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#FIRMAwards

Emma Mirrington The FIRM Awards were established in 2013 to 
celebrate the very best of in-house recruitment 
excellence, innovation and best practice. They 
act as an inspiration to fellow members of The 
FIRM, setting the standard for in-house recruiters 
and provide an opportunity for our members to 
recognise the achievements of their peers.

Our judges are all senior resourcing professionals 
themselves with track records of success within 
our industry so are well positioned to assess the 
very best in Talent Acquisition.

This booklet has come about due to the sheer 
number of requests we get from members 
wanting to understand what great looks like so we 
have put together this showcase of best practice 
to act as case studies and inspiration to others.

Year on year we have seen an increase in 
sophistication and innovation from our members 
in the way in which they attract, source, engage 
and hire potential talent. 

As always, we have been thrilled with the calibre 
of the entries this year and the creativity, hard 
work and sheer genius that sits behind them. We 
hope you enjoy our winner’s booklet and look 
forward to your entry into the awards next year!

Introduction

Thursday 15th March 2018

WAS HELD AT
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The SponsorsThe Judges

Peter 
Hetherington

Recruitment Director, 
Capita Asset Services

Emma Fulton
Head of Planning,  
The British Army

David Mason
Director of Talent 
Acquisition and 

Management, Contal

Jennifer Candee
Global Head of Talent 
Acquisition, Mondelez

Rachel Dalboth
Head of Resourcing,  

Unilever

Sam Ramsay
Head of Resourcing,  

Balfour Beatty

Matthew Jeffery
VP Global Head of 

Employer Brand and 
Sourcing, SAP

Louise Bryan
Head of Talent,  

Lloyds Banking Group

Ryan Barnett
Director, Global Talent 
Acquisition, Expedia

Paul Maxin
Founding Director,  

Max Intalent Ltd
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Winners in full

Best Careers Website*

Warburtons 
Supported by Basis Media

Sponsored by 

Best Social Recruiting Strategy*

The John Lewis Partnership 
Supported by Enhance Media

Sponsored by 

Best Employee Referral Programme*

Assurant 
Supported by Creed Communications

Sponsored by 

Best Development of an Employer Brand*

Kerry Foods 
Supported by SMRS

Highly commended  
Hastings Direct & Sky Betting and Gaming

Sponsored by 

Best Emerging Talent Programme*

BT 
Supported by Sonru

Highly commended SAP

Sponsored by 

Best On-Boarding Experience*

Suez Recycling and Recovery 
UK LTD 
Supported by 3D Marcomms

Sponsored by 

Innovation of the Year*

Sky Betting & Gaming 
Supported by Chatter

Sponsored by 

Best Diversity & Inclusion  
Recruitment Strategy

Civil Service Fast Stream 
and Early Talent

Sponsored by 

Best Candidate Experience

Barclays 
Supported by Capp

Sponsored by 

Outstanding Impact  
Transformation & Change

Balfour Beatty
Highly commended National Grid

Sponsored by 

Best Supplier Partnership

TMP Worldwide 
Supported by The AA

Sponsored by 

Best Use of Mobile

Rolls-Royce 
Supported by Cut-e

Sponsored by 

Recruitment Team of the Year* 

Transport for London

Sponsored by 

Recruitment Leader of the Year*

Rebecca Foden  
(Transport for London)

Sponsored by 

In-House Recruiter of the Year*

Charlotte Lamping  
(Transport for London)
Highly commended  
Danny McKillop National Grid

Sponsored by 

Here are all the winners and those who were highly commended in the 2018 awards. Read full case studies 
on all the winners marked with an * throughout this brochure.
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Best Careers Website

Warburtons 
Supported by Basis Media

and rise to become Britain’s favourite bakers and the part each and 
every one of the team has to play in this phenomenal success.

Fun is a key component in the marketing brand as well as working 
for Warburtons - so wherever possible the tone was light, warm, 
quirky and quintessentially on-brand.

RESULTS

Within a week it was apparent that with very little external ‘push,’ 
the new site had significantly increased numbers of visitors and 
successful applications. The entire site is tracked through Google 
Analytics and it was quite easy to see the increase in traffic 
increasing exponentially though the following weeks.

Your career website is the modern ‘shop window’. It platforms 
your EVP, your Employer Brand, it’s the first step in your 
attraction policy and your visible signature to your candidates. 
Success can not only be measured in numbers but also 
‘bounce rate’: The ability your site has to hold visitors. 
Warburtons now have tremendous stickability! The 
careers website has been recognised by the business 
as a significant asset in the Company marketing and 
understanding of just what a tasty business can offer.

 
WHAT THE JUDGES SAID

“Fun and brings the brand to life, mobile site 
functionality is good”

OVERVIEW

There are high expectations when creating a career website for a 
company many would consider a national treasure. 

So when it came time to overhaul the Warburtons career website, 
it was decided that a new story needed to be told. One that goes 
beyond some of the Country’s best loved bakery products and tells 
the story of the people who are responsible for delivering it all. The 
team of bakers, engineers, specialists and support teams from all 
sectors that go into making the perfect loaf.

STRATEGY

This was an exercise in both style AND substance. A high 
content rich and informative site that demonstrated huge role 
diversity, oozing with beautiful bespoke photography that, in its 
composition would also tell a very visual story.

