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A beautiful experience
A perfect process
A winning combination for you   

eArcu’s complete talent acquisition and CRM suite wins in every category -  
for a compelling candidate experience and a seamless recruitment process.

We’re constantly evolving and continually changing the game - inspiring clients  
and candidates alike through the latest innovations in Chatbot, Gender-Neutral  
Hiring and Animated Onboarding; all built into an award-winning suite.

For information on eArcu’s proven and future-proof ATS solution  
email sales@earcu.com, call 0800 085 0340 or visit www.earcu.com.

We work with world leading recruiters...

Key features include: 

•  Careers Site Design
•  Creative Onboarding
•  Candidate Relationship Management
•  Advert Analyser

  

•  Video Interviews
•  Candidate Selection Tests
•  Analytical Charting

Introduction
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.

 This is now the fourth year we have produced 
our Winners Case Study booklet and it is one 
of our most popular downloads amongst our 
members who are all very keen to understand 
what great looks like. Hopefully this showcase of 
best practice case studies will act as insight and 
inspiration to many of you.

 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 winners 
booklet and look forward to your entries into the 
Awards 2021!

Emma Mirrington
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Best Candidate  
Experience

Sponsored by

Supported by

subconscious truly believes it is ‘there’ and as well as driving 
natural behaviour and eliciting natural, consistent responses, 
candidates really enjoy it.

Accenture’s desire to communicate its company culture, 
behaviours and values was achieved though the weaving 
in of diverse characters and storylines into the media – for 
instance, its use of female managers, a range of ethnicities 
and storylines focused on new technology. Inclusion and 
diversity are fundamental to Accenture’s culture and core 
values, believing that no one should be discriminated against 
because of their differences. All candidates are therefore 
assessed without prejudice through a technology purposed 
with creating an inclusive process.

RESULTS

Accenture wanted to place the candidate at the centre of its 
assessment process to not only assess potential, but also 
provide candidates an insight into their values, innovation 
and expectations. Listening to feedback from previous 
assessments, it has developed a transformational process 
which makes the candidates’ experience as important as the 
assessment itself.

Feedback from over 2300 candidates shows that Accenture 
and Cappfinity have succeeded in breaking new ground with 

the Discovery Portal, setting it apart from other organisations. 
Candidates are stating that the assessment is a refreshing 
break from the mundane application processes of other 
companies and enjoy the fact that it acts as a learning 
experience, like a real business case to work through, with 
interesting, realistic topics and a variety of tasks to tackle. 

“I think this assessment is a much better method than 
traditional assessment tests as it was more practical and 
related to the job role. It was much more comfortable and 
less daunting as it wasn’t timed.”

“Whether I get this job or not, one of the most relaxed and 
fun assessments I have done. Really love the interface of the 
different tiles. It was nicely presented and reflects your work 
as a company.”

JUDGES QUOTE

‘Strong entry Innovation Focused on two-way 
candidate experience Cutting edge Thinking 
outside the box.’

‘Well thought through and planned. Engaging 
and with excellent results.’

OVERVIEW

Accenture is a leading global professional services 
company, providing a broad range of services in strategy 
and consulting, interactive, technology and operations, with 
digital capabilities across all of these services. We combine 
unmatched experience and specialized capabilities across 
more than 40 industries — powered by the world’s largest 
network of Advanced Technology and Intelligent Operations 
centers. With 506,000 people serving clients in more than 
120 countries, Accenture brings continuous innovation to 
help clients improve their performance and create lasting 
value across their enterprises. Each year, 700 graduates are 
recruited across the UK and Ireland.

In order to align with the wider workforce, a new graduate 
selection process must not only assess potential, but also 
provide candidates an insight into:

• Values – including the aim to be the world’s most 
inclusive and diverse organisation

• Innovation – embracing and shaping new technology

• Expectations – what is expected through work, 
behaviours displayed, and culture

STRATEGY

Assessment is a two-way process. It’s an opportunity to learn 
as much as possible about a candidate’s potential, but it’s also 
the chance for the candidate to find out about Accenture, the 
role and the industry, and to enjoy the process at the same 
time. To ensure the very best future talent, a wide and large 
cross section of applicants must be attracted and engaged, 
challenged and informed throughout the selection process.

This needed to be a unique, immersive recruitment 
experience that provided an approach that looks, feels and 
operates like no other. It needed to transform the experience 
for candidates, putting them in control of how they explore 
and complete assessments, and providing them with a 
developmental learning experience. In partnership with 
Cappfinity, the Accenture Discovery Portal was created. 

