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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 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. 

I am particularly proud of our members’ achievements in the 
Diversity and Inclusion space showing an openness and inclusivity 
to engage with all potential talent. The innovation category grows in 
strength and we have seen virtual reality successfully enter into the 
assessment and selection space which is exciting to see.

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

Emma 
Mirrington

A word from our 
headline  sponsor

Totaljobs were delighted to be headline sponsors of the 
exceptional FIRM Awards 2017, celebrating the best of in house 
recruitment success. An outstanding list of winners included 
House of Fraser, Unilever, McDonald’s and Expedia – all leading 
organisations using innovative recruitment to find outstanding 
talent that drives their businesses forward. Congratulations to 
all the winners, we hope you had a fantastic night and that you 
made your way to our totaljobs photo booth to capture some 
fond memories from the night!

350 
guests 120kg 

of sticky toffee 
pudding

14 
categories

1 
night of 

celebration

14 
seasoned 

judges8 
northumberland 

avenue

150 
bottles  
of fizz

What a night!



The FIRM Awards 2017 A Summary  |  #thefirmawards  |  54  |  The FIRM Awards 2017 A Summary  |  #thefirmawards

Thank you to all of our SponsorsThe Judges

Peter Hetherington 
Chair of Judges 

Associate Director 
RSM

Emma Fulton 
Resourcing Partner 

LV=

David Mason 
Director of Talent 

Acquisition and 
Management 

Contal

Jennifer Candee 
Global Head of  

Talent Acquisition 
Mondelez  

International

Rachel Dalboth 
Head of Resourcing - 

UK/I, Global Functions 
and Categories  

Unilever

James Watson 
Director of Global 

Recruiting 
McKinsey & Co.

Ryan Barnett 
Director, Global  

Talent Acquisition 
Expedia

Charu Malhotra 
Global Digital Channels 

& Employer Brand 
Manager  

Ferrero SA

Alex Symon
Head of Talent 

Google Deepmind

Anna Southcote 
Assessment Manager 

British Airways

Sam Ramsay 
Head of Resourcing 

Balfour Beatty

Kevin Hough 
Head of Talent 

Acquisition  
(UK & Ireland) 

Pepsico

Chad Horne 
Head of Strategic 

Resourcing  
& Workforce  

PlanningThree

Lyndsey Henderson 
Head of Talent 

Acquisition 
Rental Cars



The FIRM Awards 2017 A Summary  |  #thefirmawards  |  76  |  The FIRM Awards 2017 A Summary  |  #thefirmawards

Best Emerging  
Talent Strategy

Compass Group UK
supported by Blackbridge Communications Limited

Second-stage screening includes a skills builder assessment 
for aptitude and fit based on the Compass values (Openness, 
Trust and Integrity, Passion for Quality, Win Through 
Teamwork, Responsibility and Can-do Safely).

Final interviews are conducted by unit managers, and offers 
made via the Apprenticeship team after which a placement 
and start date are agreed. Apprentices then undertake a 
formal on-boarding and 8-12 week induction programme.

RESULTS 

The impact of the strategy has seen Compass Group’s 
apprentice participation grow by 30%, which is now 39% of 
their overall target of 1500. Compass has signed up 64% more 
new starts year on year, in the last 3 months. 20% apprentices 
are studying a culinary apprenticeship, which is a 5% increase 
in 6 months; 40% are female, also a 5% increase and 22% 
higher than the national average; demonstrating the Compass 
Chef Development Programme is attracting females. 

The quest for equality is demonstrated furthermore through 
the apprenticeship data, at 22%, the Black, Asian, Minority 
Ethnic apprentice intake exceeds the government’s target  
of 20%. 

Value for money is measured through Compass people 
staying and progressing with the organisation. Importantly, 
81% of apprentices still work for Compass Group, (84% for 
culinary), 33% of apprentices have progressed to the next 
level and a further 8% of apprentices have benefitted from a 
pay or grade increase, in the last 12 months, as a result of their 
apprenticeship. 

Compass evaluate their programmes through levels of 
participation, and have increased the frequency of the Chef 
Academy and Leadership & Management intakes by 100% 
to meet the demand, to four cohorts a year totaling 440 new 
direct hire apprentices a year. 

Sponsors and participants in the programmes are delighted 
with outcomes, evidenced by comments such as the following:

“I have been told I’ve excelled in competitions and I’ve been 
really surprised at how I’ve taken to being a chef. I won two silver 
awards in a row and Compass asked me to support a Cancer 
Research fundraiser and the global Compass conference, which 
was awesome, a scary but brilliant experience. I never thought I 
would do anything like this on my apprenticeship.” 

Shannon Loughlin, Cookery Apprenticeship

“We had a great week launching our ‘It’s the start of something 
big’ campaign and celebrating National Apprenticeship Week. 
The various events and competitions that took place throughout 
the week gave apprentices an opportunity to put the skills and 
knowledge they have acquired into practice.

“We have been thrilled by the response so far and are 
looking forward to welcoming many more people onto our 
apprenticeship schemes across the business. While we have 
set an ambitious target, it’s important to emphasise, each 
apprenticeship has been designed to provide good quality 
opportunities so apprentices develop genuine skills that set 
them up well for their future careers.”

Melanie Hayes, Resourcing and Development Director 

“The work around our apprenticeship 1500 campaign is 
critical to achieving our ambitious target of delivering 1500 
apprenticeships by the end of 2017. Candidates for the 
apprenticeships come from both within the organisation as 
well as outside, so it was important to create a campaign that 
captured people’s attention and clearly illustrated what the 
opportunities are for them within our business. I am immensely 
proud of what we have achieved with the campaign so far and 
am looking forward to working with our new apprentices in the 
future.”

Fiona Ryland, Group HR Director, Compass Group

OVERVIEW

As the UK’s largest food and support-services company, 
Compass Group looks to hire a significant number of talented 
people into seven very diverse sectors. 

There is a well-documented skill shortage in the Food Services 
sector (and in particular for the Chef population), and because 
of the nature of the business, the Compass brand is often less 
well known than the high profile client sites its employees 
serve, therefore recruitment is a challenging and high profile 
element in helping the business deliver against its growth 
strategy and corporate objectives.

STRATEGY

To bring more talent into the business, Compass’s strategy is 
to increase the number of 16-23 year olds that work for the 
group, currently 10%. Apprenticeships are a crucial element 
supporting this objective; 17% of apprentices are aged 16-
23. Whilst 1% of employees engage with apprenticeships, 
Compass’ target is 3%. 

The principle objectives of the apprenticeship programmes 
are to deliver skilled and trained employees to grow specific 
areas of the Compass business, however additional core areas 
of focus for the new team are the diversity agenda that aims to 
attract more female chefs and those with BAME backgrounds, 

and a target launched at NAW2016 to increase the apprentice 
intake from 500 to 1500 in just one year. 

Criteria for success include internal engagement and 
adoption, meeting the intake targets, increasing the number 
of apprentices studying a culinary apprenticeship, improving 
the ratios of female and BAME participants to above the 
national average and improved levels of apprentice retention 
and internal career progression across the business.

