 
operative divisions of the business. The immediate need 
was to ensure that all operative roles across three main sites 
in London were supported, this included presenting daily 
reports to the operations and HR team of the sites regarding 
live roles, interviews, offers, hires and successful inductions. 

In January 2022, the Attleborough site was taken over as 
a focused project, this required the team to work closely 
with the operational team on site and recommending 
improvements to drive talent into the pipeline. A relationship 
was built with the temporary staff supplier, to ensure 
successful conversion of temp to perm within agreed 
timescales. This resulted in 83 hires into the site to this day. 

In August 2022, a Shared Service function was created 
(Pilgrim’s Shared Services - PSS), this was a new division of 
the organisation and by January 2023, 36 roles had been 
filled with £94,500 saved in direct hires. 

Across the salaried hires, 141 roles have been filled and over 
£192,000 has been saved to date through direct sourcing, 
avoiding agency usage. This includes senior hires with 
savings of £14k+ per role. 

Alongside the cost savings, the support of the eSift team, 
has enabled the core team to focus on their day-to-day 
objectives, including launching the Pilgrim’s Food Masters 
website and a successful early careers intake. 

Possibly the best result yielded, is the way in which the eSift 
team have integrated with the PFM team, creating a fluid 
and collaborative approach and ensuring that to the outside 
world, they all represent one team under one brand. We 
have received some excellent feedback and are thrilled to 
still be working in partnership, 17 months later. 
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As mentioned, our mission is to empower professionals to 
exceed their expectation and maintain best practice during 
periods of growth’. Both businesses did exactly this!

“Pilgrim’s Food Masters have partnered with eSift for 
the past 18 months and I can honestly say that it has 
been an absolute pleasure to work with them. The 
professionalism they show from their Account Managers, 
to experienced recruiters is exemplary. We have formed 
a unique relationship where we have relied on their skills 
and experience to assist us with volume and salaried 
recruitment. The dedication and commitment by the team 
at eSift is fabulous. I know that PFM are looked after and I 
absolutely see eSift employees being an extension of our 
team. Thank you for working with us and I look forward to a 
continuing relationship with you all.” Amanda Asher, Head of 
Talent - Pilgrim’s Food Masters

“We have formed a 
unique relationship where 
we have relied on their 
skills and experience to 
assist us with volume and 
salaried recruitment.”
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Best Employee Referral Programme
Volta Trucks supported by  Real Links

Sponsored by

Overview

Volta Trucks is a scale up in the automotive manufacturing 
industry and a world leading electric truck manufacturer 
supporting sustainable cities, with people at the heart of 
everything they do.

Volta chose to work with Real Links, a SaaS platform that 
reimagines referrals with its campaign-led approach to 
employee engagement, as their partner of choice. The goal 
was for Volta to develop  a robust, engaging and results 
driven internal referral programme to help the organisation 
grow significantly and at speed in very large numbers, 
whilst aiming to significantly reduce their recruitment costs 
including cost of hires.  

Strategy

As a scale up in the automotive manufacturing industry,  
the biggest challenge for Volta Trucks was hiring at speed  
in very large numbers. Their role profiles are highly skilled 
and sought after people, often with a very niche skill set that 
are very hard to find.

Referrals made up 2.4% of Volta Truck’s hires, which 
highlighted the need for them to engage this talent source 
as a key part of their recruitment process.

On initial scoping there were a number of key challenges  
to overcome. 

Volta Trucks had no formal process in place and no 
incentive to drive proactive referrals. Referrals were being 
made ad hoc but these were more often than not new 
joiners sharing CVs of ex-colleagues directly with the 
recruitment team. This led to a number of issues including 
managing employees’ expectations on the quality of their 

referral applications and transparency on the recruitment 
stages and internal recruiters’ time.

As well as the process, they also needed to hire at volume 
and were looking at 200 new hires in the first year with an 
expectation to grow to 2,000 employees within 5 years.

There were only 12 weeks to scope, develop and implement 
a full global solution to GoLive.

All senior leadership were supporting this programme and 
everyone in the business was going to benefit from quality 
hires to support growth, workload, time efficiencies and 
quality production for customer output.  

The traditional approach to brand advocacy and employee 
referrals is static & always-on which means employee 
engagement drops off. Employees quickly lose interest, 
particularly when the jobs & content aren’t relevant for them.

The campaign approach which was 
implemented, involved gamification & targeted 
comms to engage specific employee groups 
to share relevant jobs & content meaning 
employee engagement was only required for 
the period of the campaign which had a huge 
impact on employee participation.
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Development

To understand what a great referral programme looked 
like, gap analysis was conducted by observation on shared 
processes and feedback from employees via workshops 
and consultation.

The findings were:

As-is

•   No centralised process for making or managing referrals

•   No incentive scheme 

•   Employees time-poor with workload so unable to find  
time to engage 

•   Administrative burden on the recruitment team

•   Lack of transparency in the recruitment process

•   2.4% of total hires came from referrals

To-be

•   Referrals to be managed in one place with a consistent 
process

•   An engaging and rewarding incentive scheme for 
employees

•   Automation in process to relieve workload of recruiters

•   Easy and simple process for employees to take part

•   25% of total hires to come from referrals

To ensure Volta centralised referrals and created one 
streamlined process they chose an integrated solution  
so referrals applied via Real Links’ platform and were 
pushed directly onto their ATS, meaning their recruiters 
would only manage referral applications from one place. 
They made it clear in their communications that all  
referrals were to be made through this new process and 
wouldn’t accept any offline.

The platform ensured employees could share roles and 
content with their networks through all social media 
channels, browse network matches to roles they didn’t  
know they had and ensured that all applications were 
tracked transparently through the recruitment process  
with automated updates in real time. Employees could  
see where their referral sat in the pipeline with no need  
to chase the recruitment team.

Learnings from Volta Trucks’ employees were used to design 
the rewards approach. A key driver for employees was to 
make the planet greener and part of Volta’s overall values 
and something they target as a business is to take CO2 out 
of the atmosphere through their products.

A collective monthly goal was created in line with the Volta’s 
values of planting trees for every referral made. Within the 
goal they could also track the amount of CO2 that was 
removed from the atmosphere and a unique link to the tree 
planting project was added so that employees could see 
the tangible benefit of their contributions.   
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Volta decided to take the bold decision of not having  
an internal referral fee cash prize and instead gave 
employees tokens to spend in a Reward Shop which  
was fully integrated within the platform to automate and 
simplify the process. Feedback was that the majority 
preferred optionality in the rewards they received.

Tokens were given for Interviews and Hires on the  
platform which employees could spend on a range of 
vouchers. This kept to the principle of automation and  
took away any admin burden on the Recruitment Team.

To make it fun and engaging we created a raffle  
leaderboard that tracked employee activity and offered 
prizes in the form of Tokens which could be spent in the 
reward shop.

 

Results

The results exceeded all expectations and within just over  
3 months Volta Trucks made 23 hires which was 6 more than 
the entirety of the previous twelve months.

In the first 6 months of the programme, Volta made an 
impressive 41 hires via the referral programme, saving 
over £100K in their first 6 months which was an increase in 
referral hires by 680%.

Volta took the bold step of removing their internal referral 
cash incentive and instead invested in different gamification 
to engage their workforce as described in the incentives.

Monthly raffle winners got tokens to be spent in their reward 
shop at a cost of £150 per month (= £900 in the first 6 months).

For every live requisition/job shared via the platform,   
Volta planted a tree in a Rainforest Restoration Project at 
89p per tree. This equated to 345 trees per month (2,070 
trees in 6 months = £1,842).

Tokens were awarded for referral interviews and hires to be 
spent in the reward shop. £60 per interview (= £4,080 in 6 
months) & £300 per hire (= £12,300 in 6 months).

In the 6 months since launching the programme, Volta 
Trucks spent £19,122 on referral rewards. Through their 
legacy scheme, they would have paid £3K per hire which 
would have totalled £123K, therefore saving over £100K in 
the first 6 months of the programme.

Volta Trucks saw over 90% of the business engage and 
the buzz around the programme and in particular the tree 
planting was brilliant. Employee surveys confirmed that the 
impact of the tree planting was an even bigger motivator for 
employees to refer than winning prizes alone.

“I wanted our referral scheme to reflect who we 
are as a business, as well as being easy to use for 
employees, candidates and our TA team. Since 
introducing the Real Links platform we have had 
incredible results - employee engagement and 
successful hires are way up and we planted over 
3000 trees last year as part of our rewards.”

Glenn Hiscocks, Recruitment Manager, Volta Trucks
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Best Integrated Marketing Campaign 
DHL Parcel UK supported by CA3 Creative

Sponsored by

Overview

DHL Parcel UK is one of the UK’s leading delivery specialists, 
connecting retailers with customers across the UK, Europe 
and around the world. With a national network of more 
than 50 sites and 2,000 vehicles, they provide convenient 
delivery choices which fit in to the busy lifestyles of 
consumers. They are part of DHL Group, the largest logistics 
company and postal service in the world.

They partner with CA3, an award-winning employer brand 
agency, who manages their brand and talent attraction 
comms, as well as onboarding and internal comms.

Strategy

Towards the end of 2021 LGV driver shortages plagued the 
UK. The country ground to a halt, with big businesses offering 
stupid salaries to attract truckers up and down the country.

DHL Parcel UK were in dire need of drivers too. 2021 was 
stacking up to be their busiest year yet, but they couldn’t 
compete with the silly salaries others were offering, nor 
was their brand as well-known as their bigger brother DHL 
(who were also frantically recruiting). This made it harder for 
them to recruit and increased the possibility of them loosing 
drivers to their competitors.

CA3 created a campaign for them, which had a few key 
objectives:

•   To raise the profile of DHL Parcel UK as a great employer 
amongst the LGV driver community, helping DHL Parcel UK 
to stand out amongst the 45,000 other driver vacancies 
on job boards.

•   To engage with drivers in unexpected ways and across 
social channels not normally used for LGV driver 
recruitment

•   To attract talented drivers who cared about more than just 
a big paycheck every month

•   Reduce attrition by engaging with existing DHL LGV drivers 
and reminding them of the many reasons why they should 
stay

To kickstart the project CA3 interviewed with 16 separate 
drivers from across the country. They were a candid bunch, all 
aware they could earn more money elsewhere, but also full of 
many reasons why they chose to stay at DHL Parcel UK.

This allowed CA3 to build the perfect profile of the kind of 
person who would be attracted to DHL Parcel UK - career 
drivers for whom the open road and a great drive are all that 
matters. Things like changing shifts, no HO support, badly 
planned routes, old trucks and long hours are all frowned 
upon by them. That’s why DHL Parcel UK goes out of its way 
to give their drivers everything they need to enjoy the drive. 
Indeed, that very idea underpinned the whole campaign.

CA3’s research also provided more insight into the LGV 
driving community too. They’re an honest, close-knit bunch 
who feel their job is getting increasingly hard - something 
they’re quite vocal about on LGV driving groups on 
Facebook. They’re also quite active on social media during 
their breaks and downtime in truck stops and motorway 
services across the UK. And, normally, they would apply for 
a job via a job board, not direct. This insight informed the 
creative approach and guided the media strategy.
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Development

The resulting campaign – Enjoy the drive – was authentic 
and straight-forward in the no-nonsense way LGV drivers 
like. It talked about many of the gripes drivers have with 
their current employers and what they could expect from 
DHL Parcel UK instead - insight gained through the driver 
research project.

The campaign followed a three-stage at-traction process:

Connect

Eye-catching isometric illustrations and animations, 
connecting with drivers when they least expected it. It was 
imperative for the success of the campaign for drivers to 
engage with the brand before they ended up on a job board 
where everyone and their mother was fighting for their skills. 
That meant video animations on Facebook, billboards, 
adshels and posters in service stations and laybys – there 
was even a wrapped LGV trailer which toured around the 
country. On top of that, there were radio adverts for local 
radio stations, programmatic advertising for favoured driver 
websites, blog sites and video streaming services. DHL 
Parcel Uk even dipped their toe into the world of TikTok for 
the first time (with the help of some singing drivers), where a 
growing number of LGV drivers could be found – who would 
have thought it!?

Consider

Those adverts drove talent to a dedicated campaign 
landing page on their careers website, giving drivers 
everything they needed to consider a career with DHL. 
Drivers trust other drivers. They chat on the road and on 
their breaks, so the campaign made sure that the home 
page featured video testimonials from existing LGV 
drivers - brilliantly, diverse people from all over the country 
who shared what they loved about working for DHL. The 
campaign page was purposely designed to be quick to 
read and understand, so drivers could consume it on their 
mobiles during a break.

Convert

Short video stings featuring the same DHL drivers (from 
the campaign site) were then used to retarget job seekers 
and convert them into applications – who better to convert 
engaged talent into applicants. The ads retargeted drivers 
(via programmatic and social) who had interacted with an 
advert, watched 50% of a video or visited the campaign 
page on the careers website.