The shoot was longer than many similar projects, simply because 
so much time and care was taken over the lighting, composition 
and positioning of each shot. The result was a huge portfolio of 
assets for the new site that compliments the rich, welcoming 
colour tones and character of the copy.

The main ‘hero’ image - a candidate call to action, was developed 
alongside the key opening headline “Rise and Shine”. Getting 
this time lapse shot posed a huge challenge, as the shoot would 
have to take place within the oven where a conventional camera 

would run the risk of melting! So, in consultation with the team at 
Warburtons, a special viewing window along with heat resistant 
equipment was used. Typically it would take 40 minutes for the 
bread to rise fully. The stop motion video compresses this time to 
5 seconds.

With lots of lead banners, family messages throughout and proud 
facts, it retains the warmth and friendliness of the brand that we 
set out to capture.

To reduce bounce there is also gamification on the site; ‘catch 
the toast!’ This reduces bounce, has viral qualities and adds to the 
charm of the Warburtons career experience.

DEVELOPMENT

The asset shoot took a total of 10 days across multiple sites. This 
is quite unusual, but to create a site that would project as much 
warmth and ‘feel good’ as Warburtons products do; a true feeling 
of ‘family,’ we knew care needed to be taken over the quality of 
work, ensuring the right settings and making the team feel as 
comfortable and as natural as possible.

That ‘care’ comes across in the portfolio of work. People who love 
what they do, what they create, a business they love working for.

Both the copywriting teams, development, design and brand 
strategy worked overtime to get the balance right. A candidate 
experience that would tell the true story of Warburtons, their history 

Sponsored by
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Best Social Recruiting Strategy

John Lewis Partnership 
Supported by Enhance

themes to support the challenging areas 
of recruitment - across Facebook, Twitter 
and LinkedIn. 

These plans were originally developed by 
our agency partner, whilst the team was 
upskilled and new resource was obtained 
to bring this expertise in-house to reduce 
cost and improve quality of content. One full-time employee 
(Partner) manages the strategy, content production and the 
scheduling and engaging with the community. We hold frequent 
content production workshops, social media copywriting and 
LinkedIn upskilling sessions to ensure that we are focusing on the 
issues that affect the business most appropriately. 

Our plans for 2018 include upskilling our Resourcing team to 
ensure that our Social Media has more of a strategic focus moving 
forwards. We have also verified our pages over the coming 
months to ensure optimum security and to reassure prospective 
candidates. We have also developed standards for engaging with 
the community, including target response times and an escalation 
plan with prepared responses.

RESULTS

During 2017 our Facebook followers increased from 945 to over 
20,500 YoY (+2,069%) - rising to over 28,000 by May 2018. This 
has increased applicant quality (based on feedback from hiring 
managers about a stronger calibre of candidate) and reduced 
time to hire by creating an available talent pool educated to our 
employer brand - across a number of industries including drivers 
and warehouse partners. Channel adverts have been seen over 1.5 
million times, further increasing brand awareness. 

Targeted Facebook adverts have been used for specific roles, 
ensuring they are filled quickly, with highly relevant applicants. 
Examples include driving over 2,000 applicants to support our new 
John Lewis Oxford branch openings, and delivering 485 candidates 
for a Supermarket Assistant campaign in York. The latter vacancy 
had been historically hard-to-fill but Facebook Adverts delivered 
the highest calibre candidates we have ever received - with hiring 
managers offering to a higher percentage of candidates than in 2016. 

Throughout the campaign in 2017 our organic content reach grew 
from approximately 3,800 impressions per day (in April) to over 
10,000 impressions per day (in October). 

On Twitter, followers increased from 346 to 2,285 (+560%), with 
impressions more than doubling to 117k per month and mentions 
increasing 371% over the time period. LinkedIn Followers have 
increased from 221k to 242k (+9.5%) with engagement up 11% 
over the same time period. 

Overall JLPJobs.com (our recruitment website), has seen an 85% 
increase in traffic from Social Media over the past 12 months, 
achieving our goals of increased traffic and improving our 
candidate experience on these channels. Our visits to the ATS 
from Social Media increased by 122%, showing a more engaged, 
higher quality audience compared to existing website traffic. 
This demonstrates an improvement in application quality, and a 
reduction in dropouts. We therefore believe we have exceeded our 
goals, demonstrating a brilliantly executed social strategy by JLP 
and our agency partner. 

In addition we have seen a reduction in recruitment costs during 
2017 without this being a specific objective - with the team being 
able to use LinkedIn to directly source candidates. Our aim for 2018 
is to continue to reduce reactive attraction costs by up to 10%.

WHAT THE JUDGES SAID

“Great use of social media to feed into the 
careers website linked to culture “partner” and 
brand. Using real life stories. Evidence of using 
analytics to drive decisions.”

OVERVIEW

The John Lewis Partnership is a visionary and successful way of 
doing business, boldly putting the happiness of Partners at the 
centre of everything it does. Each year we recruit over 30,000 
Partners across the UK. We chose Social Media to positively 
develop our Employer Brand during 2017/18 as we were seeing 
significant competition for specialist roles. 