DEVELOPMENT 

Blackbridge created and developed collateral for the new 
Compass Apprenticeship brand “It’s the start of something 
big”, which was launched at NAW2016 setting out Compass 
Group’s ambitious target of hiring 1500 apprentices (3% of 
the workforce) by the end of 2017 and the campaign was 
launched internally through intranet posts, emails, leaflets, 
‘Encompass’ (an internal publication) and branding at 
leadership conferences and events.

The launch of the 1500 campaign was a high profile school-
leaver campaign like nothing Compass had ever embarked 
on before, through top selling print and online media, school-
leaver websites, career employability fairs and a high profile 
early careers video, entitled ‘The Job’.  

The Compass ‘hiring right now’ approach is done in a way 
that makes apprenticeships more appealing, inspires a new 
audience and engages their own people into participating.

Applications for apprenticeships with Compass are filtered 
through the Compass careers website ( jobsatcompass.co.uk) 
and external sites and internally through the HR portal and 
Apprenticeships Tribepad. 

There is a two-stage screening programme – applications 
are screened by the Apprenticeship team to ensure that they 
meet the scheme criteria (23 years and under, eligible to live 
and work in the UK, GCSE grade D or above, a desire to work 
in Food Services, and no similar qualification) before being 
assessed by the relevant unit manager. 

 Compass demonstrated results across  
metrics across the board - they changed  
and transformed the organisation within a 
difficult industry. 

 Some of their targets around diversity were high 
- to get to 40% in that industry is difficult but 
they did it!

Sponsored by
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Unilever
supported by Accenture

3. Solution Architecture had to take into consideration 
country level requirements such as restriction on some 
tool usage. This was only transparent due to the close 
collaboration we created with each and every country as 
part of the design and test phases.  Local ‘cultural flavours’ 
were also weaved into the experience to ensure that the 
experience, although globally consistent in nature, was also 
relevant to the local market. 

RESULTS 

Our experience journeys are still in the early stages of go live 
with exciting results so far  including 100% of Positive instant 
candidate satisfaction feedbacks that are ranging from Good 
& Excellent. Another indicator of this successful experience 
is the fantastic feedbacks from our Hiring Managers on easier 
& faster decision  making with more insight through artificial 
intelligence. We have already seen the impact on quality of hire, 
increase in the productivity and efficiency ; saving 1 Million Euro 
Cost and more than 60.000 Hours of recruiter time. Another 
breakthrough improvement is our Candidate Application 
Completion Rates; which increased from 50% to 96%.

To further capture the candidate experience metrics we have 
put in satisfaction and real time surveys at several points along 
the journey.  We are also looking at how we can include Net 
Promoter Scoring into the journeys so over time we can also 
review the impact for  Unilever consumer brand and the place 
our candidates take as promoters of the brand.   

Boots UK was also highly commended in this category.

OVERVIEW

Every day, around the world, people reach for Unilever 
products. On any given day, 2 billion people use Unilever 
products to look good, feel good and get more out of life 
– giving us a unique opportunity to build a brighter future. 
Our brands are trusted everywhere and, by listening to the 
people who buy them, we’ve grown into one of the world’s 
most successful consumer goods companies. Focusing on 
performance and productivity, we encourage our people to 
develop new ideas and put fresh approaches into practice. 
Hand in hand with this is a strong sense of responsibility to the 
communities we serve.

STRATEGY

The drivers behind candidate experience journey. 

For a sustainable business growth and continue to win in the 
marketplace, our focus is winning with people & our customers 
through continuous improvement and creating personalized 
experience.  

In Unilever,  each year we are receiving more than 1.5 Million 
Applications.  Considering our candidates’ journey throughout 
the recruitment  cycle, we have to stay connected  and deliver 
them a truly personalized & real-time experience.

The Digital Candidate Journey delivers a customer-
centric, engaging, personalized, simple, end-to-end digital 
recruitment experience, powered by digital enhancements,  
designed to be strive for best in class in the marketplace.

DEVELOPMENT

When the goal is to create a world class candidate experience 
which correlates to the same level standards as our Unilever 
customer experience,  we found  the key was to consider in the 
design the multitude of touch-points including, country level 
requirements,  systems, processes & human interaction. 

Our Design methodology included several phases  

1.  Customer and Product centric approach to experience 
design: Using a similar approach to Customer Experience 
design, we utilised a User Experience (UX) methodology. 
This involved going back to the core end users to conduct 
focus sessions: Hiring Manager, Recruiter and Candidates. 

2.  From here the ‘candidate happy journey’ view was created as 
the guiding vision by which we would execute the solution. 

 Their approach let them use the best tools 
-  very cohesive joined up approach. 

 Cut down hiring time from 4 months to  
two weeks!

Best Candidate  
Experience

Sponsored by
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LV=
supported by Thirty Three

MEASUREMENTS AND SUCCESS

To see the impact of the new LV= Careers website, we have 
compared the performance of the new website against that of 
the previous incarnation. All data has been taken from Google 
Analytics, the iGrasp application tracking system and directly 
from the LV= resourcing team.

• 95% increase in website visitors

• 18% increase in average time spent on website

• 50% increase in average number of pages viewed

• 29% increase in completed applications

The data from Google Analytics and iGrasp suggest that 
78% of users have viewed a landing page that was designed 
specifically with them and their job search in mind. In addition, 
26% of all job views ended up with the user completing and 
submitting an application.

Mi6 was also highly commended in this category.

BACKGROUND

You never get a second chance to make a great first 
impression, so the LV= Careers website was designed not only 
to be interesting and informative, but to have a real, lasting 
impact on the job seeker. To position LV= as an employer of 
choice to a wide range of financial and corporate services 
professionals, as well as those lovely people who work in 
customer service.

THE OBJECTIVES

The project objectives were clear - design, develop and deliver 
a website that:

• Brings the LV= employer brand principles to life;

• Gets the right people straight to the right jobs;

• Reflects the culture of LV=;

• Raises the profile of key information;

• Is social, engaging and continuously updated;

• Continues to evolve with the needs of the business;

• Is accessible across all devices.

To deliver a website that will engage a wide audience of job 
seekers – from customer service people to senior executives; 
facility managers to risk managers; actuaries through to 
technologists. A site where all content is available within a 
single click. One that uses social media as a way of articulating 
our culture and is distinctly and unmistakably LV=

THE SOLUTION

URL: https://jobs.lv.com

Content management system: Concrete5

Applicant tracking system: iGrasp

The search bar in the centre of the homepage is the primary 
way that visitors access the LV= Careers website. This delivers 
the visitor their own personal homepage, complete with 
matching jobs, further details of the department and location 
they’re interested in, relevant blog stories and any LV= 
employees that they’re connected to via LinkedIn.

Currently, the website has 270 different personalised 
candidate journeys, a number that will only increase as new 
business areas and locations are added. By segmenting the 
traffic in this way we can be sure that more users are getting 
direct access to the content that they are likely to be looking 
for - with a single click offering them access to much more.

Knowing that LV= people are truly their best advocates, they 
were placed them at the centre of every aspect of the website. 
They feature on every page, blog or job and in every piece of 
video. They help deliver key content and offer a real insight 
into their culture. And supporting this, the site integrates 
seamlessly with the LV= social media platforms which help 
articulate the day-to-day activities of LV= in real time.