From a realistic workload, to a lorry that makes it a joy to be 
out on the open road, enjoy the drive with DHL Parcel UK.

 Enjoy the drive, with realistic workloads, a £1,500 welcome 
bonus, and a lorry that’s a joy to be out on the open road in.
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Throughout the campaign, week by week, the effectiveness 
of each asset was monitored, and turned into action – this 
led to a more effective campaign and a giant increase in 
brand awareness. 

Fortunately, there were very few obstacles encountered 
during the course of this work. No campaign is perfect 
though, so these were some of the challenges faced along 
the way.

•   Up until this point, DHL Parcel UK had really only engaged 
with talent via job boards, so gaining senior management 
buy-in for such a creative media strategy was key. The 
ability to target the right candidates using geo, interest, 
interactions, job titles, locations, contextual, behavioural 
and whitelist targeting (where possible) was a huge 
step forwards for the business though, as was the real 
time MI the campaign generated too. Not only could 
the effectiveness of our campaign be tracked and 
proven each week, but also that recommendations 
for improvements could be made, helping to make the 
campaign even more effective.

•   Short on time. It was noted early on that passive job 
hunters, as well as any driver surfing the internet on their 
break, may not want to go through the whole application 
process immediately. It was still important to capture their 
interest and details. With that in mind, Facebook Lead 
Generation was put to work, allowing LGV drivers to save 
time and apply with minimal information and just a few 
taps. It was the right decision and over 1,600 LGV drivers 
reached out in this way over the life of the campaign. 
That’s on top of the thousands who hit apply  
on the DHL careers site.

•   Stage fright. Everyone loves a good sing-a-long in their  
car (or lorry), but stick a camera in there and you’ll be 
surprised how many people forget the words to their 
favourite song! Queue the sound person, the camera 
person and the Director all joining in, while driving round 
in circles on a DHL site to help the future TikTok stars 
perform! 

Apply now to enjoy the drive, with a £1,500 welcome bonus, fair 
workloads, well organised schedules and no over-night stays.

https://vimeo.com/showcase/9547053
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Results

Campaign effectiveness (Oct21 - Feb22):

The campaign generated 62,532 from 2,255,426 
impressions raising the profile of DHL Parcel UK as a 
destination for career drivers across the entire country. 
A strong overall click through rate (CTR) of 2.77% was 
achieved.

•   On Facebook the CTR was even better, reaching 4.62% 
(from 1.2m impressions) and far exceeding Facebook’s 
industry benchmark of 1.83%. There was also a great cost 
per click (CPC) of 13p (22p below the FB’s benchmark).

•   Programmatic advertising also smashed industry 
benchmarks too, with a CPC of £2.50. That’s £9.45 below 
the benchmark! Mobile banners (as expected) drove 38% 
of clicks.

•   TikTok (a truly unexpected place to recruit drivers from) 
generated a lot of laughs, 174,474 video views and 2,775 
clicks at a CPC of 26p.

The retargeting adverts were the most successful, with an 
incredible CTR of 7.83%!

Watch our video here

Recruitment effectiveness:

The four-month campaign generated over 1500 
applications, as well as 1,600 separate Facebook leads. 
That was over 2000 more applicants when compared 
with the same period in the previous year.

When the campaign went live DHL Parcel UK had over 
100 driver vacancies. By Feb22 DHL Parcel UK had 
made over 120 new hires, up 25% on the same period 
from the previous year. Brand awareness remained high 
for months after the campaign stopped though, and by 
June 2022 DHL had made over 160 LGV hires.

DHL also tracked a huge reduction in driver  attrition 
too – a magnificent achievement in such a competitive 
market, and a clear indication of how much the 
campaign resonated with the existing driver workforce. 

https://vimeo.com/637502444
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Overview

N Family Club provide marketing leading Early Years 
Education services across c40 nurseries in England. 
They have developed an innovative, bespoke education 
programme in conjunction with leading practitioners to 
provide best-in-class education for pre-school children.

Their current head count is 888, with a target of 120 hires per 
month as they continue to grow.

They previously had a few pages in a ‘careers’ section on 
their corporate site. A business case was required for a new 
careers site to be created, just in time to help launch their 
new employer brand.  

Strategy

The process began as N Family Club approached Creed 
to create an employer brand, with particular emphasis on 
delivering for their Educator and Nursery Management 
audiences. The brief was to give them a distinctive, creative 
and compelling identity to help differentiate them from their 
talent competitors. With a particular view on creating a 
brilliant careers site to showcase the employer brand on.

Creed laid the foundations for the careers site with a 
thorough briefing session to uncover the goals for the 
careers site. 

•   Deliver informative and engaging content to get 
candidates excited about a career at N Family Club 

•   Introduce a strong candidate experience right through the 
site, whatever your entry point, with a range of interesting 
and compelling touch-points to keep candidates engaged

•   Implement a range of tools to enable good MI, reporting 
and analysis of site usage 

•   Have the ability to create campaign landing pages to 
support location specific attraction campaigns

•   Be seen as a destination for candidates to go to even if 
they’re not looking for a job right then, particularly for those 
candidates looking for a career change - a key candidate 
growth audience. We were to do this by introducing 
content on early careers as a sector and helping 
candidates understand if N Family Club is right for them.

Best Careers Website  
N Family Club supported by Creed Communications

Sponsored by
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Development

Working to a tight deadline, the team had to work quickly to 
define the scope of the project and the plan for delivering 
the N Family Club’s goals.

During scoping phase 6 key audiences were identified:

•  Nursery Educators

•  Nursery Bank roles

•  Nursery Management

•  Nursery Operations

•  Apprenticeships

•  Support Office

Along with this there were some key subjects that needed to 
be covered, including:

•   ‘The N Difference’. This is the encapsulation of what 
makes N Family Club special, the vision and purpose, 
bespoke curriculum and their approach to learning and 
development with The N Academy

•   Outlining what it is about Early Years that makes it such a 
special industry to get into. This was to be a key page on 
the site to support the great propositions that N Family 
Club could offer, to make the sector as a whole really 
exciting to candidates

•   Locations pages for key regions

•   A news page linking out to their core social media 
channels

•   A contact us form to enable candidates to ask queries of 
the Talent team

It was imperative that there was a defined, smooth and 
engaging candidate journey for these audiences, so Creed 
worked hard with N Family Club’s Talent team to outline the 
most critical, relevant content in order to create a compelling 
proposition for their target audiences. Content gathering for 
a careers site is an arduous task, so it was broken down into 
a range of bite-size chunks for the N Family Club to tackle.

Creed also prioritised the best possible integration with N 
Family Club’s ATS, Lever. With limited functionality on their 
ATS landing page, Creed ensured roles were pulled through 
onto the front-end careers site using a range of front and 
back-end development techniques to enable a better 
experience for candidates.



BACK TO CONTENTS

#FirmAwards2023  |  PAGE 40

Support • Connect •  Develop •  Inspire  

Headline sponsor

Results

The real results with this project come from the look, feel and 
usability of the new careers site - you can view the site at 
nfamilycareers.com 

•   Organic applications coming directly from the careers 
website have increased 131%, from 120 per month on 
average with the old careers page to 277 per month with 
the new careers site

•   Candidates love the website and talk about it in interviews, 
mentioning how transparent and team-based it is, and 
how clear it is

•   Dwell time on the site has increased 46% compared to the 
previous careers content

•   There has been a 20% increase in offer acceptances 
before and after the site went live, the site content helping 
to create a keen and committed candidate that follows 
through the pre-boarding and onboarding process

https://www.nfamilycareers.com/
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Overview

Providence is the 3rd largest not-for-profit Catholic health 
care system operating across 7 states in the USA. 

They employ 120,000 caregivers in 51 hospitals, 1,000 clinics 
and a comprehensive range of health and social services 
across Alaska, California, Montana, New Mexico, Oregon, 
Texas and Washington. 

Providence use their voice to advocate for vulnerable 
populations and  needed reforms in health care, alongside 
pursuing innovative ways to transform health care by 
keeping people healthy, and making their services more 
convenient, accessible and affordable for all. They are 
committed to high-quality, compassionate health care for 
everyone - regardless of coverage or ability to pay. 

Their TA team consists of 16 people who are either executive 
recruiters, program managers, senior coordinators or senior 
researchers.

Strategy and Development 

Providence has had an Executive TA function for 10 years, 
but in the past, 70% of the 85 filled roles were outsourced to 
search firms. The team decided it was time to change this. 

They began by securing executive sponsors, including the 
Chief People Officer, developing a project charter, and 
getting Voice of the Customer feedback from candidates 
and hiring managers. They then designed and optimized 
a capability with customers in mind and set KPIs and 
objectives for the team. 

Best In-house Executive Search Team
Providence  

Sponsored by

The objectives were: 

•  Drive Internal Talent Mobility

•  Increase Diverse candidate slates

•   Modernize through new tech and optimised 
processes

•   Delight Customers and Caregivers and  
continue to push improvements in our  
Executive Services Experience

•   Sustain high search firm Cost Savings when 
volumes and productivity remain high

•   Improve Brand and Candidate Quality with 
a focus on building high-value Internal and 
External Talent Pipelines

The KPI’s included: 

•   Customer Satisfaction (both Candidates  
and Hiring Managers)

•  Candidate Quality

•  Cost Savings

•  Internal Mobility Ratios

•  Diverse Slates
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They also partnered with their Chief HR Officers to build 
competency-based success profiles for roles, which were 
then used throughout the screening and interviewing 
process. They also implemented reference checks using 
SkillSurvey and a Predictive Index assessment at the final 
round interviews. Exec Recruiters played an active role in 
facilitating interviews which equipped them to advise their 
hiring managers on talent.

The team began to conduct diversity focused sourcing 
sprints leveraging their CRM and various tech platforms to 
build external talent pipelines. They also worked closely with 
Talent Management and their CHRO to identify high potential/
performing employees and successors for roles, using their 
access to a database with employee data from Talent Reviews. 

Providence.org/Careers

YOUR CAREER.
OUR MISSION.
Grow your career with Providence.
We take pride in having a diverse workforce and culture and 
believe that allowing our team members to be their authentic 
selves is important in enabling new talent to succeed in an 
environment that is inclusive. Visit our career board  to see 
the variety of opportunities for your future career.

Providence.org/Careers

YOUR CAREER.
OUR MISSION.
Grow your career with Providence.
We take pride in having a diverse workforce and culture and 
believe that allowing our team members to be their authentic 
selves is important in enabling new talent to succeed in an 
environment that is inclusive. Visit our career board  to see 
the variety of opportunities for your future career.
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Results

In 2022, the team accomplished:

Of the 258 leadership hires, 66% were under-represented 
candidates on slates for roles posted externally and the 
team converted 47% to hires.

•   93% of the 258 hires were filled by the internal team as 
opposed to search firms 

•   57 days time-to-fill (launch to offer accepted)

•   Augmented racially diverse slates by 18% from previous 
year 

•   Cost per hire is $12,500 (11% better than the national 
benchmark) 

•   Low search firm usage at 7% with an estimated org  
spend of $1.5M representing a 42% decrease from the 
prior year

•   Annual cost savings after team’s expenses is $14M 
representing a 17% improvement from the previous year

•   Achieved a 60% internal hiring ratio by partnering  
with Talent Management and CHRO to identify and  
move high potential/performing talent

•   Earned 4.7 / 5.0 Candidate Quality and Customer 
Satisfaction scores

YOUR CAREER.
OUR MISSION.
Grow your career with Providence.
We take pride in having a diverse workforce and culture and 
believe that allowing our team members to be their authentic 
selves is important in enabling new talent to succeed in an 
environment that is inclusive. Visit our career board  to see 
the variety of opportunities for your future career.

Providence.org/Careers

Watch our video here

https://www.youtube.com/watch?v=BlBRNj1xuLo&t=1s
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Overview

BT is one of the world’s leading communications companies, 
with operations in over 180 countries and a team of 3000 
security professionals around the globe.

Ph.Creative Ltd is an award-wining Employer Branding & 
Talent Acquisition agency. Their client base extends across 
the UK, Europe and USA. They work within a wide range 
of industries and sectors helping companies to create 
compelling employer brand stories which in turn attract 
and retain not just top talent, but the right talent using their 
proprietary Give & Get methodology. 

Strategy

The UK is suffering from a serious skills shortage and it’s 
hitting cyber security hard. It is estimated that there is 
currently a shortfall of 3.5 million cyber security jobs around 
the world, but meanwhile, the threats on users networks 
continue to grow… 

BT is committed to finding new ways to develop a pipeline of 
diverse talent for their existing employees and partnered with 
CAPSLOCK - an award-winning Cyber Bootcamp Reskilling 
provider - to retrain their colleagues and help bridge the skills 
gap they face to keep BT and their customers safe online. 