Our primary goals were to improve our candidate experience and 
to improve applicant quality whilst telling stories about what it is 
like to work for our business. Our Social Media channels formed 
part of our strategic focus, whilst allowing us to develop and 
nurture relationships with our brand and marketing teams.

STRATEGY

We conducted research on our careers website, asking prospective 
candidates about their job seeking Social Media preferences. We 
had almost 10,000 responses overall. Facebook was the channel 
where respondents were most interested in seeing careers related 
information (59%). We also investigated what our competitors were 
doing in this space to ensure our approach was appropriate. Our 

first Recruitment social media accounts (on Facebook/Twitter) were 
launched in August 2016. This began with developing candidates’ 
understanding of what makes the John Lewis Partnership so 
unique. We were able to build on the success of our corporate 
social media marketing channels, as well as increasing stakeholder 
satisfaction of Resourcing. 

As we gained experience in using social media we moved away 
from the more traditional direct approach to targeting active 
jobseekers. We recognised we had varied roles across our brands 
and Head Office areas and, whilst being well known as a retailer, 
some areas of the business were less visible. This has resulted in us 
showcasing areas such as IT, showing how we are a thought leader 
providing innovative and stretching challenges for IT professionals. 
This enabled us to support the Partnership Business Strategy of 
recruiting a diverse workforce. 

By making use of a variety of channels to share content about the 
John Lewis Partnership we are able to reach a diverse range of 
potential candidates. On Facebook, users are predominantly in the 
25 to 34 age group, whilst on Twitter more users are in the 18 to 24 
age group (Statista). 

Our objectives were to produce engaging content and share a 
genuine portrayal of life as a Partner. Another key objective was to 
improve the number of relevant applications, by using scientifically 
targeted advertising to reach candidates that were interested in 
working for JLP. Our criteria for success of this approach would be 
an improvement in the number of candidates applying for our 
roles through Social Media.

DEVELOPMENT

Our use of Social Media relates to every part of the attraction, 
application and candidate experience processes through 
publishing relevant, engaging content that directs candidates to 
explore the Partnership on our careers website. Great candidate 
experience matches our brand ethos and what you’d expect to 
receive in our shops in the form of great service. We use analytics 
and insight to inform upcoming plans and activity. 

We implemented the strategy by delivering an annual, quarterly, 
and monthly content plan - producing content focused around 

Sponsored by
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Best Employee  
Referral Programme 

Assurant 
Supported by Creed Communications

Critically, technology wise, it was launched onto a new social 
referral platform which enabled the sharing of vacancies via either 
desktop and/or an iPhone/Android app across employees own 
social networks. These vacancies were seamlessly pulled through in 
almost real time from Assurant’s ATS.

Furthermore, the progress of referrals were automatically tracked 
within the ATS and users given points for sharing, referring, 
interview attendance and hire, which were turned into micro 
rewards e.g. vouchers in the canteen or Amazon/iTunes vouchers 
amongst dozens of others. This being in addition to the standard 
£500 and £1,000 referral fee, depending on area of the business 
being recruited into. 

Finally, a monthly monster prize draw was established that gives 
employees the chance to win a fantastic seasonal prize each 
month worth up to £1,000.

RESULTS

Within the first four months of relaunch going live, of the 1,300 
users who could register, over 800 had. We’d also seen significantly 
increased participation across Head Office and Europe (areas we’d 
historically found more difficult). 

During this period, vacancies, Assurant blog content and social 
media content that was pulled through onto the platform had 
been shared over 1,300 times. This was really key to the client, who 
had in the past, not always enjoyed much engagement from their 
employees across social channels 

Most critically within these four months, Assurant received 91 
referrals through the new launch which resulted in 30 interviews 
and 26 hires.

WHAT THE JUDGES SAID

“Very good referral hire rate. Clear there has 
been some great internal engagement”

OVERVIEW

ERP has traditionally been Assurant’s most successful direct 
resourcing platform, bringing 30 - 40% of their annual hires. 

In late 2016 referral numbers were decreasing, so we set about 
understanding why and creating a new message and hook.

The brief was to think big, think Europe, improve on the 30%-40% 
hires, increase participation, create something highly engaging/
fun and social to make referring easy.

Finally, there needed to be a plan in place to market the ERP all 
year and not just for a one off launch.

STRATEGY 

In addition to the brief from Assurant, we also listened to feedback 
from employees. This was to ensure whatever we delivered, 

demonstrated that 
we’d listened and 
responded. As part of 
this we questioned 
the rewards, referral 
mechanism and 

creative being used. 

All the findings 
contributed to the creative 

brief. This brief was primarily 
focused on motivating 

employees to actively 
search out talent to 

join the business. In addition, and almost equally important, was 
the need to portray the great new rewards and incentives now 
on offer and to create a memorable launch day across the UK and 
five European sites. The strategy also involved increasing internal 
engagement and awareness of vacancies available to current 
employees.

What made the project even more exciting was that we were also 
given the scope to bend the brand rules to further our creative 
thinking and innovation. 

Finally, the concept had to be able to evolve over at least a 
24-month period, whilst standing out from all other internal 
comms – using as many available internal channels as possible, 
more frequently.