47% of visits to the LV= Careers website are on a mobile 
device. Working closely with their ATS supplier (iGrasp) 
the site offers users the opportunity to apply via their 
smartphone. And for those don’t want to, they can bookmark 
the vacancy that interest them and apply later via a desktop.

 The judges were impressed by the simplicity  
and ease of navigation. They were impressed  
by the statistics. The before and after statistics 
are impressive.

 Taking the best practice from consumer 
websites into careers sites.

Best Careers  
Website

Sponsored by
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McDonald’s
supported by Thirty Three

could actually offer them. These were complemented by a 
suite of online animated inventory. Traffic was driven to the 
completely overhauled McDonald’s UK recruitment site; 
strategically designed and built to centre on the employee’s 
stories and available jobs. 

The creative work pushed the brand to create a look and feel 
that would change perceptions. Focusing on individuals rather 
than life in the restaurants meant the executions could have a 
fun element to them.

THE RESULTS

The media campaign resulted in 51 million impressions to 14.4 
million unique users, with the percentage of completed video 
views outperforming industry benchmarks across the board.

In the first 4 months of launch, the recruitment site has seen:

• 200,000+ unique users 

• 27% rise in applications 

• 18% rise in hires (compared to the same period last year) 

Via control vs exposed research, those who thought that 
McDonald’s has a positive effect on its workforce increased 
by 16%; and the percentage of people who thought that 
McDonald’s prepares its employees for the future increased 
by 20%. 

“McDonald’s is a good employer” also increased by 20%; 
demonstrating that the campaign had real impact against its 
objective.

Benefit Cosmetics was also highly commended in this category.

THE BACKGROUND

With a view to build their reputation as an employer of choice, 
McDonald’s wanted to overhaul their consumer facing 
employer brand and recruitment materials; aiming to close the 
perception gap that exists around their jobs and people. Their 
objectives were to:

• Improve perceptions of their employees

• Build Trust in their brand

• Help attract and hire the right people

• Instil pride in their people to support motivation and 
retention

• Reflect the core themes of McDonald’s EVP: Future,  
Family and Flexibility.

THE BRAND

Research carried out informed the campaign that current 
employees were empowered through McDonald’s to do the 
things that were important to them. ‘With McDonald’s, I can’ 
puts real employees and their stories front and centre of the 
campaign, to show that no matter who you are, what you need 
and where you’re going, McDonald’s can be a part of it.

Creating relatable, emotional benefits told through real 
stories by real employees, the creative positions McDonald’s 
as an enabler, highlighting how a role can provide valuable 

transferable soft skills, move you along the career ladder, or 
simply allow you to earn money while you are studying. 

Stories were gathered via a nationwide competition hosted 
on their own intranet. The final selected employees attended 
a four day central London photoshoot. Creating a unique suite 
of real stories meant that a range of backgrounds, roles and 
benefits were covered. 

The creation of the campaign was successful in making 
employees feel valued and celebrated for who they are. 
ThirtyThree wanted to ensure any external message rang true 
internally, so engaging existing employees was top of their 
agenda.

THE WORK

As well as using the assets to build an end-to-end recruitment 
toolkit for all Franchisees and Restaurant Managers; 
ThirtyThree and OMD launched an impactful reputation 
changing media campaign, targeting the majority of our target 
audience – 16 to 24 year olds. 

From 15 profile stories, they created a suite of pre-rolls 
which ran across a multitude of video platforms to access 
the audience in high dwell time, engaging environments, that 
used the negative perceptions about McDonald’s as a tool to 
surprise and engage viewers about what a job at McDonald’s 

Great use of their own employees.

 A very tangible campaign.

Best Development of  
an Employer Brand

Sponsored by
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UK Civil Service
supported by Cubiks

key pipeline to Fast Stream - of which over 18% of successful 
applicants, in 2015, were lower socio-economic. 

A full re-design of the Fast Stream selection process 
was conducted, focussing upon lower socio-economic 
engagement. This new process, developed in partnership 
with Cubiks, included a new bespoke e-tray, behavioural 
questionnaire and situational judgement questionnaire. One 
major improvement was that all new assessments are now 
held on a bespoke assessment platform that is accessible to 
all applicants. Tests can now be taken on almost any public 
computer (e.g. in public libraries). 

Another major change to enhance socio-economic inclusion 
was the removal of ability tests from the front end of the 
process. These tests now only appear for very few streams, 
and at the final stage. Performance on these tests tends to be 
reduced in candidates of lower socio-economic status, often 
due to educational disadvantage rather than lack of potential. 
Therefore the removal of these ability tests from the front 
end of the process lessened the impact of educational or 
social factors, making the process more inclusive of lower 
socio-economic status candidates. In addition to the above, 
Cubiks conducted rigorous analysis of the Behavioural 
Questionnaire and Situational Judgement Questionnaire to 
ensure that no assessment and no particular questions within 
any assessment were unintentionally more challenging for any 
particular group. Cubiks also supported the Fast Stream team 
with the setting of pass marks, to ensure that candidates from 
lower socioeconomic groups are not cut out of the process by 
high pass marks for each test.

The new process also included strengths-based video 
interviewing and a regional assessment process with a 
shortened time to offer, to assist candidate engagement. 
The Fast Stream team have also undertaken a pilot of 
‘contextualised’ recruitment analysis, allowing candidate 
performance to be understood and nuanced by evidence of 
earlier deprivation in a systematic way.

RESULTS 

Implementation of extensive targeted outreach:  
Of the students who attended the 188 focussed events in 
2015 (including: guest lectures, skills sessions, employer 
presentations, careers fairs and public sector panels), 84% of 
students said they were more likely to consider applying to the 
Fast Stream.  

Use of social media: The social media campaign led to: 
2,701,026 Facebook views (up 471% on last year); 886,400 
impressions (up 83% from last year) and 16,827 views across 
26 videos. 

Summer Diversity Internship Programme (SDIP): Feedback 
from over 300 students, including lower socio-economic 
participants has been overwhelmingly positive, with 100% 
saying they’d recommend the programme to other students.  

Early Diversity Internship Programme:  
The feedback from students on this programme was 
also overwhelmingly positive, with 100% saying they’d 
recommend the programme to other students in both 2015 
and 2016. 

Fast Track Apprenticeship Programme:  
On-going selection data for the 2016 apprenticeship 
assessment process shows superb outcomes with the lower 
socio-economic group performance exceeding the higher 
socio-economic group.

New assessment process, in collaboration  
with Cubiks: Implementation of this re-design is on-going but 
dividends are already apparent in the 2016-17 recruitment 
campaign. Socio-economic success rates are up by around 
200% at test stage and BAME (Black, Asian and Minority 
Ethnic) success rates, at the same point, up by around 67%.

OVERVIEW

Civil Service Fast Stream is a high profile talent management 
programme for graduates who have the potential to become 
future leaders of the Civil Service. Diversity and inclusion 
(with a particular focus on gender and ethnicity) has been a 
key priority of the programme for many years. In 2016, the 
Diversity and Inclusion focus expanded to also include socio-
economic diversity. 