As there aren’t enough people with the necessary skills to 
fill the number of jobs available, BT wanted to open doors 
for those who might not have seen an obvious way into a 
security career. By welcoming people with different skillsets, 
backgrounds, and ages, they were looking for a diverse 
range of talents to grow their Security offer, and where 
better to start than within BT.  

The opportunity didn’t end with training, those accepted 
onto the course were guaranteed a new job within BT’s 
Security division if they passed the course. 

Development

Internal communications on Workplace and a bespoke 
Manager Advocacy Initiative drove awareness, word of 
mouth and applications internally. Shortly afterwards, 
an external communications plan rapidly began to drive 
interest delivering over 920K BT website visits to articles 
covering the activity. Senior stakeholders also proudly got 
involved using Security Employer Brand materials, to share 
their take on things on their own social channels. 

Quickly a group of contributors were identified who agreed 
to participate in a real time digital documentary: 117 Days to 
become Protectors. Two events booked ended the content: 
Launch and Graduation. In the middle they used mobile 
video to drive emotive and insightful personalised content 
akin to what you would find on the best social channels.  
This included camera dialogue, voice notes and activity 
footage with voiceovers. The aim being to show real life 
during this unique learning experience. These assets were 
then shared internally on Workplace and more recently 
externally on Linked In by members of BT staff. 

Successful applicants emerged from the process with 
strong diversity characteristics, especially across under-
represented groups with over 40% gender/ethnicity split. 
Length of service within BT also ranged from 1-25 years. 

All of this added up to a selection process built around the 
idea of reinvigoration, what better way to move the business 
forward by driving internal talent into one of its fastest 
growing and most successful divisions. One that is powered 
by technology and driven by diversity. 

Best Internal Mobility Strategy
BT Group supported by Ph.Creative Ltd

Sponsored by
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Results

•   The CAPSLOCK course is accredited by the 
Chartered Institute of Information Security (CIISeC)  

•   All 30 passed the certified CAPSLOCK Cyber  
CE-CSP accreditation 

•   Learners were able to sit 4 additional external 
certificates: All 30 passed the ISO20K requirement 
certification; 24 passed CCSK and 20 passed 
CISMP AND All have opportunity to sit SSCP 
- to date, 10 have chosen to do so, supported 
by mentoring cohorts. The first learner sat and 
passed the exam w/c 15th August 22. Others are 
expected to follow 

•   Learners gained roles across a wide range of 
fields, taking account of preference and technical 
aptitude ratings 

•   Those that scored well on the GRC topics secured 
Governance/Assurance roles. 

•   For those with a technical inclination, were 
aligned roles as SOC Analysts, DDoS, Security 
Architecture and Design or Forensics 

•   Others with a combination of analytical skills and 
a curiosity/passion for Cyber Security went into 
Threat Intelligence, and Investigations 

•   Those with more commercial interest into Security 
Sales, and Service Design roles 

•   More than 1000 people from across the business 
registered to become a future Protector. Interest 
is high! 

•   Future benchmarking will include public 
CAPSLOCK learners and people from BT’s 
Graduate programme 

•   The were are proud to have already won the  
‘HR Excellence Award’ for ‘Recruitment and  
Workforce Planning Strategy’ 

It’s rare to be able to offer an internal 
mobility programme such as this. The 
idea of unearthing talent and transporting 
them to one of the most exciting areas of 
a company is like winning a lottery ticket. 
BT were grateful to be able to capture 
that through their docuseries “117 Days to 
become a Protector”. The team are firm 
believers in the GIVE and GET employer 
brand strategy and that has never been 
more resonate that in this experience. 
The participants gave their all for the 
opportunity of a lifetime. 
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Award shelf looking  
slightly empty?

brandpointzero.com

Let’s chat.
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Overview

AstraZeneca (AZ) are a Global Biopharmaceutical 
organisation headquartered in Cambridge, UK. They have 
a diverse portfolio and deep pipeline of medicines which 
improve the lives of patients in 5 key areas - Oncology, 
Cardiovacular Renal & Metabolism (CVRM), Respiratory 
& Immunology, Vaccines & Immune-therapies and Rare 
Diseases. They had global total Revenues of $45bn in 2022, 
have over 85,000 employees and make more than 24,000 
hires a year.

Strategy

AZ TA Tech strategy focuses on 4 priorities

Automation

•  Build automation into all stages of the process

•   Focus on manual, repetitive & labour intensive tasks

•   Reduce burden on recruiters and create streamlined 
experiences for Candidates and Hiring Managers

Simplification

•   Utilize tech to eliminate administrative, laborious and 
repetitive tasks

•   Consolidate technologies where it makes sense

•   Create simplified digital experiences

Optimization

•   Create adequate tools & training across all platforms  
and across various personas

•   Focus on increasing large market utilization

•   Use data to monitor utilization and target areas that 
require improvement

Innovation

•   Continue to innovate within current tech stack

•   Implement new tools & technologies where appropriate

•   Retain visibility of the external tech market and industry 
trends

Best Recruitment Technology Strategy
AstraZeneca

Sponsored by
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Development

One key project delivered in the past 12 months was 
the implementation of Paradox AI to automate AZ’s 
interview scheduling. Olivia (by Paradox AI) is the simple, 
conversational recruiting solution that does work for 
you. She automates, answers, screens, schedules, and 
onboards... to help you hire faster.

Aligned with their Strategic priorities, AZ set out to take 
an administrative, repetitive, laborious and manual task 
(interview scheduling) and automate this. The strategy was 
not focused on cost saving. Although this was a factor, 
the main focus was on time-saving to allow the TA team 
to reinvest this capacity into Candidate Experience whilst 
also making the experience of interview scheduling better 
for the Recruiter, Hiring Manager and Candidate. AZ were 
also seeking more data and great insights across different 
stages of the recruitment process.

The work started as a conversation with colleagues in 
the HR Shared Service team about scheduling. Various 
alternative approaches were discussed and in the 
end it was decided that a software solution should be 
investigated. Next came an RFI and Paradox was selected. 

From the kick-off the AZ team worked extremely closely with 
their partners at Paradox and formed an implementation 
team including Talent Acquisition Partners, Admin Leads, 
Tech experts, IT professionals, a Project Manager and an 
Implementation consultant. They designed the integration 
with Workday ATS as well as the hand-off to the Paradox 
tool. They built out “candidate care” responses that are used 
by the Natural Language Processing Technology to interact 
with the candidate, as well as standardising preparation 
documents and all communications sent to candidates. 
In all, they created a novel approach to effective interview 
scheduling using AI and NLP to create an integrated and 
seamless experience for Hiring Managers, Recruiters and 
Candidates.

Results

This project meant the AZ team were able to: 

•   Reduce average scheduling time from interview request  
to interview confirmed down from 3 days to ~30 mins

•   Reduce average time from interview request to interview 
complete from 7 to 4 days

•   Gain 96%+ positive feedback from candidates

•   Automate ‘in the moment’ feedback with a c35%  
response rate

•   Reduce manual interview scheduling requests to our 
admin teams by up to 74% 

•   Schedule over 5,000 interviews with nearly 4,000 
candidate since launch in September 2022 saving over 
4,200 hours 

•   Be on target to save 38,000 hours (or over $1m) in the  
first year.

Additionally, they have 5 key principles:

Sweat our Assets

If what we have got can solve 80% of the problem,  
that’s good enough. Stick to enterprise platforms

Design thinking

Pilots, start small, iterate, scale fast

Think Global 

Build solutions that can be scaled globally

ROI 

Focus on ROI and create adequate measures to track this

Voice of the Customer

Always collect & listen to the voice of the customer to  
help design solutions
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Overview

Grab is Southeast Asia’s leading super-app providing 
everyday services such as food delivery, transportation, 
financial services, enterprise services and others to millions 
of users across the region. More than that, they provide 
the opportunity for users to have a better life. And that 
aspiration starts inside Grab, because they don’t see that 
hard division between work life and home life - it’s all life, 
and they believe it should be as good as it can be - for 
everyone.

They are headquartered in Singapore, with offices globally 
and 10,000 employees. Grab Holdings annual revenue for 
2022 was $1.433B, a 112.3% increase from 2021.

Strategy

Grab partnered with Atomic Advertising, (who are based 
in Dublin) . As part of Grab’s overall recruitment content 
strategy, Atomic wanted to leverage video to create an 
authentic candidate experience.

First, Atomic worked with Grab teams across several 
locations to conduct extensive research. They used 
stakeholder workshops and one-to-one interviews with 
Grabbers across the company, from different roles, levels, 
and locations, to uncover key insights about what it means 
to be a part of the Grab community.

Those insights were then used to create Grab’s unique 
employee value proposition (EVP): “Grab life with both 
hands.” This encapsulated core values of empathy and 
impact that go beyond just your career - Atomic wanted to 
highlight that Grab empowers people to progress in every 
area of their lives, not just their work.

Next, the team at Atomic created a suite of video content 
that brought out this unique EVP, represented Grab’s 
employer brand, and positioned them as a great place to 
work. This content was then used across multiple social 
platforms and as well as via the Grab careers site.

Best use of Video
Grab supported by Atomic

Sponsored by
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Development

Interviews with Grab team members were filmed across 
several locations, which delved into their personal 
experiences and passions. Since the goal was to showcase 
Grab’s EVP, it was important to show Grabbers living their 
best lives both inside and outside of work.

Next, Grabbers were filmed talking about their roles, what 
they love about working at Grab, and what they like to do 
outside of work, such as cooking or illustration. This was 
especially important as one of the key employee values 
is that Grab is dedicated to helping people improve their 
lives in all areas, not just their careers. IT was important that 
the videos showcased how Grab empowers real people to 
pursue their interests and bring their whole selves to work.

Atomic spoke to lots of employees at several different roles 
and levels within Grab to ensure there was a wide range 
of content that would resonate with prospective talent 
across multiple teams and career levels. As part of this, 
interviews were filmed interviews across Bangalore, Jakarta, 
Singapore, and Bangkok to build a bank of localised content 
that would speak to prospects across South East Asia 
and highlight Grab’s emphasis on local communities. This 
also allowed a level of personalisation to the candidate 
journey with video content that was mapped to their own 
experiences.

The team worked with motion designers and animators 
to ensure the dynamic energy of Grab’s employer brand 
came through in the vibrant videos. While fast-paced, each 
video was purposely kept slightly longer so that it would 
feel more meaningful and so that viewers would get an 
authentic sense of each person, and would feel engaged 
and connected.

The output of this project was approximately 40 videos: 
eight per market, five additional recruitment videos in 
Indonesia, and a supercut per market. These were part of 
a larger content strategy that included an overall employer 
brand video and additional content. The individual interview 
videos engaged prospects and drove them to explore 
further and read longer blog posts from Grabbers about 
their experiences, guiding candidates further down the 
recruitment funnel. 

Results

The videos were published in December 2022, and already 
they have driven high engagement and interaction across 
social media.

Grab engaged Nielsen and LinkedIn to help them 
understand how the video performed in those few 
weeks between launch and the end of 2022. Their report 
showed that the video successfully boosted key brand 
sentiment metrics such as favourability, consideration, and 
recommendation. 

The video exceeded benchmark video performance metrics 
with a video view rate that was 67% more than the industry 
benchmark, showing that it successfully engaged its target 
audience. To date, it has reached and engaged over 4 
million people.  (On LinkedIn alone for the month of February 
‘23, on a targeted campaign, the content achieved over 4.6 
million impressions and over 4 million views.).

The most engaged audience segment is Software 
Engineers in Enterprise companies, which is a particularly 
competitive segment. R&D campaigns delivered a click-
through rate over double the industry benchmark, showing 
that the EVP message resonated particularly well with a 
tech talent audience.

The video is still in the market and it is anticipated that there 
will be even stronger successes with its continued use as 
a cornerstone piece of content in the employer branding 
campaigns.

The videos have also given Grab a creative and authentic 
way to showcase their unique value proposition as an 
employer.

Watch our video here

https://vimeo.com/806368308
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Overview

Expedia Group, Inc. is an American travel technology 
company that owns and operates travel fare aggregators 
and travel metasearch engines, including Expedia.com, 
Hotels.com and Trivago.

We know travel can be hard. But we also know it’s worth it 
every time. Because we believe travel is a force for good, we 
take our roles seriously. We’re here to build great products 
and create connections that truly bring good into the world. 

The Early Careers team at Expedia Group hires over 1000 
people, globally. They bring in talented people who can 
accelerate their careers with Expedia and build future 
leaders for the company. The Early Careers team consists of 
30 employees, operating in India, USA, and the UK, split into 
a recruitment team, and a development program team.