DEVELOPMENT

After a range of concepts were produced that met the brief, the 
concept of ‘Talent Spotters’ was selected which involved the 
creation of five custom made 3D animated monsters set into 
various poses. The monsters neatly promote ‘Monster Rewards’ and 
their large eyes (which in many cases moved) represented spotting 
talent – not just referring friends and family.

Over 100 different pieces of artwork were produced across 10,000 
pieces of (translated) physical collateral were distributed to 
everyone in the business. This all tied in with an initial launch day 
at the Assurant European head office in Crewe, and across the five 
European sites, which featured a giant bespoke monster costume 
worn by a member of the resourcing team, a geo targeted 
snapchat filter and over ten acts hired including caricaturists, 
magicians, make-up artists amongst many others.  

Sponsored by



1514

#FIRMAwards

Best Development of  
an Employer Brand  

Kerry Foods 
Supported by SMRS

We also turned some big characters into little heroes. Personal 
stories can play a huge part in an employer brand’s success, and 
there were plenty of great ones to tell within Kerry Foods. We 
sought out the best and, using a 3D scanner, turned the stars into 
little models. We then put them into photographs that showed 
where they made their impact. 

The resulting stories gave us a suite of audience-specific messages 
to sit alongside the wider metaphorical scenarios. 

And once all the creative work was finished and approved, we 
turned it all into a full brand guideline, and a toolkit with ready to 
use assets and templates.

RESULTS

Creating an employer brand that captured Kerry Foods’ distinct 
character and unique values wasn’t easy. But the employer brand 
managed it – showing the world what Kerry Foods is all about, and 
why they’re an amazing place to work.

And we’ve ticked some significant boxes. We’ve showed diversity; 
particularly through the testimonial ads and the website. We’ve 
brought Kerry Foods’ people to the forefront for the first time. 
We’ve showcased Kerry Foods’ love of food. And we’ve equipped 
the business for the future, where insourcing their talent resourcing 
could save Kerry Foods as much as £2m. And with the employer 
brand guidelines and toolkit in place, they’re ready to do this.

Although the employer brand is very much in its infancy, we’ve still 
managed to get see some fantastic results. The brand has already 
contributed to a rise in employee engagement, to as high as 80% 
in some sites.

And we’ve given them a real online presence. The centrepiece 
of the employer brand is a brand-new careers site, bursting with 
character, values and food. In just its first month, it delivered over 
5,500 unique page views, for the graduate section alone, with a 
whopping 5m 45s average page visit time, suggesting that people 
are really engaging with our content. And 929 apply clicks to the 
ATS, and 200 views of the onsite videos.

WHAT THE JUDGES SAID

“Great development of an EVP to an Employer 
Brand. Creative and fun and gives a real sense 
of the organisation. Liked how much the 
business were involved, all the way down to 
the 3D people.”

“Excellent demonstration of research and 
partnering with the business to define EVP.”

OVERVIEW

Despite Kerry Foods being a world leader in the global food 
industry, they were also possibly “the best and biggest business no 
one’s heard of” – so we needed to give them a voice.

We needed to develop an employer brand that spoke to 6,500 
people across GB and Ireland, in two headquarters and 16 
manufacturing sites that further connected their people with the 
values, and introduced them to the wider world. One that showed 
the diversity of their personalities and people, and show they’re 
a business that loves food. We also needed to help them save 
money, by enabling them to move towards direct sourcing.

STRATEGY

Firstly, we wanted to find out what their values meant to people, 
and how they came to life, right across the business. So, to create 
something that worked for everyone, we got everyone involved. 
The senior leadership team were interviewed, profiled and regularly 
updated. Also, our research spanned offices and manufacturing 
sites right across UK and Ireland, with focus groups and surveys. 

We also attended their annual away day, and set their HR team the 
challenge of scripting and shooting short films about the values, 
using vegetables with stick on eyes. It wasn’t just for fun: the films 
left us in no doubt that the values are a huge part Kerry Foods.

Rather wonderfully, the key themes from our research aligned 
perfectly with the Kerry Foods values – adding meaning, clarity 
and depth to how each value shapes and influences the working 
experience. 

These values gave us our employer brand attributes – the pillars 
upon which the whole employer brand would be built. On top 
of them, we created the employer proposition – the ‘in a nutshell’ 
explanation of who Kerry Foods is and why they’re a great place to 
work and grow.

During the research, it’d become clear that the values, combined 
with the people who live by them every day, give Kerry Foods 
a unique character. The result is a business that is, in every way, 
Altogether Individual. So that’s what our big idea was.

DEVELOPMENT

To bring the employer brand to life, we developed a set of 
scenarios based on the values. The metaphors, made of food and 
tiny people, showed what it’s like to work in a business that is 
Courageous, Forward Looking, Open Minded, Better Together, and 
has Ownership – their five values.

Our characters did everything from working together and leaping 
off dizzyingly high diving boards (into milk) to climbing (tomato 
plant) trees and white-water rafting (down a ham mountainside).

Sponsored by
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Best Emerging Talent Programme

BT 
Supported by Sonru

• We sent collateral to schools and events
• We attended Careers fairs across the country
• We engaged in online forums and social media and were on 

hand to answer any questions or queries
• We had profiles on supplier websites – job postings, background 

takeovers, featured jobs, blogs
• We encouraged females and applicants from diverse range of 

backgrounds and cultures into STEM roles

RESULTS

We have provided a fair, consistent recruitment process to ensure 
all candidates have equal opportunity. For example, there is no 
longer a CV submission thus removing bias. However, not only did 
this rejuvenated selection process ensure that all candidates were 
given equal opportunity, the results showed a definite spike in the 
quality of the recruitment process.