With this new focus, the Civil Service sought to shift the 
horizons of those from less privileged circumstances and 
change their aspirations, to see beyond their life starting 
point. This was an outstanding initiative because of the depth 
of research that lay behind it, the breadth of the actions that 
are being taken, and critically, because the Fast Stream has 
truly established itself as a thought leader for all graduate and 
early talent employers. 

STRATEGY 

The strategy behind the social mobility programme included:

1) Undertaking research to revamp the Fast Stream’s social 
mobility vision. Ground breaking external research 
undertaken by the Bridge Group and Fast Stream was 
perhaps the most comprehensive of its kind to date in 

the UK. This research examined barriers to progression 
and actions to address these. It included state of the art 
statistical evaluation of over 100,000 candidates and a 
detailed stakeholder review. 

2) Using this research to create the Civil Service Talent 
Action Plan 2016. This plan has the ambition to “…ensure 
that opportunities for progression are open to all, not just 
the few…. we have an opportunity to provide exemplary 
leadership on social mobility, not only as an employer, but 
also to lead the way for other organisations.”

3)  Leading the way in 2016 with the Fast Stream recruitment 
process, putting specific actions into place to make this 
vision a reality. The ten specific actions included introducing 
a new approach to measuring and monitoring socio-
economic diversity, wide-ranging attraction activities and a 
review of the way that the Fast Stream defines and identifies 
‘talent’. The Fast Stream partnered with Cubiks on one of 
the most critical actions; the development of more inclusive 
methods of identifying potential.

DEVELOPMENT

The multiple actions that made up this initiative were 
developed by the Fast Stream and Early Talent Team, 
with crucial support from partners including Cubiks 
for the selection process and Rare, PiC and CAPP for a 
‘contextualised’ recruitment analysis. 

To attract a broad range of candidates to the Fast Stream, 
the Fast Stream team implemented a wide ranging targeted 
outreach programme, with 188 focussed events in 2015, up 
from 76 in 2014. As part of this, social media – widely used 
by lower socio-economic students - was used to reach more 
candidates. The Fast Stream continued to run its award winning 
Summer Diversity Internship Programme, expanded to over 
300 students, including lower socio-economic participants.

The Civil Service has also implemented the largest higher 
apprenticeship programme in the UK (around 750 in 2016) - a 

 100% said they would recommend the 
programme to other students.

 By establishing fast tracking in lower socio 
economic groups, the Civil Service really did 
push through their inclusion targets.

Best Diversity and Inclusion  
Recruitment Strategy

Sponsored by
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First Names Group

their personal LinkedIn profiles and use LinkedIn to share our 
jobs with their networks. 

The deployment of the posters created a great buzz – even 
better, local offices started to create their own posters 
(that were hand drawn) and really got into the spirit of 
the campaign. We subsequently used our Group internal 
e-newsletter to further promote the referral programme and 
highlight its initial success, and we fired people’s imaginations 
by placing fake branded cheques on everyone’s desks to get 
them to think about what they could spend the money on 
if they successfully referred someone. A designer handbag 
perhaps, or a holiday in the sun! 

In terms of how the referral process was to work, referrals 
would be made through our online application portal to allow 
us to capture and track the data. As part of the application 
process, candidates would be asked to name a referrer 
if relevant. Cash rewards would be made if the referred 
candidate was hired and passed their probationary period. 

To establish a consistent, streamlined process for making 
referral payments, we introduced referral related fields into 
our HR system, Cascade, which allowed us to record: 

1. Applicants who were referred via an existing ‘First Name’

2. Referred hires

3. Referred hires who passed their probationary period, which 
in turn triggered an action for payment of a reward to the 
referrer

We also made it even easier for our people to share vacancies 
with their networks by setting up a dedicated ‘First Names 
Group Careers’ page on Facebook. Engagement on Facebook 
has been impressive and has undoubtedly contributed to 
the success of the programme. Our Facebook page now has 
over 4,000 followers and, since we began to promote our jobs 
on Facebook, the Vacancies page of our Group website has 
become the most visited page on the entire site. 

RESULTS

The First Names Referral Programme far exceeded 
expectations in the 12 months following its launch. Referrals 
from employees grew dramatically from 5% to 33%. At 
the time of submission for this award, the programme had 
generated 113 referrals from nine of our locations, 48 of 
which converted into quality ‘First Names’ across all levels 
– from trainee administrator to director. These figures are a 
testament to the extensive engagement among our people 
with the programme right across the organisation. Meanwhile 
on the financial side, with agency fees being replaced by 
referral reward payments, the business saved an incredible 
39% in recruitment costs compared to the previous 12 
months.

OVERVIEW

At First Names Group we recognise that people are our 
greatest asset – vital to our success as a service provider 
and central to our people-focused brand. So when we recruit 
we look for candidates who share our DNA; those who have 
the required qualifications and experience and the personal 
qualities we value. 

In line with this thinking, and to address identified issues 
around recruitment costs and new hire success rates, the 
business developed an employee referral programme (ERP) 
offering financial rewards to current ‘First Names’ for the 
successful referral of new recruits. Since its launch in August 
2015, the initiative has gone from strength to strength – 
generating numerous referrals, bringing like-minded talent 
into the business and making considerable cost savings in the 
process.

STRATEGY

The idea that our own people would be best placed to identify 
potential recruits was first formed in 2015, when our newly 
established Talent team took a hard look at our recruitment 
processes and sought to identify ways to reduce recruitment 
costs and improve hiring success rates on a Group-wide scale.

A number of focus groups and brainstorming sessions were 
held to explore ways of attracting people with the right 
characteristics to become a ‘First Name’. From these sessions 
it was realised that we had an untapped resource in the form 
of our current employees and their professional networks. 
After all, who better to find like-minded individuals than our 
own people?

Consequently, we decided that an employee referral 
programme would bring a new power and purpose to our 
recruitment. We had clear objectives in mind for our ERP. We 
wanted it to:

• Elevate the concept from ‘refer a friend’ to ‘refer a 
professional contact’

• Take a long-lasting approach and have an impact

• Be clearly heard in the noisy environment created 
by competing messages from other initiatives and 
communications within the Group

• Have the power to grab interest and continually reinforce 
the key message

• Show that all employees can be talent spotters at work, 
rest and play

DEVELOPMENT

In order to roll out our new referral programme as effectively 
as possible, we needed an attention-grabbing internal 
campaign. To develop this campaign we partnered with 
London-based Tonic Agency for its strong creative and design 
work and their expertise in this particular field.

Tonic began by benchmarking a wide range of other 
employers’ referral programmes to identify the components 
that make for a successful scheme. Some of these findings 
were fed into the development of the programme itself, while 
others helped to inform the creative work that would be used 
to excite, educate and engage the target audience – our ‘First 
Names’. 

The creative was developed along the theme of ‘We’re 
looking for people who stand out’ and the visuals involved 
elaborate gold picture frames, bright colours and humorous 
graffiti – backed up by the all-important cash reward details. 
We wanted the programme to be a bit funky, to highlight 
our people-focused culture and the fact that we are non-
hierarchical. So we made our own people the ‘stars’ of the 
campaign in a fun and engaging way. We got buy-in from 
senior stakeholders and, even more importantly, they blazed 
the trail by agreeing to be the first to feature in the poster and 
email campaign that kick-started the programme. 