Strategy

Expedia’s Early Careers team hires over 1100 Apprentices, 
Interns, and Graduates, each year, worldwide. As well as 
bringing these talented folks into the business, they are also 
responsible for planning, creating, and execution of the 
Apprenticeship, Internship, and Graduate Programs. 

Whilst this is BAU, they have seen hiring numbers increase 
significantly each year. From 2021 to 2022, their annual 
number of early careers hires increased by 92%. From 2022 
to 2023, their Early Careers hiring increased by 33% - this 
is a real expansion of workload for the team, and what 
they can offer to the wider Expedia Group. In addition to 
the increase in hiring across the early careers space, the 
complexity of hiring has also changed - for example, in 
the tech space, where they previously hired 4 roles (e.g. 
Software Development) they now hire 12 (ranging from 
Finance, to Marketing, to User Experience). 

With this expansion, it’s been more important than ever 
to have the early careers recruiters, and early careers 
development specialists to be aligned on processes, 
handover of partnerships, and communications.  

Emerging Talent Recruitment 
Team of the Year
Expedia Group

Sponsored by
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Development

With the growth of the Early Careers programs, and 
therefore the hiring needs of the business, the team have 
had to expand how they communicate their offering to the 
wider market. 

To do this, they established a larger presence on the 
Expedia Group social media profiles - including YouTube, 
Instagram, and LinkedIn. This was a great way to reach the 
networks of those interested in Expedia Group. They also 
built their partnerships, finding suppliers who could match 
their ambitions for hiring diverse, talented, individuals. 
Additionally, they developed their experience with university 
diversity focused student societies. 

Results

The success of the Early Careers programmes is measured 
by achieving the hiring goals for the season. From a diversity 
perspective, the team also matched their ambitions for 
bringing in folks who will promote the company goals of 
always being a more inclusive employer and helping to 
provide diversity of thought across the company. 

Feedback is collected from the grads as to their experiences 
as they go through the program - when asked about their 
“next level readiness”, they gave an overall score of 8.2/10. 

First impressions of  
Expedia Group with grads

https://www.youtube.com/watch?v=yN5bYMyrKeA
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FREE targeted e-shot with any job 
listing on our website.
To find out more email sales@prospects.ac.uk 
quoting “JULY OFFER” in the subject line. 

Early career opportunities, apprenticeships, 
internships, work experience and graduate roles.

e sales@prospects.ac.uk   t 0161 277 5200   www.prospects.ac.uk

CONNECT 
WITH DIVERSE 
TALENT
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Overview

Softcat PLC are a leading provider of IT Solutions & 
Services. In 2015, Softcat launched their apprenticeship 
programme with the aim of enabling school and college 
leavers the opportunity to start a career in the tech industry. 

Keisha joined Softcat in 2019 as a Sales Executive and 
moved into her role as the Early Career’s recruiter in 2021. 
By this point, the apprenticeship programme was already a 
success with roughly 40 hires made per year. However the 
diversity of the intake was a challenge with 80% Male and 
82% from a white British background.   

Strategy

The team identified three main areas of improvement:

•   Improving the overall application and onboarding process 
for apprenticeship applicants

•   Reviewing and improving school engagement with a focus 
on lower social economic schools 

•   Improving the apprenticeship marketing, to ensure 
that images used were authentic and represent real 
apprentices

Once the team had identified the three main goals for the 
apprenticeship programme, Keisha began researching 
various elements internally and externally. This included:  

•   Reviewing the existing apprentice application and 
onboarding process and analysing the stages at which 
the business was losing women and ethnic minority 
candidates

•   Reviewing the apprenticeship offering including, type of 
roles, entry requirements, locations

•   Comparative analysis of Softcat’s recruitment processes 
versus other external organisations with the support of our 
external partners such as Rate My Apprenticeship & Get 
My First Job

•   Discussions with the external marketing agency on ways in 
which the business could improve their marketing while still 
maintaining their unique branding

In-House Recruiter of the Year
Keisha Ffrench - Softcat PLC

Sponsored by
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•   Working with Softcat’s D&I Executive on research around 
the existing school partnerships, whilst creating a list of 
potential new school partnerships. Focusing on statistics 
including  the number of children in receipt of free school 
meals, gender & ethnicity percentages and number of 
students where English is an additional language

•   Speaking with the Learning and Development team to 
understand the existing initiatives that were in place during 
the onboarding process (i.e. everything post offer to pre- 
start date)

Once Keisha had completed her research and analysis 
phase, she drafted up a plan of action for the next financial 
year and presented it to key stakeholders. 

This included the Head of Recruitment, HR Business 
Partners, the Sales Managers for each of the regional 
offices, key directors and senior leaders. In pitching and 
presenting her ideas to this group, it meant that she was 
able to gain confidence, buy in and most importantly 
authorisation to initiate her plan of action. 

Development

Once Keisha had the green light to proceed with her plans, 
she spent the next financial year implementing a number of 
key changes: 

•   Improvements in the overall application process. This 
included the removal of CVs for applicants, opting for an 
application form question instead (based on evidence 
that those from lower socio-economic backgrounds 
have less support available on topics like CV writing). 
The introduction and creation of assessment and insight 
centres to allow candidates the opportunity to learn more 
about Softcat and our apprenticeship offering while 
allowing the business the opportunity to see and assess 
candidates in a live environment

•   Creating a more inclusive interview process with the 
introduction of apprentice specific interview guides for 
hiring managers and ensuring that interview panels are 
diverse where possible

•   Improving Softcat’s school outreach strategy, reaching 
out to schools with a higher portion of students from lower 
socio-economic backgrounds, ethnic and gender diversity. 
Partnering with an external agency to train up existing 
apprentices with the ability to go into schools and colleges 
and discuss the apprenticeship programmes available
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•   Expanding the apprenticeship offering with the inclusion of 
different departments (in Sales, Business & Technical) and 
opening up to new locations (Birmingham, Bristol, Leeds, 
South Coast)

•   Expanding external partnerships and job boards to 
maximise the outreach to candidates

•   New apprenticeship marketing collateral with 
professional images of a cross section of the most recent 
apprenticeship intake for authenticity

•   Improvements to the onboarding process post offer 
including the creation of apprenticeship welcome books, 
the relaunch and revamp of our apprenticeship buddy 
scheme and the creation of a LinkedIn group for new 
starters to join prior to their start date

It was an ambitious aim to launch these new improvements 
and initiatives, particularly as Keisha was still so early on 
in her own TA career - but she was confident that these 
changes would completely transform our apprenticeship 
programme. 

Results

Softcat’s August 2022 and April 2023 intakes of 
apprenticeships was the first intake to come into the 
programme and experience all the changes that had been 
implemented - and this was the intake used to measure the 
success of those initiatives. 

To review this, data was pulled from the ATS system on both 
successful hires and applications. Data was also collected 
from external partners such as Rate My Apprenticeship and 
Get My First Job, on candidate statistics.

From that date, it was found that the changes had a directly 
impacted the D&I stats for the for the intake improving 
female hires from 20% to 25% and ethnic diversity from 
18% to 24% - as well as increasing the geographic footprint 
to seven locations (from three). The team also saw 
improvements to the diversity of candidates applying to 
their apprenticeship programme and progressing to latter 
stages of the process. 

Additionally, they reviewed the school engagement activity 
alongside their external partner and visited 20 schools (a 
120% uplift from the previous year). Of those visits, 50% are 
brand new engagements for in areas such as Birmingham, 
Manchester, Bristol and Leeds. 

The most rewarding of all is that, the success of these 
initiatives means that Softcat has put more investment 
behind our apprenticeship programme which means that 
the programme has expanded. From 45 hires (made in 2021) 
the team is now looking at a projected 91 hires to be made in 
2023. 

A word from Keisha: I couldn’t be prouder of what I have 
been able to achieve in my two years in the role. None of it 
could be achieved without the collaboration and support 
of my team and internal and external business partners. 
We still face many challenges ahead from a recruitment 
perspective but I am excited to see how our programme 
grows and flourishes. 
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Overview

University Hospital Southampton NHS Foundation Trust is an 
NHS foundation trust which operates Southampton General 
Hospital, Princess Anne Hospital, Southampton Children’s 
Hospital, and the New Forest Birth Centre at Ashurst, 
Hampshire.

The existing ATS appears to be over-engineered for the 
candidates. In consequence it was assumed that it takes 
candidates too long to apply for an easy job profile, which 
simply means that potential candidates are not using the 
existing channels anymore and are being lost for us, without 
even getting in contact with them.

Strategy

The plan was to offer a solution to the candidates through 
which they could even enjoy doing their application and 
it doesn’t appear to them as work. It aligns with their 
actual communication behaviour which obviously is voice 
messaging.

The major obstacle was to get the solution integrated in the 
existing recruiting process. As this would have taken too long 
the tool was simply used in parallel which brought the entire 
process down to a few weeks.

Development

The solution was integrated in the two major application 
channels: Social Media and a job platform.

Concerning social media the link only needed to be included 
into the post. The link would then guide the candidate 
directly into the virtual chat interview. The post itself was 
highlighting the new opportunity.

For the job platform the CTA was simply changed away 
from leading to the current ATS, now leading directly into 
the chat. In this case the candidates just learned about the 
process once they already clicked on the job platform’s 
CTA. This fact offered the opportunity to examine the usage 
respectively to the conversion on a cost per hire basis.

Innovation of the Year
NHS l University Hospital Southampton with Talk’n’Job

Sponsored by
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Results

•  Share of total job applications: 73%

•  Share of total job offers: 55%

•   Conversion on Social Media: 5 %  
(abt. 6-8 x higher than standard)

•  Conversion on a job platform: 28%

•   Cost per hire using a job platform: GBP 31 vs an expected 
GBP 220, which is 7x cheaper

The results showed in an impressive way that the potential 
candidates were willing and able to use the new application 
channel. In consequence the new channel could deliver 
better results across the entire recruiting channel.

Our team and company truly brought a completely new 
application channel on the market that hasn’t existed 
before. It also proved, that this channel is being accepted 
and used by the candidates, outperforming from the start 
the existing channels.

We didn’t prove less than the change of user behaviour; 
away from old school channels, based on text and/or form 
sheets, to voice. All this underlined with valid data.

All this was possible on a very practical and fast basis, 
without having to change the entire organisation and 
consuming time and money for it.
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110,000+
USERS 
GLOBALLY

2.7 MILLION
CANDIDATE 
SEARCHES

7000+
HIRING 

CHANNELS

10 MILLION
APPLICATIONS

RECEIVED

183
COUNTRIES 
COVERED

3 MILLION
JOB ADS 

POSTED

REACH FURTHER, FASTER.
 

www.broadbean.com

Congratulations to all 
awards winners!
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Overview

BMT is a maritime-orientated high-end design house 
and technical consulting firm driven by a passion for 
solving complex, real-world problems. They deliver design, 
engineering, and consulting excellence in a world of 
ever-increasing change: growing compliance, new global 
competitors, the pressure to do more with less, ever-faster 
innovation cycles and less time to exploit market positions  
or new technologies.

In the UK, on average there are 160-200 annual hires.

The TA team sit within the People Team and report directly 
into the Head of People. BMT work flexibly and the TA team 
meet once a week in the Teddington or London offices.  
There are 2 people within the TA Team in the UK. Their areas 
are split by HRBP area and they are responsible for 50% 
each of the UK business.

About the Team

In the second half of 2021, it was agreed by the ExCo of  
BMT, that the business would need a Talent Acquisition 
function. The Defence side of the company had a 
Recruitment Business Partner prior to this but in the 
other areas of the business, HRBPs were responsible for 
managing recruitment alongside their other duties. 

Martina joined BMT in  Nov 2021 and Jo joined March 2022 
- and so the TA team was born! The TA team very quickly 
established a good rapport with each other and set about 
looking at the best way to manage the many different 
operating units and functions. It was essential that the TA 
team built good relationships with their own stakeholders as 
quickly as possible - this was a new service being offered to 
the internal customers but did come with change in terms of 
processes for all of them.

In the areas that had a Recruitment Business Partner 
previously, there were small pockets of issues in relation 
to the recruitment process. The consulting business had 
evergreen roles with 10-15 applicants a week. There 
were issues with finding interviewers to conduct so many 
interviews each week and this was causing problems for 
both candidates and internal stakeholders. Initially the SLT 
decided on creating a Hiring Management Office (HMO) 
whereby there would be senior people available to assist 
with interviews. 