Success rates 
at the final 

Assessment 
Centre in 2016 
(before Video 
Interviewing):

Success rates 
at the final 

Assessment 
Centre in 2017  

(with Video 
Interviewing/

SST):

Apprentice 57% 71%

Openreach Engineers 46% 61%

We’re driving change and innovation in selection with this 
audience.

• Strengths-based selection approach – it’s about who the 
individual is and what they are energetic about, not about 
background, experience or education.

• Video Interviewing is so new for this audience at this scale but 
their feedback has shown they are more than capable of rising 
to the challenge.

Having surveyed over 600 BT apprentices/open reach applicants 
on their experience of the video interview, some interesting 
findings emerged:

• Our education campaign appears to have worked as 96% of 
respondents said they felt sufficiently information about what 
was required to complete the video interview. 

• 89% satisfaction with the candidate experience – only 2% 
dissatisfaction which is half the Sonru system average

• 97% completed their video interview from home and over 1/3 
on a mobile device

• 94% said they would complete a video interview in the future

What is really interesting about these findings is they reflect the 
ethos of our programme – willingness to learn and adapt. With 
less awareness and exposure to video interviews compared to the 
general population (Sonru have surveyed over 100k candidates 
from across the world in every role and level or responsibility), the 
BT apprentices rose to the challenge and excelled.  

WHAT THE CANDIDATES SAID

“I didn’t know this kind of interview existed, 
but I know now why BT is known as the best 
broadband company.”

“Fantastic experience, just like a real interview 
but from the comfort of your own home.” 

“The online application gave me lots of 
information on how to set up and get started.”

 
WHAT THE JUDGES SAID

“Clear ROI and long term strategy for 
apprentices not just as a result of the levy.  
Quality as well as quantity.”

“A clear strategy with some excellent results. Also 
liked the more digitally focused solution”

OVERVIEW

BT have been offering apprentice programmes for over 50 years. 
Our apprentice programme grows every year. In 2017 we recruited 
2,274 apprentices and we increased this to just under 3,700 for 
2018.

We offer a wide range of apprenticeship throughout the UK in 
England, Scotland, Northern Ireland and Wales.   

Our biggest challenge was the volume of applicants. We received 
approximately 60,000 applications in 2017 - 30,000 of which were 
for our Trainee Engineering apprenticeship with Openreach. 

In order to give every applicant and fair and equal chance of 
success, we had to reinvent the selection process to accommodate 
such quantities.

STRATEGY

The sheer volume of applicants meant we had to reinvent our 
selection process to ensure that every applicant was met with the 
exact same process and experience, namely the same application 
form, qualifying questions, Situation Strengths Test and the same 
Video Interview.

The criteria for progression were firmly set at the onset so there 
was no room for bias, unconscious or otherwise, with only those 
meeting the criteria moving to the next stage of the recruitment 
process.

The Talent Entry Recruitment, Apprentices team oversaw this 
project. The team comprised of Nicola Complin Talent Acquisition 
Manager, 6 recruiters and 9 administrators along with the support 
of Rae Ranasinghe, Head of Talent Entry Recruitment at BT.

In terms of challenges specific to the revised recruitment process, 
video interviewing was a new concept for Apprentices so we 
needed to educate candidates with videos and hints and tips for 
example:

• Mentioned that video interviewing was a part of the process 
from our very engagement with applicants so they didn’t receive 
any ‘unexpected’ emails

• Provided links to tips and tutorials for more information
• Uploaded real-life videos from other apprentices onto our 

careers site - our aim was to have apprentices advising 
apprentices 

• Reiterated how candidates could make any number of practice 
interviews before completing the interview proper

• We also talked about using any device – we predicted that this 
audience would be more mobile and be used to recording 
videos through their mobile device

DEVELOPMENT

We redesigned our website which gave visitors a more in-depth 
understanding and feel for the range of our Apprenticeship 
programmes. We included more video content and provided links 
to our presence on the various social media networks.

Sponsored by
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Best On-Boarding Experience 

Suez Recycling and Recovery UK LTD 
Supported by 3D Marcomms

RESULTS

The past twelve months have seen a sea change in our on-
boarding process. An arduous process for all parties that saw 
people regularly dropping out of the recruitment process, has 
been replaced by a people-focused approach that is centred 
around delivering a best in class candidate experience.

We have some impressive numbers to share, but the most 
impressive aspect is that since the launch of the new process we 
have had zero candidates drop out of the recruitment process. 
What’s more our two week on-boarding surveys have revealed that 
over 95% of new starters believed they were well prepared for their 
first day. This is a significant increase on the 55% who felt prepared 
before the new process was put in place.