The campaign roll-out was timed to coincide with the 
evolution of our recruitment activity on LinkedIn. In support of 
this, we also offered a series of LinkedIn training ‘knowledge 
nudges’ to guide our people on how to create and enhance 

 Good use of consumer brand and link to 
employer brand.

 Nice simple campaign, well executed and 
fantastic engagement of employees in the 
campaign.

Best Employee Referral  
Programme

Sponsored by
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Rolls-Royce plc
supported by Sonru

Need for more efficient screening   

• 60% Reduction in the number of applicants invited to 
Assessment Centres.

• Over 80% Reduction in Hiring managers’ interview time.  

• Interview Time per Hire up to 30 Times Faster.  

Need for a flexible screening solution

Asynchronous Video interviewing has both enabled the hiring 
managers to be more involved in the recruitment process and 
also provided flexibility specifically by:

• Enabling hiring managers to view the interviews in their own 
time.

• Removing the need to schedule and allocate interviewing 
time slots.

• Facilitating collaboration among hiring managers.

Facilitated Global Recruitment 

The Rolls-Royce team are scattered around the globe with the 
HR staff based in the UK, India and Philippines (AMS are their 
RPO). The hiring managers are also not all based in India and 
fly out for face-to-face interviews and Assessment Centres. 
Asynchronous video interviewing drastically reduced the 
volume of face-to-face interviews and the hiring managers  
are very happy with the results and have since expanded 
beyond India.

CONCLUSION

From piloting asynchronous video interviewing for graduate 
recruitment in Singapore in Autumn 2014, Rolls-Royce have 
since rolled out its usage to the U.K. and India, integrated 
Sonru with their ATS (Taleo) and seen an 83% completion rate 
and more than 3,000 candidates complete an online video 
interview. The key reason for video interviewing’s success 
in Rolls-Royce has been the huge buy-in and hugely positive 
response from the hiring managers. 

 

Rolls-Royce in the UK had a requirement to remotely recruit 
and hire candidates for a new engineering centre in Bangalore. 
Typically, applications were assessed by a recruitment team in 
Manila who presented the shortlist to the hiring managers who 
decided which candidates were invited to the Assessment 
Centres and ultimately hired. When only one or two offers 
were made from 20 candidates attending an Assessment 
Centre in Bangalore, they very quickly realised this method 
was going to take too long for the number of staff they needed 
to hire. 

Key Challenges for Hiring Managers

• Need for more effective screening. Hiring managers were 
not happy with the quality of conversions and time wasted 
on interviewing unsuitable candidates at the Assessment 
Centres. An interim stage between the application and 
Assessment Centre was needed in order to make better 
selections.    

• Need for more efficient screening. In order to make 
better selections for the Assessment Centres, the hiring 
managers needed to add another stage to the recruitment 
process but did not have the resources to conduct time-
consuming phone screening interviews. 

• Need for a flexible screening solution. Although the hiring 
managers needed to be more involved in the screening, 
they had limited resources to spend on recruitment so they 
needed a screening solution that fit with their own work 
schedule. 

• Both the HR function and hiring managers were 
geographically dispersed so a solution was needed to cater 
for their global recruitment. 

Asynchronous Video Interviewing emerged as the solution to 
these many challenges. 

RESULTS   

With an average response rate of 89%, several points above 
the Sonru global system average, the Rolls-Royce experience 
of video interviewing has been hugely positive. The table 
shows the key metrics before and after Rolls-Royce adopted 
video interviewing.   

Selection Method Application 
Form Only

Application 
Form & Video 
Interview

Number Invited to 
Video Interview

n/a 10-15

Number Invited to 
Assessment Centre

20 8

Hiring Managers’  
Time to Interview

90 minutes per 
candidate

15 minutes per 
candidate

% Offered Position 5-10% 30-50%

Average Interview 
Time per Hire

up to  
30 hours

up to  
1 hour

Results with Respect to Key Challenges for Hiring Managers

Need for more effective screening 

• 5 and 6-fold improvement on Offer Rates from  
Assessment Centres. 

• A survey of 26 Rolls-Royce hiring managers revealed 
that Better Screening / Candidate Selection and better 
Candidate Assessment were the main differences in using 
Sonru over previous recruitment drives where Sonru was 
not used among 50% and 25% of respondents respectively.

• Rolls-Royce maintain the video interviews provide added 
validation and verification to their recruitment process. 

 Rolls Royce improved the line manager 
experience through video interviewing.  
Avoiding long interviews with unsuitable 
candidates.

 They had quantifiable results - 80% of time has 
been given back to the hiring manager. The 
results speak for themselves. Key results - 
resistance before hiring manager didn’t have 
waste the hiring managers time, time resource 
assessment needs which all saved on costs.

Best Hiring Manager 
Experience

Sponsored by



The FIRM Awards 2017 A Summary  |  #thefirmawards  |  2120  |  The FIRM Awards 2017 A Summary  |  #thefirmawards

Wagamama
supported by Talent Works

3. Digital - Our programmatic Campaign used retargeting 
to bring back individuals who have previously watched the 
video in full but not clicked-through to the careers site. 
Retargeting included restaurants and bars visits, careers 
split out by job title and job seekers in the hospitality 
industry in the locations identified in the research and 
also within a 20-40 minute commute from the new store. 
Individuals were retargeted using sky scrapers, static 
banners and MPUs.

4. Traditional Job Posts - Monster, Indeed, Glassdoor and 
Craigslist. The lack of awareness of the wagamama brand 
was the biggest obstacle to success. In the UK, wagamama 
relied on the ‘be you. be wagamama’ employer brand 
message. In the US, nobody would understand what it 
meant to ‘be wagamama’ so we focused on telling this part 
of the story. The ‘rules’ helped to give some context to 
what it means to be wagamama – what kinds of attitude, 
behaviours and qualities you need to be a success there. 

 The campaign ran from 1st July to the 26th August. In this 
time wagamama recruited for all of their New York roles: 

FOH

• 47 servers

• 11 hosts

• 10 bar staff 

HERE’S AN OVERVIEW OF THE RESULTS

Social Media

Overall there was a performance skew towards social channels:

• Total social impressions of 925k

• Total social ad clicks of 13k

• Total social video views of 63k

- Facebook CTR of 1.80%
- Instagram CTR of 1.57%

• Peak performance was for mobile FB foodies with a CTR of 
2.42%

Video

• Reach of 494,634 people

• Video was viewed for 5,348 hours

• Campaign KPI (VTR) of 66% 

This project took an award-winning UK employer brand 
and demonstrated how it could translate effectively to the 
US market. We maintained the creativity and quirkiness of 
wagamama in the UK, yet we also made it accessible enough 
to engage people who had never heard of wagamama before.

SAP SE was also highly commended in this category.

BOH

• 37 line chefs

• 10 prep chefs

• 11 kitchen porters

wagamama is a different place to eat. They opened their 
first restaurant in London in 1992, creating food inspired by 
the dishes of Japan. They’ve been spreading positivity from 
bowl to soul ever since. Whether it’s the raw energy of natural 
juices; a huge bowl of flavoursome ramen noodles; a rich curry 
or steaming donburi, wagamama creates food with flavour, 
using only the freshest ingredients that make dishes sizzle, 
sing and stir the soul. 