Although the TA team was new to BMT, it was clear this 
wasn’t the ideal way to resolve the current issues. They 
did however allow the HMO time to implement whilst in 
the background researching different ways to manage 
the recruitment. Once the TA team were more established 
they presented to the Consulting Managers with a different 
approach which was tried and proved to be much more 
successful. Prior to Martina and Jo joining BMT, a Project 
Plan for Global Talent Acquisition was created spread over 
7 strands: 

• Global Mobility 

• Talent Pipeline 

• GHRC Skills & Resource 

• Systems 

• Future Capability Needs 

• Employee Referral Programme 

• External Candidate Attraction 

Small Recruitment Team of the Year
BMT

Sponsored by
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The TA Team in the UK have quarterly ‘TAM Days’ where 
they have looked at the overall project plan and built a UK 
focused one. In the first full year of having a TA function, 
Jo and Martina have completed much of this project plan. 
Their initial focus was the Recruitment Process, which was 
updated after consultation with HRBP’s, HR Admins and 
Hiring Managers. This allowed much of the recruitment 
process to sit within the TA team, giving more autonomy and 
a more streamline focus for all stakeholders. Now that the TA 
team is established, Jo & Martina are updating their project 
plan whilst continuing with business as usual.

Focus for 2023 includes using metrics to help with decision 
making (metrics had not been used previously), reducing 
the use of agencies, attending careers fairs and a new ATS! 
They are also heavily involved with a large People project to 
harmonise the Global Induction.

Results

In March 2022, BMT did not have a Talent Acquisition 
function in the UK and just one year later it is clear from the 
feedback that they regularly receive that the change has 
been a positive one.

Working for TA within BMT means recruiting for a wide 
variety of people - Naval Architects, Environmental 
consultants, Cyber security consultants and structural 
engineers to name just a few. This means the TA team has 
a challenge, in needing to understand the different types 
of people coming in whilst ensuring that the culture of the 
company is consistent across all divisions.

They have worked incredibly hard to build relationships with 
all stakeholders across the business whilst looking at the 
many ways to improve what they can offer to the Company.

As part of the initial strands in the Project Plan, they focused 
on 4 of the 8 initial strands. This has included the Employee 
Referral Programme - which is not attractive for employees 
currently. They researched how the competitors were using 
ERP schemes and used resources from The Firm to put a 
proposal together for the SLT.

Much of the focus this last year has been on the External 
Candidate Attraction strand. The team have started to 
build relationships with military leaver organisations as well 
as broadening relationships with universities to diversify 
applications. They are starting to exhibit at relevant Careers 
Expos, as well as testing out some sector relevant job 
boards.

In previous years the graduate recruitment was carried out 
by the Early Years people partner, but this year the TA team 
have taken responsibility for Graduate Recruitment and 
been able to dedicated time to the recruitment activities. 
They advertised grad roles earlier than previous years and 
advertised via Handshake which meant the roles were 
posted to a more varied University audience.

The big issue for the TA team has been a lack of data. This 
means it has been difficult to measure quantitively how the 
team have improved since its formation. They have been 
recording different metrics since May 2022 manually - so 
can soon start to compare year on year.

However, even since starting to record metrics in May 2022, 
they have decreased Cost per Hire from £4100 to £1144 in 
February 2023. Additionally, they have saved BMT £568,430 
in agency fees over the 10 month period.

Time to hire is difficult to record at BMT as 50% of roles are 
Evergreen roles. However, the average time to hire for March 
2021 - February 2022 was 100 days. From March 2022 - 
February 2023 it was 64 days.
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Overview

Direct Line Group (DLG) is one of the UK’s largest insurance 
companies and home to some of the best-known brands 
including Direct Line, Churchill and Green Flag.

Their vision is to create a world where insurance is personal, 
inclusive and a force for good. They operate a multi-brand, 
multi-product and multi-channel business. 

Their TA and Onboarding Team consists of 42 people. A 
wide range of experience and personalities has purposely 
been recruited into the team to ensure a diverse range 
of thought, that DLG drive excellence, ensure a positive 
candidate journey, question, challenge, think differently and 
push boundaries.

Recruitment and onboarding within DLG is challenging 
not only due to the volume (c 3,000 annual hires), but also 
the complexity of demands across several very different 
business units - both volume (contact centre, automotive 
repair, claims and customer service) and specialist (pricing, 
underwriting, tech and data). The team also has a key focus 
on Emerging Careers and Future Talent, recruiting into 
internal academies to ensure they grow their own talent for 
specialist areas such as Data, Pricing and Engineering. 

Strategy

The DLG Talent Acquisition & Onboarding Team are 
champions of curiosity. Bringing together thought 
leadership and diverse thinking from both inside and 
outside of DLG, they’ve developed a strategy packed full of 
innovation.

But it hasn’t always been that way - change was needed. 

Held back by transactional processes that failed to deliver, 
relying on ‘post and pray’ advertising, and application 
numbers were exceptionally low. The DLG careers website 
was close to 5 years old, selection processes and tools were 
archaic, and the small number of candidates applying were 
not of the required calibre. The TA strategy was without 
direction, and there was no reporting of key management 
metrics in order to drive effective business decisions.

The new team reports into Craig Morgans, Acquisition Lead 
(who joined 14 months ago) and are now placed as true TA 
experts. Two TA Relationship Managers lead strategically, 
with a split of TA Business Partners supporting specialist 
activity and Talent Acquisition Consultants supporting 
volume. Teams are also aligned to specific business teams. 

Recruitment and onboarding within DLG is challenging 
not only due to the volume (c3,000 annual hires), but also 
the complexity of demands across several very different 
business units. Previously, the business had struggled to 
engage, attract, and hire both the quality and quantity of 
talent required to drive the business forward - with a high 
reliance on third party agency use.

Outstanding Impact 
Transformation & Change
Direct Line Group  
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The strategic challenges set were as follows:

1)  implementation of the new team and transformation of 
the tools and processes which underpin the function

2) ensure we drive scale, efficiency, and ROI

3)  deliver operational excellence

4) scope, shape and deliver an Acquisition, Onboarding and 
EVP strategy to significantly drive the DLG people strategy

At the point of the team’s creation the mandate was very 
clear: design innovative acquisition approaches to attract 
talent & transform how they recruit, with a focus on building 
a creative, aspirational EVP that ensures DLG builds its 
reputation as an employer of choice and delivering a future 
proof workforce of diverse, skilled individuals.

The business needed a TA function which could effectively 
partner with the business, drive the right outcomes & deliver 
the right talent into the organisation - all whilst defining and 
developing an authentic, future-focused and aspirational 
EVP & Employer Brand, which would be distinctive and 
credible in the market externally and living and breathing 
throughout the employee experience internally; fuelling the 
next era of DLG.

There were four main sections to the scope of the 
programme:

1: Encouraging simplicity

Streamlining and creating a more agile team. Enabling the 
team greater visibility and ability to focus on key priorities 
and pivot with ease when these change. Pulling together 
end-to-end activity to increase efficiency and identify what 
activity or processes were slowing them down

2: Future focussed

Building data, insight and digital capability to innovate 
quickly and encouraging all colleagues to understand the 
benefit and use existing tools to build their data literacy 
proficiency.

3: Prioritisation

Being even more disciplined about what activity can be 
reduced or stopped that isn’t adding impact or real value 
to the processes, the wider business and the strategic 
priorities.

4: Curiosity

Encouraging each other to share knowledge and actively 
connect and understand the business internally whilst 
also creating space to seek knowledge of the external 
landscape. Along with building data and digital proficiency 
this will support more informed decision making.

The influence of this programme was much more than just 
how the team took the message to market. They wanted 
to re-energise and re-connect the internal audiences, 
answering the question ‘what’s in it for me to remain and 
evolve with DLG’?
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Development

The main take outs from this transformation is to test, learn 
and adapt & ground as much as possible with data, insight 
and metrics. DLG assembled a squad to create and deliver 
(alongside their partner TMP) an authentic and aspirational 
employer brand. They knew they’d face the obstacle of 
having multiple brands and needed to deliver a ‘product’ 
which had the ability to flex according to the market, brand 
and candidate personas. One single execution would not 
work for all.

They conducted comprehensive research - from competitor 
analysis to desk research, stakeholder interviews to focus 
groups with colleagues across the business and talent 
external to the organisation - to really get to the heart of 
DLG. They created hypothetical EVP pillars which were 
informed by this research, validated both internally and 
externally to assess their effectiveness, and accompanied 
by priority skills set messaging that spoke directly to the 
things that are important to candidates.

Instead of running with their early creative concepts  
which resonated well with many colleagues, they continued 
sense-checking the themes and evolving as more feedback 
was gathered. As a result their new employer Brand and 
EVP is built from the comprehensive desk, competitor, 
focus group, and internal research work, all designed with 
ambition, authenticity, and inclusivity at its core. In an 
oversaturated candidate market, it does more than just 
stand out. It carves its own space, based on the things 
that make DLG so unique: their people. The EVP pillars 
and Employer Brand have been validated through sense-
checking with priority skill sets both internally and externally 
to ensure they speak to the things that matter to DLG 
candidates. It interacts directly with their new Careers site, 
giving candidates a realistic insight into working at DLG. 
More importantly, it’s started to roll out internally across the 
employee lifecycle, including into new office designs. 

A huge positive of all the change is that several members 
of the new team have already secured promotions into new 
roles as the team evolves.
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Results

Some top level results of the transformation: 

•  Candidate Application Volume increased by 124%

•  Time to offer decreased by 22%

•  89% reduction in third party agency use

•  c£2m worth of cost avoidance 

•   Hiring Manager Recruitment Training (Recruitment Ready) 
designed/rolled out with 98% positive feedback

•   Datapeople - Language Analytics Tool. Implemented and 
job performance score increased by 26pts in a 4 week 
time window

•   New team organisational design & ways of working - 
against a backdrop of a 65% increase in hiring volumes

But it is so much more than just operational delivery/metrics. 
In addition, they delivered;

•   A brand-new Careers website that utilises a modern 
one stop technology platform to provide data driven 
intelligence and supercharge the candidate journey, to 
multi-agency partnerships that improve the capacity to 
hire inclusively

•  Website Traffic up 167%

•  Website Bounce Rate down 75%

•  Website Dwell Time up 50%

The right tools can also make all the difference. Some 
examples of the ways DLG have used tech to their 
advantage are as follows:

•   Full team affiliation to the leading global membership 
organisation for TA professionals. Ensuring the team can 
‘bring the outside in’ and benchmark against industry 
standards, whilst upskilling and providing additional insight 
into recruitment market trends.

•   New recruiting and language analytics tool - partnered 
with Datapeople to provide an augmented writing tool for 
job descriptions  and candidate communications. The tool 
removes biased language, allowing for integration into 
Workday ATS, and supplying us with analytics to monitor 
overall effectiveness.

•   Inclusive Hiring Training Programme for all the TA team, 
through TheClearCompany, who are recognised industry 
experts in inclusive recruitment. The Inclusive Hiring 
Programme was an opportunity to further equip the 
team to recruit a diverse workforce for the future, embed 
consistency and best practice in recruitment across DLG.

•   Access to external market insight tool. Key and 
fundamental to the team becoming SMEs in the TA 
environment has been access to real-time market 
analytics, plugging into a market leading solution to 
provide the most comprehensive and accurate market 
data available.

The team reviewed the market for new tools and channels 
to deliver effective and proactive TA solutions and talent 
pipelines to the business. This insight led to investment 
into several tools including (but not limited to) Hackajob, 
Cord, LinkedIn, Haystack, Indeed, Networking events and 
programmatic advertising solutions. 

The team can be justifiably proud of their 
achievements over the last 12months, 
delivering long term valuable commercial 
and talent benefits.
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Overview

Fifty years ago, Autism Unlimited was founded by some 
very dedicated parents in a garden shed. Their drive and 
determination to build a better future for those living with 
autism is still the focal point of the charity today; it exists to 
open minds to the fact that every autistic person has unique 
skills and abilities and can achieve great things and lead 
a purposeful life. However, the world has changed and so 
have the charity.

Autism Unlimited exists to empower those living with autism. 
They recognise the challenges for children, adults and their 
families and will work with them as partners to find solutions 
and create opportunities through tailored learning and 
support.

Today, Autism Unlimited employs over 400 people across 
the South of England, and their future plans include a 
programme of engagement with organisations to share the 
benefits of employing autistic people as well as expansion 
of their autism and SEN college, Futures.

They want to show to the outside world that they are 
accessible and relevant to the autistic community, 
particularly those audiences or organisations which they 
may not have reached until now.

Their HR function consists of 7 employees in total, split over 
Core HR, Talent and Training teams

Autism Unlimited have partnered with Eli Onboarding, a 
strategic onboarding technology partner who are part of 
CA3. They help their clients to define and deliver the perfect 
onboarding experience for their organisation, then deliver it 
using their award-winning technology.

Strategy

Charities like AU have had a tough time of late though. COVID 
put a huge strain on funding and resources, as have the 
pressures of recruiting great people into the social care sector. 
It is therefore incredibly important for AU to ensure the brilliant 
people they do hire have a fantastic onboarding experience 
so that they can have as big an impact as possible.