With its best in-class design, it not only looks amazing and 
appealing, but provides narratives that are informative and 
useful to all potential Accenture employees. This selection 
process evolved with the adoption of Cappfinity’s Virtual 
Reality Platform at Assessment Centre, delivering consistent, 
natural responses, as well as an outstanding experience for 
candidates. The Portal along with VR is a truly immersive 
experience – no other organisation is combining these two 
technologies within recruitment to such effect.

DEVELOPMENT

The Accenture Discovery Portal is a multimedia gateway 
to the World of Accenture. It utilises technology to create 
authenticity, allowing candidates to show their real self non-
judgmentally. It is delivered through a single screen where 
candidates self-navigate

through a number of interactive content panels, designed to 
accommodate bespoke or customised assessment profiles. 
Due to the wide range of assessment types available, 
the Portal is purposely designed to measure a blend of 
assessment types, notably behavioural and cognitive in one 
sitting. There is no right or wrong sequence to follow, and 
candidates can approach the narrative in multiple ways, 
choosing how they watch and read source materials before 
answering assessment questions with any type of response 
options. This allows the high volume of candidates to 
move through the assessment process with ease, coupled 
with a captivating and informative integrated assessment 
solution that is held to the rigorous standards of off-the-shelf 
psychometric testing.

The decision was also made to revise the Assessment Centre 
process, adopting Cappfinity’s Virtual Reality Assessment 
Platform (VR) instead of using group exercises. Each 
candidate experiences three very different assessment 
environments that provides candidates with a number of 
challenging scenarios to adapt to. Each VR environment 
is free to walk around and candidates can interact with 
it as in real life. The VR is completely immersive and 
provides candidates with an experience like no other. Their 



ABIG

Proud sponsor of The FIRM’s Best Candidate Experience Award

And the bar keeps rising. To all you pioneers, 
congratulations. Winners, nominees, movers, 
shakers and TA changemakers – keep seeking 
new frontiers. Whether you’re hiring fast-
trackers, growth-hackers, or the one barista 
that’ll finally spell your name right! Know 
that every innovation – be it the smallest step 
or that quantum leap – moves us closer to 
fulfilling work. To diverse, inclusive, impactful 
teams. To Sundays spent enjoying Sunday – 
not dreading Monday. It’ll only ever be possible 
with your spirit, your vision, your belief in the 
possible. Because, make no mistake, the same 
hurdles still hold us up: Bias. Inefficiency. 
Turnover. May your every step help us remove 
these thorns from HR’s sides. 

Once and for all.

congrats
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Best Careers  
Website

Sponsored by

We also created bespoke components that would enable 
jobs to be mapped to team and location pages within the 
CMS, this required creating custom Umbraco pickers that 
would integrate with the Lever APIs to enable selection of 
the correct team or location. To keep performance optimal 
we added caching layers that ensure all pages load virtually 
instantly (without any API recalls being needed).

We developed a “saved jobs” facility and a function where 
relevant images could be mapped to job pages so that each 
job has a beautiful mast image. We added a “related jobs” 
function that uses a bespoke algorithm to suggest other 
vacancies the prospective candidate might be interested in. 
To demonstrate the vibrancy of working at DAZN, the final 
integration we performed was with Instagram, we used their 
APIs to pull in images from our company’s own feed. We 
blended this with articles from the blog we developed to 
create the Life@DAZN section seen on the homepage. 

RESULTS

With a £38,600 budget, we built a site to showcase the 
culture and employer brand, connecting with potential 
candidates and helping them visualise the team, office and 
town/city they could work and live in. The site was launched 
from scratch with no inherited search traffic. Extensive 
keyword research was undertaken using tools such as Ahrefs 
and getSTAT. 

Hiring managers use the site to help candidates understand 
our business - candidates are directed to the site and their 
knowledge of DAZN at interview stages has demonstrably 
increased.

Candidates are loving the site. 24,000 applications received 
in the three months following the launch - that’s an average 
of 8,000 pcm (up from 5,000 pcm - delivered by the old site), 
which massively increases the pool for each vacancy.

Analytics suggest highly engaged site users, that’s 3.5 pages-
per-session and an average visit duration of 2mins (doubling 
the old site’s performance). Traffic metrics are growing all 

the time. We average 26,000 visits pcm, driving in excess of 
90,000 page views pcm (tripling the old site’s performance).

Due to the exceptional work illustrating our culture, we 
have seen 46% of hires come directly through our new site, 
a significant increase relative to our old platform which 
delivered 17%.

The marketplace for talent in Technology and Broadcasting 
is particularly crowded. We recognised that our careers site 
needed to be different. It needed to stand out from the crowd.

Our brand is strong and brought to life by some of the best 
talent in the business. The project team alone brought a 
breadth of experience and a collaborative spirit where nothing 
was off-limits. We believe that this led to the creation of a site 
that is easy to navigate, but also one which empathises with 
the visitor.