Two decades on and wagamama was making plans to break 
into the US market, with a restaurant scheduled to open in 
the New York’s Flatiron district in October 2016. The problem 
was, they didn’t know how to approach the US market from 
a recruitment perspective. So they needed to partner with 
an organisation that could help them research the market, 
understand the landscape and recruit the right people. That Is 
where we stepped in. 

Our solution was a development of their existing ‘be you. be 
wagamama’ employer brand so that it was suitable for the US 
market and resonated for those that are newly exposed. It 
needed:

• To promote wagamama as a concept to an audience who 
doesn’t know who they are;

• To communicate how working at wagamama is different 
and unorthodox. 

This wasn’t like recruiting for wagamama in the UK. Nobody 
in New York had heard of the company, never mind have an 
understanding of the employment proposition. We needed 
to communicate a complex set of messages quickly and in 
a memorable way. Who is wagamama? What kind of food do 
they serve? What’s it like to work there? 

wagamama will always be an unorthodox place, no matter what 
the location. We therefore built a campaign around a set of 
‘wagamama rules’ which helped to communicate instantly how 
different the company is. These ‘rules’ helped to show what it is 
like to work at wagamama and the kinds of behaviours required 
to be part of the team. They gave the film and ads we produced 
a creative edge; but at the same time, they helped us develop 
the narrative for candidates as they clicked from job listing copy 
to video, from video through to the careers site.  

Overall the campaign was designed to be more immediate. 
The video is fast-paced. The photography shows the 
restaurant environment and the people. The ‘rules’ tell people 
quickly that this is all about personality, rewards and career 
progression. In the fast-paced, fiercely competitive New York 
City food scene, we helped people understand straightaway 
that these were jobs in a restaurant that challenges the usual 
expectations. #wagamamarules

We approached the market through 4 different routes:  

1. Awareness and Profiling - Using TubeMogul’s market-
leading video platform, we targeted specific audiences 
using video. The film was used alternately 2weeks on/2 
weeks off, over 8 weeks, running intelligently in conjunction 
with a display campaign. We also generated cookie pools to 
use for retargeting with other formats.

 Front of House and Back of House candidates were both 
targeted by:

• Gender

• Age 

• Users who are food enthusiasts

• Those who regularly frequent competitor locations or 
web sites 

2. Social - we used Facebook and Instagram to target 3 
specific audiences across 3 segments:

• Foodies; those who are interested in food and drink 
across New York;

• Alternative individuals; those interested in alternative 
music, tattoo parlours, indie culture, etc; 

• Future employees; those who are currently already 
working in this industry, targeting those watching 
popular daytime TV programmes (that current 
employees may miss) and nightlife/bar scene content 
to capture this audience. All segments will be pulled out 
in the research across the districts; and districts within 
20-40 commuting distance will be targeted, including 
places of work e.g. Shake Shack, and retargeting using 
first party data from the video advertising.

 I want to work there! Very uniquely targeted to 
look at their competitors - through social media, 
cookie pools, thought went into videos, a 
unorthodox approach.

 It was a specifically targetted campaign. The 
cookie pools, pulling back the non-clickers – all 
brilliant methods of engagement.

Best Social  
Recruitment Strategy

Sponsored by
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Armstrong Craven
with Microsoft Corporation

and dynamics of stakeholder management, based on 
working across multiple clients and having a view of best 
practice. Microsoft have subsequently refined their own 
benchmarks internally.

DEVELOPMENT

We’ve captured best practice in the form of a workshop and bring 
our experience in a non-threatening way to their teams in areas 
such as challenging stakeholders and candidate engagement.

Microsoft have talked about “close connections and exchanges 
in weekly steering committee meetings” and that “We could 
feel the joined objectives throughout the whole project”.

AC were readily and willingly able to address any issues (e.g. 
requests for preferred team members in certain locations; 
upgrading market intelligence reports; providing additional 
support in challenging locations).

Ahead of starting the partnership we had measures in place 
to cover any risks like ramping up/scaling down activity and 
onboarding/exit of team.

Successes have been freely celebrated in line with the strong 
culture of feedback at Microsoft.

Importantly we have tried to incorporate the Microsoft values in 
our own work especially “remaining agile with a growth mindset”.

Transparency on both sides has been fundamental to success 
– we have shared our issues as much as Microsoft have shared 
theirs and both sides have acted immediately.

We were very much supporting - not competing with - the 
Microsoft teams.

RESULTS

Phase 1: Sept 2015 – March 2016

• Over 2,000 candidates sourced

• 309 roles filled within 6 months

• Activity across 25 countries

• 8.5% of salary cost per hire

• 17% improvement in time to hire (from 60 down to 50 days)

This was the largest investment hiring project ever undertaken 
by Microsoft. We’ve not found evidence of a similar scale 
exercise in the market with such a specialised approach.

AC have since been re-engaged for a further 3 months (April – 
July 2016), as well as extended again until the end of the year 
(July – December 2016) and again currently well into 2017. We 
believed this is evidence that the partnership is highly successful.

Further, we have been asked to provide 3 x heads for sourcing 
and profiling for Microsoft’s Global Sales organisation – an 
entirely different organisation - proof that the partnership is 
regarded as successful and relevant  as a more “business as 
usual” supplied service.

From the other side, Microsoft are a fantastic partner for us to 
work with because: 

• They are evolved, collaborative, responsive and engaged

• They’ve provided an opportunity to develop members of 
our own team

• As a best practice client they’ve challenged us and allowed 
us to “up our game”

• As a global tech giant they do creative, innovative things in 
the talent sphere which we’re proud to be associated with

• They re-engage us which keeps our stakeholders happy

Finally, some feedback following the first phase:

“We highly appreciate the work you have done”

“We think highly of you”

“The progress is outstanding… you’ve clearly overachieved…, 
we are extremely pleased in all regions”

“We’ve had official congratulations from the International VP”

“It’s been phenomenal”

“A remarkable effort overnight”

“It’s not like dealing with an external agency”

The Chemistry Group was also highly commended in this 
category.

OVERVIEW

Around July 2015, Microsoft was about to embark on a 
major scaling up of its cloud business. In order to achieve 
this objective, it needed support from a highly collaborative 
partner for the corporation’s biggest ever recruitment 
initiative. Armstrong Craven had already been partnering for 
several years with Microsoft on high volume talent mapping 
& pipelining initiatives. We started supporting this activity 
with five retained dedicated “heads” from our team who were 
sourcing and profiling candidates. Just one month into the 
assignment, we were asked about our ability to scale up. Satya 
Nadella’s decision to escalate the speed of the roll-out meant 
that Microsoft now needed to make 300 new hires across 25 
different markets across Europe, India, Middle East, Africa and 
Asia Pacific. We were invited to join a competitive RFP process 
which we won. Microsoft requested a dedicated team of 29 
from us and within days the team of specialist technology 
recruiters and sourcers completed a two and a half day on-
site induction into and registration with the corporation’s 
processes and systems.

These 25 different markets each had their own stakeholder 
team and local challenges and nuances. We were delivering 
candidate profiles using different techniques depending 
on market nuances including directly sourced candidates, 
referred candidates and the use of multiple online portals. 