In the past 12 months we have seen:

• 392 new starters through the process
• 673 messages sent between hiring managers and new starters
• 392 buddies allocated

• 100% of new starters receiving a tailored induction programmes 
created

• 100% of new starters completing the on-boarding process

With regards to the on-boarding portal we have seen

• An average of 6.7 visits per new starter
• An average total of 42 minutes spent on the site per new starter
• The welcome film watched 427 times
• 617 downloads of employer handbook, benefits booklet and 

internal magazine

The anecdotal feedback we have had from the new starters is 
hugely encouraging. The on-boarding portal, the continuous 
interaction with their manager and ‘buddy’ and the clarity of 
information were all very popular.

What we have also noticed is a significant reduction in the number 
of telephone calls that we have received from new starters 
regarding the joining process. This is because the on-boarding 
process has moved away from the resourcing team and towards 

the hiring manager who are using the resources 
that we have given them to build meaningful and 
productive relationships with the new starters even 
before they walk through the door of SUEZ for their 
first day. 

WHAT THE JUDGES SAID

“A simple approach but an effective 
one! Some good use of automation and 
excellent results.” 

“Impressive turnaround of candidate 
feedback from the onboarding 
experience.  Induction planner portal 
innovative.”

OVERVIEW

Part of the global SUEZ group, SUEZ Recycling and Recovery UK 
employs over 5,000 people across a variety of sectors and skillsets, 
from manual handling roles and HGV drivers to industry specialists 
and central functions, with a geographically dispersed workforce.

It was an ugly truth to face, but in 2015 almost 45% of our new 
starters told us that didn’t feel prepared for their first day at SUEZ. 
It was clearly a poor candidate experience that lead to people 
dropping out of the recruitment process, and those that did go on to 
join us were left feeling un-welcomed and, as a result, initially would 
have been unproductive. What followed was an end-to-end review 
of our on-boarding process. What we found was a process that was 
poorly defined, what we were asking from new starters was far from 
clear and our hiring managers felt poorly informed and supported.

STRATEGY

In 2016 we worked with a group of new starters, hiring managers, 
resourcing professionals and 3D MarComms to design a process, 
both online and offline, which would ensure that our new starters 
would feel part of the SUEZ family even before they walked 
through our doors. And a rich candidate experience that would 
reach beyond the on-boarding process to include their first day 
experience and induction programme. 

 

DEVELOPMENT

What we launched included:

• Hiring manager portal. Supporting the hiring manager 
through the recruitment, offer, on-boarding and induction 
processes.

• On-boarding portal. Offering the new starter the ability to 
complete essential documentation online, be prepared for 
their first day, review their induction process and facilitate 
kicking off a relationship directly with their new manager.

• ‘Buddy’ programme. The hiring manager can allocate a 
‘buddy’ to the new starter who also has access to the portal 
and can support them through the on-boarding process. 

• Notifications to the hiring manager. Auto-prompts to the 
hiring manager to ensure that the on-boarding process 
remains on track.

• Automatic notifications to the new starter. Gentle prompts 
are sent to the new starter to ensure that they are carrying 
out the tasks that we need them to.

• Automatic updates to human resources, facilities, equipment 
teams and IT. The system is set up to notify the relevant 
departments to ensure that the correct uniform, technology 
and systems are available to the new starter on their first day.

• Induction planner. This part we feel is particularly innovative. 
Through their portal the hiring manager can create a 
bespoke, one-month induction plan that will meet the 
specific needs of the new starter. This is a mixture of 
mandatory tasks (without which the planner cannot be 
submitted) and other optional tasks. There is also the 
opportunity to create brand new tasks that are specific to the 
new starter, their role and their department. 

• ‘What a great first day looks like’ workshop. A training 
session for our hiring managers that will help them shape 
the new starter’s first day, to make a great first impression 
and continue the great work that they did during the on-
boarding process. 

• On-boarding survey. After two weeks and then again at six 
months, we survey each new starter about the process they 
have just been through, how they are feeling right now and 
would they recommend us as an employer.

Sponsored by
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Innovation of the Year 

Sky Betting & Gaming 
Supported by Chatter

RESULTS

Excuse the pun, but the results speak for themselves. Since mid- 
December 2016, Ask Jeff has had over 300 efficiency-boosting 
conversations with people asking real questions about working at 
SBG. For example, Ask Jeff was able to instantly help somebody in 
Mexico with a genuine enquiry in the early hours of the morning 
(GMT) whilst the recruitment team were fast asleep. 

Ask Jeff also gives us a rewarding insight into the candidate base, 
too. Because we can monitor conversations, we’re able to pinpoint 
areas of strength and weakness across the entire experience which 
helps us to evolve and improve Ask Jeff (and the wider candidate 
journey) in real-time. 

And it doesn’t stop there. We’re now exploring how we can roll 
more chatbots out across SBG, such as an HR bot that can help 
employees submit holiday requests, book meeting rooms and 
more, and a bot that can enhance their ongoing diversity and 
inclusion initiative, by giving women easy access to vital info on 
flexible working and maternity policies. 

Watch this space.

WHAT THE JUDGES SAID

“The judges loved the innovative and fun use of 
a chatbot to help candidates navigate their way 
through the Sky Betting & Gaming recruitment 
process that really brought the EVP to life”

OVERVIEW

Sky Betting & Gaming have grown from a five person startup to a 
1,500 employee, four location, international business where 50% 
of their employees have been with them for less than 18 months. 
They have brilliant engagement levels (Sunday Times Top 100 
employer for three years running) and loads of great stuff going on. 