But their achingly slow, paper-based process did little to 
achieve this. And, lengthy (but critical) Safer Recruitment 
checks left new hires wondering what was going on for 
weeks at a time.

“Our onboarding experience 
involved paper, paper, paper and 
a lot of twiddling of thumbs”
Claire Causley, HR Business Partner

Above all else, the new onboarding experience had to be as 
accessible as possible, particularly to new hires and volunteers 
with Autism. The charity is working towards developing a 
workforce that is representative of the people they support, 
so inclusivity had to be at the core of the experience.

Whilst Autism Unlimited (AU) HQ is based in West Parley, 
Christchurch, the charity recruits and onboarding people 
across the UK.

The people they’re onboarding are hugely diverse in terms 
of role, background and skills. The charity has three core 
areas: Portfield School, Adult Services and a Charity Hub. 
Then, within those areas, 24 separate departments, such as 
the Fundraising Team for the Charity Hub, and Secondary 
Department of Portfield School.

Best Onboarding Experience
Autism Unlimited  supported by Eli Onboarding

Sponsored by



BACK TO CONTENTS

#FirmAwards2023  |  PAGE 72

Support • Connect •  Develop •  Inspire  

Headline sponsor

Their onboarding initiative covers all grades and levels of 
staff, as well as all contract types (employees, relief workers, 
contractors, volunteers and even Trustees/Governors).

The experience and key milestones are as follows:

•  Verbal offer accepted.

•   New starter receives branded welcome email from the 
onboarding system inviting them to their personalised 
onboarding portal where they can learn more about the 
charity, and speak with the line manager, buddy and 
fellow newbies. On the portal they can also complete their 
onboarding checklist items (compliance and experience-
based tasks) ensuring seamless journey from candidate to 
employee.

•   In the background, AU’s Talent team completes the Safer 
Recruitment checks to ensure they are ready to start – the 
portal then notifies the new hire when these are complete.

•   Before day 1, the new starter will receive a call from the 
Talent team to make sure they’re OK and to answer any 
questions they may have, though they can reach out to the 
talent team at any time within the portal.

•   Within the portal new starters are also able to view their 
training plan for their first 12 weeks, so they know what to 
expect. That training & development programme starts in 
their first week and is tailored to their role and area of the 
business.

•   In week one, there is a day-long AU induction with other new 
starters so they can network. After that, Autism Awareness, 
Positive Behaviour Support, Safeguarding and First Aid 
training sessions all ensure they’re ready to make a real 
impact on the lives of the people we support, no matter 
what area of the charity they work in. New starters can RSVP 
to each training session in the portal’s event calendar.

•   Once in role, the new colleague has regular supervisions 
with their line manager and 4, 8 and 12 week reviews to see 
how they’re settling in, discuss learning and development 
opportunities, and ensuring everyone is set up for success. 
The portal reminds both line managers and new hires to 
book these in.

Development

Major events like starting a new job can feel scary, but they 
can be debilitating for people with Autism. Like everyone 
though, they can manage stress and anxiety better if they 
can prepare for changes in advance.

welcometoautism-unlimited.org was launched in March 
2021 during the pandemic and became an instant hit. The 
responsive portal is by the side of every new hire (their 
manager and buddy) at every moment that matters, setting 
them up for success. This is how it accomplishes that:

•   Each new hire (manager and buddy) has a clearly defined 
onboarding process and a checklist of tasks, designed 
to reduce anxiety and build connections. Tasks are 
compliance, knowledge and social-based, and guide 
people through to day one. They know what’s going on at 
every stage (and receive nudges to keep on track).

•   Global and personalised onboarding content (videos, 
culture & values, learning, role, team and induction 
information) prepares people for work and carefully 
supports the transition from candidate to employee.

http://welcometoautism-unlimited.org
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•   Numerous social touchpoints help new starters feel like 
part of the team before day one. Messages from their 
manager and buddy, a tailored calendar of induction 
events, team contacts book and a social wall all give new 
hires plenty of ways to interact and keep up-to-date with 
charity news.

Together, these three things work in unison to reduce 
anxiety and build a real sense of belonging. For example, 
one task asks new hires to answer a few simple questions 
about work and life to help their manager and buddy get 
to know them a little better. When they message their 
new teammate (one of their tasks) it’s easier to start a 
conversation. And, on day one their manager knows how to 
support them better (and what their favourite sweet treat is, 
so they can buy it in ready for day one).

Working in this way, the technology guides a consistent 
process and nudges behaviours that positively impact the 
employee experience, every time. 

Results

Like all charities, every single penny is important to Autism 
Unlimited. They exist to support and empower those living 
with autism, so it was imperative that they could measure 
the impact of the portal and demonstrate a real return on 
investment. Success was tracked in the following ways:

•   Engagement - The technology tracks everything a user 
(manager and buddy) does while on the portal. Number of 
sessions, time per session, page views, tasks completed, 
messages sent, video watched and much, much more. 
This allows them to build a clear picture of engagement 
over time, and break that MI down in 100s of useful ways. 
Timed emails, automated alerts, nudges and reminders all 
worked to actively improve those engagement stats too

•   Direct feedback - The portal also encourages direct 
feedback from new hires in the form of page ratings 
and comments. Since launch, AU received 138 positive 
comments and no negative ones. They’ve also had 357 
page ratings, with an average rating of 4.9/5. In fact, 90% 
were 5 stars!

•   Onboarding survey - All new hires are asked to complete 
an onboarding survey seven days after they start

•   Attrition - Alongside all of the above, Autism Unlimited 
also track voluntary attrition within the first three months of 
service

•   Continuous improvement - Every quarter, all of this data 
is pulled together and reviewed and analysed against 
historical data. This allows Eli and Autism Unlimited 
to measure success, identify possible challenges and 
suggest potential solutions to overcome them. This is one 
of the reasons why buddy engagement has been steadily 
increasing each quarter over the last year

Autism Unlimited’s new experience has revolutionised how 
the charity onboards new people, engages with its line 
managers and creates a more inclusive and anxiety-free 
experience for all. It truly is onboarding without limits and a 
stupendous achievement for a growing charity of less than 
500 people.
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Since the portal went live in March 2021: 

•   It has onboarded over 400 new hires with an impressive 
94% engagement rate.

•   93% of activated line managers have taken ownership of 
their new hire’s onboarding 

•   On average new hires return to the portal over 15 times, 
spending over 9 minutes each time they do

•   Over 40,000 page views have been logged (65% on 
mobile) with the social areas of the portal being the most 
popular

These high levels of engagement have also had a direct 
effect on new hire attrition. In year one, Autism Unlimited 
tracked a 5% reduction in attrition followed by a further 
4% in year two. AU have also tracked a reduction in overall 
employee turnover too this year too for the first time in years.

Survey feedback has been just as glowing: 

•   94% of new hires described their onboarding as 
outstanding (6% OK)

•   98% described the process as very speedy and efficient  
(a complete contrast to their previous process)

•   100% found the information on the portal informative, 
engaging and useful 

Finally, feedback from new hires with 
Autism has also been universally positive 
- certainly the icing on the cake.
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hello@giantprecision.com

Our online platform of mix & match
software & services allows you to
outsource all or some of your contingent
workforce management processes.

www.giantprecision.com 

Our flexible proprietary software and managed services platform, giant
precision, can manage contractors throughout their entire life cycle. Unlike most
MSP’s, our platform allows organisations with any number of contractors to
benefit from a speedy implementation at no cost. 
 
With 30 years of vast industry experience, we bring efficiency into businesses
and reduce time to hire, minimise operating cost and improve cashflow & profit. 
 

At giant precision, we handle the non-
recruitment processes and allow you to
focus on client delivery and role fulfilment.

giant precision 

worker screening & onboarding

timesheet management

self-bill invoicing

payroll & payments

reporting

applicant tracking 

tiered vendor management 
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Overview

EY is a traditional Big  Four Accountancy firm of over 365k 
people globally with $40bn revenue. In the UK they have a 
team of around 11,500 people.

Across student recruitment, the team delivers c2, 500 hires 
per annum, this represents a 66% increase of roles since 
2021. They are one of the largest Graduate, School leaver 
employers, across 21 locations, 300 pipelines that comprise 
of Work Experience, Graduate, Intern, Apprentice & school 
Leaver opportunities. 

In 2021 the student recruitment team set about the 
business of innovative, change & transformation. They 
wanted to challenge themselves to be more accessible 
and competitive for student talent, particularly in their 
apprenticeships, technology and hard to fill areas, such 
as Audit.  They aim to represent the UK workforce across 
all demographics and diversity, and recognise that their 
key attraction challenges include both Females and Black 
heritage talents as well as attracting talent from low socio-
economic backgrounds. 

About

Olly joined the EY Student Recruitment team in February 
2022 with a UK&I remit, and his span of leadership included 
the following:

Consulting UK&I

The team was initially composed of 3x recruiters tasked with 
delivering entry level talent, Grads, Interns, and apprentices, 
into the EY Service Lines, Consulting and Technology. Duties 
for the team included business engagement, both strategic 
conversations and day to day reporting, pipeline operational 
management, talent engagement & analysis and partnering 
with the student attraction team to source candidates.

Technology UK&I

When Olly joined, the Consulting team had several 
challenges with the volume of roles they had to recruit 
(700+), different business areas (19) and diverse locations 
(16.). With Student Leadership sponsorship, Olly built a new 
team called The Tech Hub, a brand-new team moved to a 
new 360 model. All tech roles across student were scooped 
into this team to enable future simplification.

In 2022, EY’s tech recruitment team faced challenging 
market conditions. There were 22% more vacancies in the 
market, many being with EY’s more ‘sexy’ competitors such 
as Google, IBM, Meta. EY’s application process was too long, 
time to offer was 14 weeks with 25% of applicants self-
selecting out. Applications weren’t keeping up with demand, 
there were 35% fewer applications compared to the year 
before with female candidates only making up 39%.  
A further 71% of reneges were female. 

Recruitment Manager of the Year
Olly Rawlinson, Student Recruitment Manager, EY

Sponsored by
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Faced with some of the toughest recruiting challenges for 
many years, Olly partnered with the assessment’s specialist 
Cappfinity to launch 2x major transformations: 

1. A new market leading assessment process: EYOne. 
This new process would challenge the status quo for 
student hiring in the industry and make EY become more 
competitive in the war for talent. The solution was driven by 
market insight, over 200 pieces of individual feedback and 
focused on several enhancements:

•   One simple process to apply online and within one hour to 
be eligible for final interview

•   A trailblazing process, that removes EVERY academic 
barrier to assess ONLY for potential using a strengths-
based approach, the first of its kind process in EY and the 
Big 4

•   Removal of the numeric test - To ensure a greater pipeline 
of neurodiversity and talent from low socio-economic 
backgrounds

•   Insights and nurturing videos - To learn more about EY, the 
skills needed to thrive, the culture and the future of each 
service line.

2. A first of its kind VR programme for tech interns to 
enable longer-term conversion and D&I. The internship 
was run over a period of 5-weeks using VR to deliver an 
immersive, true-to-life client project, thereby heightening 
the experience of an internship at EY. Interns journeyed 
from sitting in on an initial client meeting in week 1, through 
to pitching their solution to the challenge to senior EY 
stakeholders in week 5, having learnt, planned, and 
prepared their solution in a purpose-built VR setting. 
Presenting this insight through VR not only helped 
to position EY as a tech-brand, but it was also key to 
communicating EY’s culture in a fun and inclusive way that 
would resonate with early talent.

Results

The Big 4 are not known for driving change in recruitment. 
EY is reluctant to make any change and is steeped in 
tradition. Those who know Olly can attest to his passion 
for innovation, not a traditional EY fit. Olly has adapted his 
leadership style completely to be effective in EY and to 
navigate a year which saw exponential growth within its 
Consulting & Technology services, creating challenges and 
opportunities to deliver the change he loves.

Having only joined EY at the start of 2022, he has had to 
work hard to establish trust and win over a very conservative 
and change resistant business. The past year has 
probably been one of his most exciting but also the most 
challenging in Olly’s career. It has been an uphill battle for 
the Consulting & Tech team to deliver for EY’s hyper growth, 
however against the odds, Olly and his team have delivered 
incredible results.