We were selected because: 

• AC’s proposition as the go-to global talent pipelining 
partner complemented Microsoft’s current talent strategy: 

create, maintain and consume talent pipelines 

• Capacity to scale up fast = accommodate Microsoft’s 
changing business environment 

• Mature/experienced team = achieve better quality 
outcomes for Microsoft and better candidate experience 

• Time and value efficiencies: 

- Team had been inducted 

- Embedded in systems and processes 

- No need to hire contractors 

- Instantly effective 

- Proven proficiency at selling Microsoft to rare/
challenging/new cohorts 

- “Good to work with” - AC understands the MS culture 

• Pledged to commit to casting the dedicated ‘dream team’  

• Familiarity with hiring managers and ability to create 
confidence with business 

• Challenge hiring managers in a way that internal teams 
might not be comfortable doing 

• Complement Microsoft’s teams when time-poor and 
overstretched 

STRATEGY 

Our output would equip Microsoft’s own recruiters to close 
hires therefore we would be judged on speed, volume and 
fit of candidate traffic. Clear KPIs were agreed for weekly cv/
profile output both where talent mapping had or had not been 
carried out already. Weekly meetings and comprehensive MI 
systems and processes would underpin tracking, reporting 
and ultimately stakeholder management all the way to 
the top at HQ in Redmond. Our structured account and 
project management team would provide different points of 
escalation and problem solving.

A very adult and open atmosphere has enabled fast issue 
resolution and direct communication.

We’ve been encouraged to:

• act as talent advisors e.g. how to increase diversity/ talent 
consumption; how to present evidence to hiring managers 
that their expectations won’t be met. 

• share our views on the capabilities of the Microsoft team 

 Armstrong Craven incorporated Microsoft 
values into their own DNA/work. They tackled 
the complexity of recruitment together – and 
that’s how the partnership operated. 

Best Supplier  
Partnership

Sponsored by
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Lloyds Banking Group
supported by Capp

By far the biggest challenge was stakeholder engagement. VR 
had never been executed in an assessment process previously 
so the argument had to be placed on first to market advantage 
and innovation. There were a number of steps that Capp ad 
LBG took to ensure that these challenges and concerns could 
be managed.

Firstly, the research that Capp had carried out was shared as 
it strongly supported the argument to implement. Not only 
did the research define virtual reality and help stakeholders 
understand the technology it also talked about the 
psychological and physiological impact it could have and finally 
the key considerations before implementation.

Secondly, a demonstration was held on September 4th in 
London. A group of 8 LBG stakeholders attended. This allowed 
the team to experience the VR assessment lab first hand and 
get a better understanding of the experience and impact it 
could have. 

Finally, due to some of the reservations LBG took the decision 
to pilot the VR assessment lab with a smaller population in the 
first year to allow for any potential issues to be resolved but 
also to gain the results to build into a business plan for further 
roll-out across the Emerging Talent programmes in 2017.

The VR assessment lab went live in October 2016 and 
this season 120 candidates have participated in the VR 
assessment lab. To our knowledge, no other organisation in 
the world have used VR in assessment and therefore this is 
innovation at it’s best.

RESULTS 

Candidate feedback was collated through an anonymous 
questionnaire following the VR assessment and the below 
impressive results were achieved:

• 96% of candidates rated the experience as comfortable

• 98% of candidates rated the experience as impressive

• 100% agreed that VR could be a valuable addition to the 
assessment and selection process

• 94% of candidates left with a better impression of LBG as 
an employer and brand as a result of their experience

• 100% agreed that the use of VR enabled LGB to stand out 
from the crowd

In addition to this, candidate data has showed that all adverse 
impact has been removed meaning candidates, despite their 
backgrounds are progressing through the process.

Finally, the LBG assessors have been incredibly impressed with 
how the VR Assessment Lab is helping them to identify innate 
and authentic behaviours rather than practiced responses 
which are often demonstrated in an assessment centre 
environment.

The British Army was also highly commended in this category.

OVERVIEW

Lloyds Banking Group (LBG) have a clear strategy, to help 
Britain Prosper and to become the best bank for customers 
and shareholders. This strategy is underpinned by 3 key 
objectives; to create the best customers experience, become 
simpler and more efficient and achieve sustainable growth and 
cannot be achieved without the continual focus on innovation. 

Innovation forms a fundamental part of everyday life at the 
bank. Operating in a competitive market with the ever-
increasing demands to provide leading-edge technology 
solutions to customers and clients, LBG have a requirement 
to stay at the forefront of change. To enable this, LBG needed 
a strong graduate recruitment strategy and best in class 
candidate experience to recruit the very best Digital and IT 
talent for the bank.

The introduction of VR into their assessment process hit many 
of the business and recruitment objectives. It supports the 
drive towards a better candidate/customer experience, it can 
improve the efficiency and consistency of the recruitment 
process and finally it helps to identify the very best Digital 
and IT talent to ensure the future growth and success of the 
business.

STRATEGY

Within the graduate recruitment sector, LBG have been 
leading the way in terms of innovation for a number of years. 
With the introduction of a multi-assessment approach, 
video interviews and automated feedback they have created 
a process which is stand-out in the market but has also 
delivered exceptional results. However, they are always 
looking for additional ways to improve their process and 
have partnered with Capp to introduce a global first into their 
assessment solution.

12 months ago, Capp began a research project to look at 
the potential benefits of introducing Virtual Reality (VR) 
into the world of assessment. What they found was quite 
remarkable. The VR technology was now finally come of age 

and if delivered in the right way, is convincing enough for your 
brain to truly believe that you are there. It doesn’t matter 
if you consciously know you’re in a virtual world – if your 
subconscious accepts your fake reality, then sooner or later 
it will take control. This means that VR has the power to help 
make predictions about real-life behaviour more accurately 
than we have ever been able to before. In addition to this, 95% 
research respondents stated they would view an assessment 
process which included VR in a positive light and 90% would 
have a more favourable view on an organisation which used 
VR as part of their selection of development process. Overall, 
VR brings with it many opportunities for forms of assessment 
which, until this point, were impossible or extremely 
expensive to replicate in reality. 

Supported by senior business stakeholders and Director 
of Talent and in partnership with Capp, LBG have launched 
a Virtual Reality (VR) assessment lab for applicants to their 
Digital and IT graduate programmes. This element of the 
process is unique to any in the sector (globally) and is already 
producing exceptional results and fantastic candidate 
feedback.

DEVELOPMENT

The starting point for these changes was introducing the 
strengths methodology. Strengths is an alternative method 
for assessing an individual’s fit for both an organisation 
and the role they are applying for and focuses on what they 
are good at and energised by, rather than focusing on past 
experiences. An in-depth analysis was conducted with LBG 
to identify the core strengths required to be successful at 
the bank through a series of interviews, focus groups and 
quantitative surveys and then which of those would be best 
tested in the VR environment.

Using the latest technology and highly accurate modular 
design 4 virtual rooms were developed. Participants start in a 
simple (yet branded) reception room and from there progress 
to different rooms using a virtual lift. They participate in a 
number of activities that test the strengths identified whilst 
being monitored by an assessor. 