The site embodies our employer brand and staff-focused 
content was key for this. There are faces on every page, 
telling you about their background and curating a journey 
through the role that best fits you.

We also recognise that this is just the start. We are 
continually adding to the site and plans are already afoot to 
make sure our offering is refreshed on a regular basis.

OVERVIEW

DAZN Group is the digital leader in global sports media 
and one of the fastest-growing sports media companies 
in the world. Headquartered in the UK and with 2,800 
employees in over 24 countries, our businesses touch every 
aspect of the way fans engage with sports from broadcast 
planning and production through to content distribution and 
commercialisation. The internal recruitment team of 19 is 
based in Americas, EMEA and APAC.

The team was cross-functional and brought a range of 
knowledge and experience to the table. The core of the  
group was from our HR function - led by Suzana 
Thurston (SVP Talent & Resourcing) and Paul Bennun (VP 
Communications & Involvement) with Ross McDonald 
(Employer Brand Manager) pulling everything together as 
Project Manager. We involved specialists from Recruitment, 
Technology, Product, UX, Creative, Brand and Marketing at 
various points along the way. 

Ph.Creative, an Employer Brand Agency, were brought on 
board to design and build DAZN Group’s Careers Website. 
The purpose was to create an award-winning careers website 
in order to help with talent attraction. The website had to be 
engaging, SEO friendly and a great experience for candidates. 
It also had to integrate with our Lever ATS - we needed to pull 
through job listings to make it easy for candidates to apply 
for roles at DAZN.

STRATEGY

From an incubated start-up in 2015 to 2,800 employees 
today, Our growth has been meteoric. We needed to add 
1,000 new starters across 2019, ensuring those recruits 
succeed in the role, fit the culture and ultimately, add to it.

We are expanding into markets with no brand presence, 
facilities or employees. And our key development hubs are 
in countries where the DAZN product is not available to 
consumers or candidates! As an aspiring leader in tech and 
sports broadcasting, we need to be a high-quality brand of 
choice for demanding, top-end candidates.

Content needed to be genuine – so we used our people, 
filming hundreds of DAZNers from across the globe, 
developing videos for every major team/location, giving 
insights into our culture and exploring our locations (where 
to hang out, what to eat, how to get around). We believe this 
content is market-leading and helps candidates understand 
the DAZN experience before joining.

High-volume recruitment and geographical complexities  
have the potential to disrupt organisational culture, so with 
this in mind, the careers site gives us a platform to clearly 
articulate who we are and what we do. As the first point 
of contact for candidates, it gives us the best chance of 
maintaining a great cultural fit against a backdrop of growing 
our headcount by 50%.

We also faced the challenge of massive organisational 
change mid-way through the project, transforming our 
organisational structure and divesting a majority stake in our 
legacy business.

The site development was done concurrently with our EVP 
and employer brand work and launched before these projects 
were ready. Our corporate site is also still in development. 
The careers offering had to be good enough to fill these gaps.

The structure and flow of the site was born from a diverse 
project team that included recruiters, marketers, designers, 
UX experts, and our developers, Ph.Creative. We created a 
responsive site designed for an optimal mobile experience, 
we selected Umbraco CMS, because content is crucial and 
Umbraco provides a great editor experience for content 
creators.

Supported by
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Best Development  
of an Employee Brand

Sponsored by

KEY THEMES

We want to do the best for our people

Our future is full of opportunity

Our teams are positive and supportive

We encourage you to be yourself

We were able to articulate these five universal truths  
(or proposition pillars) into one single statement… 

“TOGETHER, WE’LL GET THE JOB DONE”

RESULTS

Having launched in January 2019 the ‘Together, we’ll get the 
job done’ employer proposition is still very much in its infancy 
with the messaging still being rolled out both internally and 
externally. But we can already see some very encouraging 
trends. All data has been taken from Google Analytics, 
the ePloy applicant tracking system and directly from the 
Toolstation resourcing team.

88% increase in website traffic (2019 vs 2018)

65% of website traffic from non-paid-for sources

18% of website traffic from social media sources

39% of website traffic through organic searches on Google

29% increase in job applications (2019 vs 2018)

The whole journey was shared by the executive team, 
who embraced the positive findings and embraced then 
challenges that were found. Who challenged the creative 
agency to deliver a concept, messages and visuals that 
would make them stand out while being recognised and 
embraced by their employees. In fact, the subject of their 
January 2020 employee conference was “Together, we’ll get 
the job done”.

The proposition has given the recruitment, human resources 
and internal communications team a proposition to focus 
on for all people-related communications off, internally and 
externally. 