The pressure on Olly has been immense not just from the 
million £ investments into EY Consulting & Tech but also 
from a market that’s scarce of diverse talent, a firm with 
no real discernible tech brand (EY only ranked #45 in the 
Universum Technology Employer Ranking, last of the big 
4), a conservative and overly intrusive business, intensified 
competition with 22% more graduate positions than 2021 
and a 34% fall in applications compared to the year before. 
He led the following:

•   A complete overhaul of business engagement strategy 
with dramatic results

•   Hired & trained a brand-new student recruitment 
technology team

•   Empowered the wider student recruitment team with 
the self-led initiatives such as the Student Recruitment 
SharePoint, Recruiter Playbook and programme training

•   A brand-new assessment process, shortlisted for multiple 
awards: the Tech EYOne

•   Industry firsts, such as the award-winning innovation: EY 
Virtual Reality Internship of the Future
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•   Truncating the legacy 6 stage Consulting assessment 
process which had seen 3500+ candidates self-selecting 
out (April 22) due to the excessive wait time of 104+ days. 
By merging the EYX and final interview, the team were able 
to reduce the wait time from 102 days to 49 days

•   Removal of Consulting’s 3x stage approvals process, 
shortening candidate wait time to offer post interview from 
21 to 7 days

•   Extension of interviewer responsibility out from partners to 
managers, expanding the pool by 30%, improving hiring 
speed and interviewer diversity (only 27% of EY partners 
are women and 15% from ethnic backgrounds.)

And delivered these incredible results: 

•   Time to offer down from 104 days to 79

•   6 stages condescend down to 3, saving the recruitment 
team hours of pipeline management

•   A process that empowers diversity: 56% of social mobility 
students passed compared with 13% the year before, 53% 
to 9% Black heritage and 72% to 46% neurodiversity. In a 
competitive year, Females remained strong at 64%

•   100% of candidates agreed the assessment gave them 
insights into working at EY

•   Initiative shortlisted for the upcoming National Graduate 
Awards: Best innovation in recruitment

•   100% Summer Intern to Grad offer acceptance

•   Incredible diversity: Female: 68.4%, Male: 31.6%

•   92% described EY as innovative & forward thinking

Click on our 

SharePoint!

(Most of this is unfortunately 
confidential, however, we’ve included 
enough to give you a flavor of the 
scale & quality of work Olly put in. 
The actual copy is 84+ slides!!)

2000+
SharePoint site visits 
in the first 6 months!

| See a snapshot of our Playbook
EY – Manager of the Year 

The results: Market Leading  |  Efficient | Innovative

Time Saved

4hrs19hrs 50%
Of team time saved 
per week per 
person

Of team time saved 
on average per week

Reduction in number of 
roles looked after per 
person to 115

2000+
SharePoint site visits in 
the first 6 months

40+
Members of wider 
recruitment team using 
site

SharePoint

500+
Unique users to the site

https://www.youtube.com/watch?v=Enqr56NclKA
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Overview

AB InBev (Anheuser-Busch InBev) is a multinational brewing 
company headquartered in Leuven, Belgium. It’s the largest 
brewer in the world with more than 5,000 beer brands and a 
global workforce exceeding 170,000 employees. In addition 
to its beer business, AB InBev also has a strong presence 
in the alcohol-free beverage industry.  AB InBev needed to 
scale at speed with in-market, language-specific recruitment 
support. Its rapid expansion required flexibility and a strong 
partnership to grow its headcount and bottom line over time. 
WilsonHCG took over from a prior RPO provider in 2017 and 
was tasked with hiring professional, entry-level and all other 
specialist business support roles across EMEA.

Strategy

The dedicated team focused on building a proactive 
recruitment process. It consulted with key stakeholders 
across the business to develop a segmented, tailored 
approach to attracting talent and improving time-to-hire. 

It designed custom, comprehensive talent pipelines 
to ensure a steady stream of qualified talent was 
always available. Additionally, the team, formed from 15 
nationalities to support the language requirements, also 
included flex team members so it could scale up or down 
based on business needs. Additional specialists offered 
extra support for improving the candidate experience, 
optimising attraction spend and results and developing 
customised daily reporting and key metrics. WilsonHCG 
also developed a tailored diversity training programme with 
real-time market insights to reduce unconscious bias and 
promote more diverse hiring within the organisation as part 
of its overall talent strategy.

Development

The team identified and implemented campaigns and 
pipeline builders on high volume/critical/reoccurring and 
future forecasting demands. It developed an “always-on 
pipelining” programme for entry-level recruitment to save 
time for hiring managers by eliminating CV review and 
group hiring. A custom strategy was designed and built for 
each talent pipeline including detailed candidate personas, 
market intelligence reports, competitor analysis and 
candidate leads lists. 

WilsonHCG collaborated with AB InBev’s employer branding 
team to develop a multichannel go-to-market strategy 
that included social media posts, landing pages and talent 
relationship management nurture sequences. The client’s CRM 
tool was optimised with candidate lead forms, streamlined 
workflow, data models, and reporting, providing deeper 
insights. The team implemented reporting and analytics 
dashboards to produce automated daily reports to ensure 
data was readily available for delivery teams to maximise 
requisitions and goals across different departments.

Additionally, to improve the candidate experience, the team 
also funneled candidates according to interest level — those 
not ready to apply were directed into talent communities, while 
those ready to convert were flagged to recruiters and nurtured.

RPO Team of the Year
WilsonHCG in partnership with AB InBev (Anheuser-Busch InBev)
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Results

Achievements include:

•  Reduced time-to-hire by 20% 

•  Diversity submits increased 33%+ over 3 years

•   10,000+ candidate leads identified across critical talent 
segments

•  Less than 3% agency usage

•   The team gathered market insights on diversity and helped 
to increase the representation of women in its top five 
leadership levels.

The partnership is about much more than being part of a 
recruiting function, the WilsonHCG is team is embraced by 
AB InBev as employees and is trusted by the team to provide 
consultation on what’s next. This is demonstrated by its 
inclusion in key strategic meetings that allow WilsonHCG 
to share wider market knowledge and hear first-hand 
AB InBev’s business objectives so both teams can work 
together to achieve an optimal talent function. The talent 
acquisition leads for AB InBev in Europe are proactive 
and innovative and truly understand the importance of 
partnership.

“WilsonHCG plays an integral part in recruiting  
the best and most diverse talent for AB InBev.  
Their knowledgeable, responsive, and committed 
teams all share a strong commitment to 
understand our unique needs and delivering 
a tailored, innovative approach to recruitment 
strategy for our company. Our recently renewed 
partnership demonstrates our strong belief in their 
ability to further transform our recruitment model 
and deliver on our shared targets.”
Talent Key Account Manager, AB InBev, Europe
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Overview

Mondelēz is an American multinational confectionery, food, 
and beverage company, which employs approximately 
79,000 individuals around the world.

Their colleagues around the world are key to the success of 
their business.

Their Values and Leadership Commitments of “Love our 
Consumers and Brands”, “Grow Every Day”, and “Do What’s 
Right”, shapes their culture - what they believe in, stand for, 
and what guides their actions and decisions. Their strategic 
plan is centred around three strategic priorities: 

•  Growth: accelerate consumer-centric growth 

•  Execution: drive operational excellence 

•  Culture: build a winning growth culture

About 

Georgie is the Talent Acquisition Lead for Mondelez 
International Norther Europe a business unit with 5000 
employees across UK, IE & Nordic Markets - Sweden Norway, 
Denmark, Finland.

She is responsible for managing a team of 28 who identify, 
recruit and onboard “white collar” hires across Northern 
Europe on behalf of Mondelez’s 5000 employees in the 
Northern European Region - they make approximately 
1200 hires per year. The team is also responsible for Early 
Careers, with 70+ early careers hires into Apprenticeships, 
Intern and Graduate roles annually.

The team includes TA Coordinators that are responsible for 
administrative support for the hiring process, offer creation 
and onboarding actions on behalf of our new hires.

Georgie also leads the team responsible for Brand 
awareness and promotion across the Northern European 
region. Mondelez has an aligned, robust, comprehensive 
employer brand strategy that supports our organisational 
purpose and local talent agenda. She is responsible for TA 
Strategy in the Northern European business, ensuring the 
TA function is aligned to the bespoke needs of the recruiting 
function.

Georgie is responsible for defining local change projects. 
She created 3 project pillars - DE&I, End User Experience 
& Employer Brand. The project teams create the change 
agendas and are sponsored by Georgie - she is responsible 
for local implementation of globally aligned strategy and 
improvement projects.

Recruitment Leader of the Year
Georgina (Georgie) O’Connor, Talent Acquisition Lead 
Mondelēz

Sponsored by



BACK TO CONTENTS

#FirmAwards2023  |  PAGE 83

Support • Connect •  Develop •  Inspire  

Headline sponsor

Achievements 

In the 12 months prior to her nomination, Georgie was 
responsible for: 

•  1117 hires

•  38% increase in BAU activity

•  75% roles filled in SLA

•  52 days TTH

•  TA Coordinator results

•  TAC Function spotlights

•  9,349 cases closed in Workday

•  160 cases closed in Service Now

•  Peer reviews SLA = 0.64 days

•  Right First Time average = 99.54%

•  Recognitions = 34

•  Increasing LinkedIn Followers by 14.4%

•   Increasing Instagram Followers by 20%

•  Average engagement 4.63% (target 3.5%)

•  Introducing 5 new DE&I partners 

•   An improvement in ranking from 155 to 115 via the Social 
Mobility Employer Foundation 

•  57% female hires 43% male hires 

•  Certification as Disability Confident status

She was also shortlisted for two Food & Drink Federation 
Awards for her Early Careers work. 

Some of the other achievements Georgie drove are: 

•   Building 109 pipelines, resulting in 550 candidates being 
introduced to the business via those pipelines - for which 
the team received two internal awards! 

•   23 x capability training courses delivered by the TA team 
with the brackets of Best Practice, Soft Skills and BAU.

•   The team received 66 “Bravos” (internal recognition) for 
outstanding/recognized work for the business. 

•   In the annual employee engagement survey, the Northern 
Europe TA engagement score was of 87 out of 100 against 
a company benchmark of 76 - an increase from 75 from 
the previous year! 

•   Introduced a mentor scheme via Psalt partnership 
where 30 external people from minority communities 
were connected to leaders/mentors from across the NE 
business.
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Overview

Reed Screening are the pre-employment vetting arm of 
the global recruitment enterprise, Reed. Founded in 2011, 
Reed Screening is now one of the UK’s largest screening 
businesses who, over the last 12 months we have completed 
almost one million screening checks.

Their best-in-class screening centre is based in central 
Manchester, where they have a screening department of 
over 170+ dedicated staff members. They are the UK’s only 
onshore screening provider to operate on a 24/7/365 basis. 
This means they typically work 16 hours more a day for their 
clients, allowing them to achieve market leading vetting 
times and assist clients/candidates at any time.

Strategy

UK hiring is the slowest amongst developed nations and the 
reality of the return of face to face onboarding checks faced 
by employers in a post pandemic labour market would have 
caused irreparable damage to UK employers.

Reed Screening realised very early that there was a need 
for true remote digital hiring for UK employers as vacancies 
have been at record levels, people no longer lived near 
where they work, there appeared to be a shortage of 
workers and the way people were interacting had changed.

Another reason causing slow, traditional onboarding was 
referencing. A Reed Screening survey of over 100,000 
references revealed that only 61% were ever returned and of 
those, 81% of references received contained dates only. This 
was further slowing down hiring and creating a barrier for 
people getting into work.

The existence of industry rules, red tape, and lack of 
standardisation was further limiting the ability to hire.

Supplier Innovation of the Year
Reed Screening

Sponsored by
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Development

Reed Screening set about designing a road map for true digital 
hiring that included policy and technology innovation across 
the hiring process such as right to work and referencing.

Reed Screening successfully lobbied Home Office to introduce 
digital right to work, appearing as the only employer in the 
official UK Home Office and UK GOV press releases alongside 
Ministers on the matter of digitising the hiring process. This 
was achieved through holding various Parliamentary briefings 
in which nearly 1,000 employers gave evidence to support 
digital changes. This collaborative work not only led to national 
policy change but also to the launch of AssuredID in August 
2022, which is market-leading digital candidate screening 
technology. Allowing employers to verify candidates’ identities 
and right to work digitally with confidence, minimise risk and 
streamline their processes, all in one go. Alongside submissions 
and requests from Home Office they were also asked to submit 
a paper on why right to work checks should not return to face 
to face, this had the desired effect as advertised dates for 
employers to return to face to face checks were retracted.

To resolve the issue of referencing, Reed Screening 
established a technical and policy framework for 
instantly verifying employment through secondary 
sources. Through the use of cutting-edge technology, 
clients can utilise Reed’s service matching employment 
records via government and financial data and have 
100% confidence in the results.

To resolve the challenge of industry red tape Reed 
Screening worked with the Disclosure & Barring Service, 
Skills for Care, the Better Hiring Institute, the Local 
Government Association and many others to create and 
launch industry hiring standards. These standards are free 
guides for employers on how to hire and at the same time 
allow for greater digitisation and innovation.
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Results

Reed’s digital identity solution AssuredID has enabled over 
46,000 candidates to register remotely since October 2022. 
This will save over 30,000 hours of time for candidates 
and clients every year with an average time to complete of 
under 3.5 mins compared to 5 days before the pandemic, 
speeding up the hiring process by almost a week at a critical 
time in the UK to fill high vacancy numbers.