 Lloyds Bank use of virtual reality for assessment 
was pretty cool! Their diversity rates have 
improved, the process dramatically reduced. 
Unconscious bias is a big factor and taking out of 
the process makes a huge difference!

 Genuine innovation. The ultimate controlled 
environment.

Innovation  
of the Year

Sponsored by
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Expedia, Inc.

17% chance for the lowest groups. You are 5× more likely to 
achieve high performance with high engagement. (Gallup)

An increased focus on employee engagement enables us to 
continue to aim high from a revenue growth perspective even 
though we expect headcount growth to slow. Additionally, 
by opening our talent market we expect to see more cross 
border/country moves which will support the revenue growth 
outside the US.

In the past two and a half years we have been able to retain 
an additional percentage of our population due to internal 
movement, leading us to implement our Open Talent Market; 
we hope internal talent mobility to have an even greater 
impact in the future as we continue to grow and tackle our 
goals. The Expedia group* sees itself as the ideal type of 
company - multi-brand and multi-disciplined - to successfully 
foster, encourage and benefit from an Open Talent Market. 
Our employees are at the forefront of what we do and make 
the Expedia group* the success it is today. As we continue to 
grow and evolve as a company, we seek to do the same with 
our employees every step of the way!

EXPECTED RESULTS

• Retention of the best talent and organizational knowledge

• Internals will onboard and achieve results in new roles more 
quickly

• Richer employee experience through variety & 
developmental opportunity 

• An increase in engagement and employee referral 

• Ability to develop an organisation-wide culture of 
movement 

• Managers will be made responsible for creating an engaging 
environment where employees want to stay

• Managers will be responsible for developing their team to 
ensure that they have opportunity to develop

OVERVIEW

Expedia’s mission is to revolutionize travel through the power 
of technology. As a brand that set out to do so over 20 years 
ago, the one constant in the Expedia group is change. With 
an ever-increasing employee population of over 20,000 
employees globally, our people philosophy is also constantly 
evolving.

However, data shows us that our recruiting model makes us 
more dependent on outside hires than internal promotions. 
Going forwards, we need to consider more of a “Build” vs. 
“Buy” attitude within our employee communities and prioritise 
nurturing internal talent. With the ideal mix being “67% build” 
and “33% buy” (Source: Korn Ferry. At leadership levels), our 
internal research shows that on average we currently fill more 
than half of our vacancies (across all levels and brands) with 
external hires. 

STRATEGY

Our HR community identified the opportunity to retain and 
upskill our existing talent by moving from a ‘Closed Talent 
Market’ to an ‘Open Talent Market’. This would involve creating 
a free market system without barriers to the movement of 
our people between all our global brands, encouraging more 
internal movement, whilst at the same time increasing gender 
balance at all levels of the organisation.

By focusing on movement both laterally and via promotions, 
employees can experience different functions, businesses, 
and countries. This furthers the employees’ careers and 
ensures highly talented capability for the company’s future 
challenges.

DEVELOPING THE OPEN TALENT MARKET

As a result of the Open Talent Market changes:

• Talent Acquisition (Recruiting) and Hiring Managers can 
now approach and engage internal candidates in the same 
way as externals with preference for internal hiring

• Employees are able to interview for positions without 
informing managers (as they do with external 
opportunities) - though are encouraged to share

• Managers are encouraged to create a work environment 
that will keep people engaged 

One of the more notable benefits expected of the Expedia 
group’s* Open Talent Market is an increase in staff retention. 
After recording employee numbers for two and a half years, 
we found that there was a significant increase in retention for 
those that had moved once, and retention remained high for 
those who had moved twice. 

The numbers are even more striking when looking at 
promotion rates among staff who changed business functions 
within a two-and-a-half-year time frame:

• A significant minority who did not change functions in a 
two-and-a-half-year period were promoted 

• However, the promotions more than doubled for staff who 
changed functions once or twice 

Our data also shows that a significant minority of women from 
the Team Lead/Manager to Senior Manager levels leave us 
to move to other organisations. By creating more movement 
opportunities, it should allow us to retain more of these 
women, and therefore build and balance our workforce in the 
future.

The knock-on effect of a rise in retention/internal promotions 
is improved employee engagement: 

• “Engagement is an individual’s sense of purpose and 
focused energy, evident to others in the display of personal 
initiative, adaptability, effort, and persistence toward 
organizational goals” (Macey, Schneider, Barbera and Young 
(2009) Engaging Engagement, in Employee Engagement)

• Data confirms that companies with higher engagement are 
78% more profitable and 40% more productive (Aon)

• Business units at the highest level of engagement have 
an 83% chance of performing above the company median 
on customer loyalty, profitability, productivity, turnover, 
safety, absenteeism, shrinkage, and quality, compared to a 

 Expedia managed a huge cultural shift across  
the business and the retention figures are  
very compelling. 

 Expedia demonstrated skill at dealing with 
business wide transformational change by being 
open and transparent with all functions, and their 
ability to raise the bar on senior women leaders.

Outstanding Impact  
Transformation and Change

Sponsored by
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Photos from the night
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Compass Group UK

Matthew Jeffery, SAP SE

UK Civil Service

Wagamama

Unilever

Unilever

Emily Woods, House of Fraser

First Names Group

Armstrong Craven

Expedia, Inc.

LV=

McDonald’s

Rolls-Royce plc

Lloyds Banking Group

The Winners

Judges Quotes   I was genuinely inspired about some of the 
inspiration and innovation demonstrated by the 
nominations, I feel I need to up my game 
considerably to be considered in the same breath 
as these guys! 

 Chad Horne 
Head of Global Resourcing 
Audley Travel

 The quality of award submissions goes up every 
year and this year’s were fantastic. Having the 
opportunity to read the amazing work different 
resourcing functions and developed and 
delivered that have positively impacted their 
business and people, has been a real privilege. 

 Sam Ramsay 
Head of Resourcing 
Balfour Beatty

 Evaluating and  judging this year’s entries for 
careers sites and employer branding has been an 
excellent insight into how our in house teams and 
their agency partnerships have evolved in 
innovation and creativity ,it’s been both difficult 
and enjoyable to select a winner/shortlist as the 
standard has been so high. 

 Charu Malhotra 
Global Digital Channels & Employer  
Brand Manager  
Ferrero SA



About the FIRM

Run by in-house recruiters for in-house recruiters The FIRM was founded as 
a LinkedIn Group in December 2007. Now it is the leading global membership 
organisation for corporate recruitment professionals with over 8,600 
members in 70 countries. It is a supportive and collaborative community that 
provides both an online and offline hub for members to network, request 
help, share knowledge and give advice on all aspects of recruitment and 
talent management.

We aim to Support, Develop and Inspire our members as well as working to 
ensure integrity and best practice throughout the in-house resourcing and 
talent community. Through doing this we aspire to raise the standard of 
service our members provide to their internal customers and receive from 
external suppliers.

The group is solely for In-house Recruitment professionals and is not 
open to third party suppliers thereby providing our members with a niche 
and specialist group of like-minded people within the world of in-house 
recruitment with whom they can network in a safe and closed environment. 

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

Photos taken by Sam  www.headshot-soho.london 
Thank you to Gavin Roberts, UCA, for the introduction video.

#thefirmawards
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