Their average number of hires per year is 400 mainly in the tech 
sector for their Leeds and Sheffield offices. The recruitment team 
do a great job of engaging with these hard to find candidates but 
they can’t be available 24/7 and that’s where the idea for a ChatBot 
came in.

STRATEGY

It’s official: Chatbots are the new black. From mobile banking to 
booking flights, they’re helping customers and consumers alike 
access the information they need, fast. 

But rewind back to September 2016 – businesses were only just 
discovering their potential when we spotted a huge gap in the 
market: there was nowhere for candidates to get instant 24/7 
replies to their questions. 

It was a gap that only a recruitment chatbot could fill. And we had 
the perfect client partner in mind... 

Sky Betting & Gaming think big and act bold. They’re genuine 
game changers with a huge commitment to customer 
experiences, and wanted to position themselves as an employer 
of choice to the best tech talent. So, we worked together to build 
Ask Jeff, a true industry first that was as innovative as their business 
strategy 

DEVELOPMENT

Built on Facebook Messenger, Ask Jeff uses artificial intelligence 
and natural language processing to offer candidates a responsive 
and interactive recruitment experience from the moment they 
make initial contact, right through to their first day. And while 
it’s an innovative use of cutting edge technology, the underlying 
premise is simple: 

Ask Jeff poses and responds to questions on anything from the 
company’s culture, business locations and benefits, right through 
to an applicant’s status. 

As for personality, Sky Sport’s Jeff Stelling was the only man for the 
job. We worked hard to develop a visual style and tone of voice that 
captured his cheeky northern character. It meant Ask Jeff had the 
empathy to talk to unsuccessful candidates, the energy to share in 
successful candidates’ happiness, and the ability to tell a joke, sing a 
song, or even just recommend the best spot for a bacon butty. 

But it wasn’t straightforward. After initial development and live 
testing with SBG’s grads, we discovered that a blended approach 
(natural language processing and specific clickable responses) 
worked best. This is why Ask Jeff really stands out: lots of other 
chatbots are purely button-led which severely restricts their 
personality. 

Sponsored by
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Recruitment Team of the Year   
Recruitment Leader of the Year   
In-House Recruiter of the Year 

Transport for London
Recruitment Leader of the Year - Rebecca Foden
In-House Recruiter of the Year  - Charlotte Lamping

• Targeted social media posts 
• Multi-channel advertising campaign 
• Partnering with the Women’s Network Group to widen our reach

Our early careers team achieved great success this year with Moving 
Forward to improve social mobility across London targeting over 
140 schools in the most disadvantaged areas. We’ve prioritised our 
schools effort to allow us to provide opportunities for those young 
people that have not been afforded the best start in life. We’ve since 
evolved this programme to be more inclusive to schools across 
London and we’ve recently taken a recruitment pop up to a London 
prison seeking extremely positive results for apprentice hiring. 

We’ve mobilised our efforts on recruitment marketing too; four 
animation videos were developed in tandem to help drive 
employability skills around the STAR technique, assessment centres 
and combining the pan-TfL strengths and situational judgement 
tests to boost confidence for young people. 

Exciting projects such as Move Millions and Project 2030 have 
proven that our innovative campaigns to attract finance and 
technology professionals are providing us with great talent. 
Our new microsites have engaging new video content and 
complimentary social media campaigns across all platforms 
to engage with diversity has not only improved internal 

engagement but a strong pipeline of diverse candidates right up 
to leadership level.

RESULTS

The recruitment team directly impacts London and we’re 
committed to building a diverse workforce that keeps London 
moving every day. 

Our recruitment team has not only transformed over the past 3 
years; we are busy transforming our business and seeing some very 
exciting results. 

Many of our initiatives have exceeded ours and our business’s 
expectations, particularly on diversity. Where we’re starting to 
move the dial collectively as one aligned recruitment team focused 
on recruitment performance and productivity. 

We’ve encouraged our team to develop new ideas and put fresh 
approaches into practice, hand in hand our recruiters are seizing 
these opportunities with breakthrough results. 

With over 5,000 hires last year we’re focused on providing even 
greater value for money directly sourcing over 98% of our total hires.  

OVERVIEW

TfL’s aim is to make London a fairer, more equal and accessible city. 
We are committed to building a diverse workforce that reflects 
the city that we serve – at every level in the organisation. Our 
Recruitment team takes a united approach to this shared vision 
working together delivering over 5,000 hires per annum towards 
our common goal to ensure that TfL has the talent that it needs to 
keep London moving, working and growing. 

Often without budget, the recruitment team rallied together 
in 2017 to challenge the ‘status quo’ across all business areas 
going  beyond simple service delivery to include a wide range of 
innovative projects and initiatives to  have a workforce that is as 
diverse as the city we serve. Currently, around of half of Londoners 
are female and just over 40 per cent of Londoners come from 
BAME communities.

Our strategy has not only enabled us to become diverse, but is 
also addressing some of our acute skills shortages across STEM, 
engineering, infrastructure and project management.

DEVELOPMENT

We’ve developed a bold agenda across our whole recruitment 
portfolio. This has aligned us on a single vision to build a Workforce 
that is Diverse. 