Their innovative approach to referencing has seen 81.1% 
of candidates able to verify employment periods instantly 
through Open Banking or other government payroll records, 
dramatically improving the speed of the process without 
compromising the integrity of the checks being conducted. 
This results in more people being recruited more remotely in 
record time for clients.

Reed’s work with the Home Office and their digital solution 
directly avoided Home Office going back to face to face 
checks for all UK employers. This impact is evidenced 
through the official government press releases. Their 
referencing solution has moved them towards digitising the 
entire onboarding piece. 

Furthermore, this work culminated in Reed being  
invited to deliver a 10-point plan to make hiring faster 
to the Chancellor and various government Ministers. 
The 10-point plan outlines how to take UK hiring from 
the slowest in the developed world to one of the fastest 
processes globally. Reed now work closely with DSIT 
(formerly DCMS), including co-hosting a workshop on  
the future of digital employment, to realise this aim. 
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THE  
DESTINATION  
FOR TALENT(ED) 
PEOPLE

*Offer expires 30/11/2023

Save time and effort recruiting HR candidates by using 
the largest HR job board in the UK. Get a £50 DISCOUNT 
on any job listing when you quote code “FirmAwards23” .*

2.3M 
 

JOB ALERTS  
SENT MONTHLY

60% 
 

AUDIENCE MANAGER  
LEVEL OR ABOVE

25K 
 

JOB SEEKERS 
 VISITING MONTHLY

Visit: jobs.personneltoday.com, Email: recruitment.services@personneltoday.com

80% of users found HIGHER QUALITY  
HR candidates FASTER with PT Jobs  

than with generalist job boards.
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Overview

Mondelēz is an American multinational confectionery,  
food, and beverage company, which employs approximately 
79,000 individuals around the world.

Their colleagues around the world are key to the success  
of their business.

Their Values and Leadership Commitments of “Love our 
Consumers and Brands”, “Grow Every Day”, and “Do What’s 
Right”, shapes their culture - what they believe in, stand for, 
and what guides their actions and decisions. Their strategic 
plan is centred around three strategic priorities: 

• Growth: accelerate consumer-centric growth 

• Execution: drive operational excellence 

• Culture: build a winning growth culture

About the Team 

The team’s role is to identify, recruit and onboard  
“white collar” hires across Northern Europe on behalf of 
the 5000 employees in the Region. They are responsible 
for Brand awareness and promotion across the region and 
have an aligned, robust, comprehensive employer brand 
strategy that supports the organisational purpose and  
local talent agenda.

They directly source talent and have very limited agency use. 
The team performs against global KPI’s and performs audits 
and controls to ensure adherence to process control points. 

The Team are based principally Bournville, but also 
Uxbridge, Stockholm & Bucharest, and is structured is  
as follows;

28 headcount including: 1 TA Lead with Direct reports  
being 3 TA Advisor Team Leads, 1 TA Coordinator Lead,  
1 Early Careers Lead, 7 TA Coordinators (reporting to the 
TA Coordinator) 13 TA Advisors reporting to the TA Advisor 
Team Leads & Early Career TA Advisors reporting to the 
Early careers Lead.

Their TA Advisor team is subdivided into Specialisms to 
manage specific functions of the business. Their approach 
is to collaborate with their functions by creating an aligned 
(with the function’s buy-in) talent agenda to ensure they 
are performing TA in service of the hiring needs and also 
to bring external insights into the functions in order them to 
inform their people approach.

Large Recruitment Team of the Year
Mondelēz (Northern Europe Talent Acquisition Team) 

Sponsored by
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The team includes TA coordinators who are responsible for 
administrative support for the hiring process, offer creation 
and onboarding actions on behalf of new hires.

Regular connection is important for a positive team spirit 
and culture, so as well as monthly team meetings for all the 
team, there is a once per quarter in-person meeting. The 
team also holds various meetings 3 times a week allowing 
regular team connection. 

There has been investment in a capability programme to 
improve the whole team’s expertise and insights. These 
sessions were scheduled and planned through the year and 
delivered by team members to their colleagues.

Achievements 

The team had a phenomenal year in 2022 with sustained 
excellent BAU performance and with significant project 
successes despite a 38% increase in activity.

Time to hire - in each salary grade segment there was an 
improvement in TTH. 

Cost per hire decreased by 19.5% in 2022 from 2021 (from 
$636 to $512), with a 10% increase in non-headcount 
budget and a 38% increase in activity. 

•   The coordinator team delivered a 99.5% right-first-time 
average performance throughout the year

•   Early Careers hires increased from 63 to 73 with an 
increase in apprenticeships utilizing 96% of the UK 
apprenticeship levy.

Mondelēz has focused on DE&I, ensuring gender-balanced 
candidate slates and gender-balanced interviewer 
representation, which has resulted in 60% female hiring rate 

across the region (63% on external hires) and at Mid-Senior 
Manager grades their female hiring rate was 52%.

They worked with Psalt, to set up a mentoring scheme 
with business leaders mentoring individuals from under-
represented communities - 30 mentoring connections were 
established. 

They also signed up as a “Disability Confident” employer for 
the first time and partnered with Vercida, a DE&I focused job 
board.

The team also drove improvements to candidate experience 
-  they established a welcome gift pack and process, so each 
new hire now receives a welcome gift ahead of their start 
date. Thee was also investment in onboarding sessions, with 
new starter onboarding sessions established to support new 
hire orientation of the business, tools and to build cross-
functional connections from those outside the team.

There have also been achievements in EVP:  

•   LinkedIn increased followers by 13.7% in the last 12 months

•   Instagram, - increased followers by 57.4%  in the UK from 
1,129 to 1,777 in 12 months

•   LinkedIn and Instagram posts for the UK are also 
consistently between 3,8 - 5,3% on engagement rate.

•   Engagement has increased in every aspect, from overall 
LinkedIn engagement going from 4.3% to 4.4%, Instagram 
engagement from 3.4% to 3.6%, and the posts published 
to Facebook had an overall engagement score increasing 
from 0.1% to 5.8%.

Overall impressions on social posts have gone from 445,884 
to 468,479, likes and reactions from 9,439 to 12,372 and post 
shares from 264 to 354.

2021 2022

Junior (SLA 50 days) 54 days 46 days

Mid-senior (SLA 90 days) 67 days 62 days

Exec (SLA 120 days) 67 days 47 days
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Find better 
candidates,
faster.
With millions of  
monthly visitors, 
Adzuna's world-class 
matching technology 
will help you zero in 
on the right 
candidates for your 
roles.

Get in touch to see how we 
can help you with your 
volume hiring.

www.adzuna.co.uk/hire
fraser@adzuna.co.uk
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Overview

The DLG Talent Acquisition & Onboarding Team are 
champions of curiosity. Bringing together thought 
leadership and diverse thinking, they’ve developed a 
strategy packed full of innovation.

But it hasn’t always been that way. Held back by 
transactional processes that failed to deliver, they were 
relying on ‘post and pray’ advertising, and application 
numbers were exceptionally low. The careers website was 
almost 5 years old, selection processes and tools archaic, 
and the small number of candidates applying were not of 
the required calibre. 

Recruitment and onboarding within DLG is challenging, not 
only due to the volume (c3,000 annual hires), but also the 
complexity of demands across several different business units.

Strategy

The strategic challenges set were as follows: 

1.  implementation of the new team and transformation of the 
tools and processes which underpin the function

2. ensure a drive for scale, efficiency, and ROI (cost focused)

3. deliver operational excellence

4.  scope, shape and deliver an Acquisition, Onboarding and 
EVP strategy to significantly drive the DLG people strategy

At the point of the team’s creation (mid-2021) the mandate 
was very clear: design innovative acquisition approaches 
to attract talent & transform how they recruit, with a focus 
on building a creative, aspirational EVP that ensures DLG 
builds its reputation as an employer of choice and delivering 
a future proof workforce of diverse, skilled individuals who 
demonstrate the behaviours DLG live by. 

Fundamentally, they’ve approached every challenge with 
a fresh outlook and a passion for creativity and innovation. 
The agile approach to the development of DLG’s new 
employer brand offers a real opportunity to reach new 
talent who ordinarily would not have considered them as 
an employer. Inspired by these new ways of working, their 
recent social campaign outperformed any other content 
they have ever put out via LinkedIn and Facebook, driving 
a significant increase in applications as a result (3m+ 
impressions, 114% increase in applications).

From a brand-new Careers website that utilises a modern 
one stop technology platform to provide data driven 
intelligence and supercharge the candidate journey, to 
multi-agency partnerships that improve their capacity to 
hire inclusively, the team has developed strategies that put 
the candidate at the heart of everything they do. 

Development

As the appointed partner for developing the Direct Line 
Group EVP and employer brand, TMP assembled a team to 
create and deliver an authentic and aspirational employer 
brand. Through comprehensive research including competitor 
analysis, desk research, stakeholder interviews and focus 
groups to really get to the heart of their recruitment problems. 
The hypothetical EVP pillars were informed by the research 
then validated internally and externally. The creative team 
then worked to develop DLG’s EVP messaging and visual 
approach, and so the strapline was born: ‘Together we’re one 
of a kind’ - it’s not just about being part of something great. 
It’s about the unique perspective that each and every person 
brings to their team. The pillars and Employer Brand interact 
directly with the new Careers site, giving candidates a realistic 
insight into life at DLG. 

Recruitment Effectiveness Award
Direct Line Group (DLG)  supported by TMP Worldwide

Sponsored by
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The right tools can make all the difference and the team 
have harnessed technology to their advantage: 

Full team affiliation to the leading global membership 
organisation for TA professionals. Ensuring the team can 
‘bring the outside in’ and benchmark against industry 
standards.

New recruiting and language analytics tool. Partnering with 
Datapeople to provide an augmented writing tool for job 
descriptions and candidate communications. 

Inclusive Hiring Training Programme for all the TA team. 
Working with TheClearCompany, recognised industry 
experts in inclusive recruitment. The programme promotes 
diverse workforce recruitment, consistency, best practice 
and establishing the principles of competency-based 
interviewing for effective hiring.

Access to external market insight tool. Key and fundamental 
to the team becoming SMEs in the TA environment has been 
access to real-time market analytics, plugging into a market 
leading solution to provide comprehensive and accurate 
market data available. 

New routes to market. The team reviewed the market for 
new tools and channels to deliver effective and proactive 
TA solutions and talent pipelines to the business. This insight 
led to investment into several tools including (but not limited 
to) Hackajob, Cord, LinkedIn, Haystack, Indeed, Social Media, 
Networking events and programmatic advertising solutions.  

Results

The increased team capacity and new tools and 
technology have resulted in new talent pipelines (candidate 
applications) increasing by over 124%, with a 167% increase 
in candidate traffic to the careers website. 

The Careers Website Bounce Rate is down 75% whilst Dwell 
Time is up 50%.

The changes to streamline key elements of the recruitment 
process have ensured that the team were able to screen 
candidates more efficiently, resulting in their time to offer 
decreasing by 22%. 

DLG’s social media ‘WorkYourWay’ campaign resulted in 
the highest levels of engagement they have had via social, 
with c1,000 new followers as a result and a 114% increase in 
candidate applications.

One of the most important goals realised is the team’s 
ability to talent pool within critical/priority skill sets - they 
delivered more hires to their Pricing and Underwriting teams 
in the first quarter of 2022 than they did across the whole of 
2021, with over 700 Tech/Data candidates talent pooled - 
300% more than the required 2022 workforce plan.

Without all these improvements, the team would not be 
sitting in the enviable position of having filled the equivalent 
of 12 months hiring requirements in less than six months.

The team also saw a 9.6% increase (Brand Perception 
Survey) in candidates rating them Excellent/Good as an 
employer.

96.6% NPS increase (Candidate Experience Survey) in 
candidates promoting their employer brand - engagement. 

The commercial value to the organisation has been 
monumental, with the team on target to deliver an 89% 
reduction in agency use/spend - at an average fee of £30k, 
this would result in c£2m cost avoidance.
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Malicious youth steals 
homeowners’ breakfasts, 
destroys furniture and falls 
asleep on the premises…

Or

Once upon a time, there 
was a little girl called 
Goldilocks…

The power of every story is in the telling.
We’d love to help you tell your employer story. 
Just right.

Employer branding | Careers websites | Recruitment marketing

www.thatlittleagency.co.uk
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Recognising Excellence  
in Talent Acquisition

thefirm-network.com
info@thefirm-network.com

@TheFIRMrecruits

Linkedin

http://www.thefirm-network.com
mailto:info%40thefirm-network.com?subject=
https://twitter.com/TheFIRMrecruits
https://twitter.com/TheFIRMrecruits
https://www.linkedin.com/company/the-forum-for-inhouse-recruitment-managers-the-firm-/