Many of our programmes are not a silver bullet to guarantee diversity, 
but have complemented each other to create a momentum of 
inclusivity constantly challenging the way that we do things. 

From the rollout of diverse interview panels pan-TfL - demonstrating 
to candidates that there are other “people like me” - to a series of 
anonymised application pilots trialling different technology software 
across mainstream recruitment. Our aim has been to disrupt the 
‘status quo’, review how we can improve our recruitment ratios by 
removing any unconscious bias and place greater focus on potential. 

Across leadership hiring, we have also influenced and 
implemented a new attraction and selection methodology that 
focuses again on potential in place of experience. We challenge 
our leaders and ourselves by providing shortlists aligned to the 

CORE, CLOSE, CRAZY approach to think more holistically about 
leadership and potential rather than domain skills. Alongside 
our talent team, we’ve reviewed our internal talent pipelines to 
ensure a steady pipeline of talent now and for the future - aligning 
our talent management framework for leadership recruitment 
purposes to identify successors, through to a ground-breaking 
pilot using our ATS platform to auto-shortlist middle managers for 
interviews who have been identified as top talent. The automation 
of talent flags is a key feature of our future talent strategy.

To build the pipeline for the future, we’re ensuring a recruitment 
strategy across all campaigns at entry level for over 1,000 high 
volume operational roles as well as driving youth mobility 
initiatives across some of London’s poorest boroughs and schools 
for our early careers hiring. Opening up opportunities for those 
from the lowest socio-economic backgrounds. 

Our high volume recruitment team, has delivered one of the 
largest initiatives (Women on the Front Line) to influence gender 
equality across our organisation for high volume roles across our 
core operations, with: 

• Female targeted job description
• Creation of profiles of current female CSAs

Sponsored by
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LEADERSHIP HIRING

Across our leadership hiring, we’ve achieved over 50% women 
hires. Aligning our internal talent framework to leadership hiring as 
well as a razor sharp focus on providing gender balanced shortlists 
at all times has been a game changer in TfL.

HIGH VOLUME

Our Women on the Front Line campaign demonstrated record 
results on gender. A combined campaign on Twitter (My 
Experience as a CSA) and a multi-channel social media approach 
achieved exciting results with over 40% women and 69% BAME 
hires and a record level of applications. 

YOUTH MOBILITY

Our schools, borough and community outreach engagement has 
achieved great results with a 44% proportionate increase of hiring 
from our gold schools. It has impacted over 19,000 young people 
along with our apprenticeship programme and led to one of the 
most successful recruitment events in TfL’s history. We saw more 
than 1,000 young people over 4 hours in an evening, our connected 
approach was delivered to them in a truly personalised and digital 
setting. This has demonstrated to us the need to communicate 
with young people in an engaging recruitment format rather than 
through an impersonal ATS to help drive STEM choices.

Diversity statistics are stronger than ever with female apprentice 
hires up 100% when compared with 2016 and over 21% women 
hired, compared to 15% a year earlier.  

Another indicator that our early careers strategy is working relates 
to hiring candidates from low socio-economic backgrounds with 

21% of all candidates who reached an assessment centre being 
eligible for school meals. 

Our recruitment team is playing a huge part in driving forward 
ground-breaking inclusive hiring strategies removing recruitment 
barriers to widen the talent pool across a whole range of initiatives.

WHAT THE JUDGES SAID

“Great work and good shift from prior year 
with larger hires. What stands out for me 
are the D&I results in particular with Senior 
Leadership. Well done.”

“A fantastic recruitment engine. Excellent 
outreach and diversity results. Including the 
attachment this is the standout submission of 
all for me. Very well done!”

“A fantastic example of a best in class 
resourcing function.”

“A fantastic example of an innovative 
recruitment leader. Fantastic achievements 
with real thought leadership.”

“An excellent entry. It is clear that Charlotte has 
delivered a lot, at a senior level with challenging 
targets and environment “

And the winners are... 

Transport for London
continued...

Barclays 

BT Suez Recycling and Recovery UK Ltd

Rolls-RoyceBalfour Beatty

Warburtons AssurantJohn Lewis Partnership

Charlotte Lamping (Transport for London)Rebecca Foden (Transport for London)

Civil Service Fast Stream and Early Talent

Kerry Foods

TMP Worldwide

Sky Betting & Gamiing

Transport for London
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Photos from the night



About The FIRM

Run by in-house recruiters for in-house 

recruiters, The FIRM was founded as a LinkedIn 

Group in December 2007. Now we are the 

leading global membership organisation for 

Talent Acquisition professionals that provides 

both tactical and strategic insight and support 

to our members. Originally founded as a Linked 

In group in 2009 The FIRM now has over 8,800 

members in 60 countries.

 We are a supportive and collaborative community 

that aims to develop, support and inspire our 

members with everything that we do.

Follow us on:

 
Twitter 
@thefirmrecruits

 
Linkedin 
The Forum for In-House  
Recruitment Managers

Subscribe to our newsletter at 

info@thefirm-network.com

www.thefirm-network.com

The Awards photos were taken by Sam. 

www.headshot-soho.london 

Thank you to George Wing and Jack Whiteley  

from the University of Creative Arts for our 

introductory video.  

www.hourglasspictures.com  