JUDGES QUOTE

‘I love this. Small budget, small and relatively 
“uncool” brand and it has delivered. Sound EVP 
with industry relevant messaging. Evidence of 
already having a strategic hiring and retention 
impact. Massive well done.’

OVERVIEW

Toolstation is a multi-channel retailer of tools, accessories 
and building supplies, backed by Travis Perkins plc. 
Headquartered in Bridgwater, they have a network of over 
450 branches in UK and a workforce of 4500. Their plan is 
to open a further 60 branches in 2021, and to grow their 
workforce. The recruitment team is composed of four people, 
led by Emma Issitt. The project was designed, developed and 
delivered in partnership with That Little Agency.

STRATEGY

2019 saw the launch of the new Toolstation employer 
proposition ... Together, we’ll get the job done. This was the 
creative articulation of the research, findings and definition of 
their employer value proposition carried out during the Spring 
of 2019.

Throughout 2018, Toolstation had attempted to use their 
customer retail marketing campaign (A Helping Hand) to 
engage job seekers and current employees. It became very 
clear very quickly that this simply didn’t resonate with these 
target audiences. It didn’t support the current recruitment 
needs of the business. Where there was an increasing 
demand for talented, senior, commercially driven retail, 
customer service and head office professionals.

What Toolstation desired was an employer proposition and 
identity that:

• Represented the modern Toolstation

• Resonated with key recruitment and employee groups

• Is warm, engaging and inclusive

• Is centred on the people who work at Toolstation

• Embraces their customers and products

• Can be adapted to the media that it is being delivered 
through

Ultimately, the objective of the new people proposition 
was to attract, engage and retain better people. So (in the 
short term) the success of the project would be judged on 
whether there was a clear rise in traffic to the Toolstation 
Jobs careers website, an increase in applications received 
by the recruitment team, positive feedback from applicants, 
a noticeable impact on their employee engagement survey 
scores, as well as anecdotal feedback from line managers 
and a decrease in the number of people leaving within the 
first six month of employment.

DEVELOPMENT

Toolstation identified four core audiences – retail, distribution 
centre, customer services and professional services. From 
here they further segmented these audiences into 16 key 
recruitment audiences. It was these audiences that formed 
the foundation of both the internal and external research, 
playing a key part in the focus groups, online surveys and 
in-depth interviews. They were also used to sense-check the 
results of the research, to act as a sounding board for the 
initial draft of the key themes and proposition, and then to 
ratify the core messages that were designed to engage them.

Using this research an EVP was drafted, shared and agreed 
by not only the target audiences, but also the recruitment 
and senior executive teams. But while an organisational EVP 
is useful to have it was really the five supporting themes 
that resonated most with the target audiences. Each group 
saying that they saw evidence of these themes throughout 
the business. What quickly became clear though was that 
different themes resonated well with different areas of the 
business. This meant that these themes needed to be ‘dialled 
up’ or ‘dialled down’ depending on the target audience that 
Toolstation were looking to engage.

Supported by



We Shape 
Employer
Branding

Bringing over 30  
years of data-driven  
global expertise in  
Employer Branding and  
EVP development to the UK.

universumglobal.com

Recruitment On Demand
INSTANT. PROVEN. REFRESHING.

What Does It Mean To You?
Recruitment on Demand means many different things to different businesses.  
For that reason, we acknowledge in this ever-changing digital era, that a new 
decade needs a new approach.

The benefits are simple, time and money. Appoint a dedicated recruiter for a fixed 
monthly fee, working in partnership to promote your brand. Recruitment on Demand 
is an agile switch on/switch off service with no contract. Now that’s flexibility. 

Enhancing your Direct 
Sourcing Strategy

Management
of ATS

Recruitment Projects  
& Talent Pipeline

Headcount  
Limitations

Volume/Graduate
Recruitment

Senior Roles  
& Covert Hires

Recruitment  
on Demand

Want to find out more about our flexible approach?

Get in touch

01252 624699

hello@esift.co.uk

www.esift.co.uk
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Best Diversity & Inclusion 
Recruitment Strategy

Sponsored by

DEVELOPMENT

Morson’s work has been based on client feedback and 
that obtained from colleagues, together with personal 
development reviews and attrition analysis detailed in the 
strategy section. This feedback highlighted several key 
themes which compounded the lack of representation:

• A perception by women in the business and our clients 
that Morson had a macho culture.

• A perceived lack of opportunity to be visible in the 
business development cycle.

• A lack of female role models.

• A lack of awareness of the challenges women face.

• An enthusiasm for a more diverse face of Morson.

Our execution was therefore made up to mirror the three 
strands of our campaign:

Visibility:

• Morson’s #gendersnobarrier campaign uses over 30 
written and video interviews to showcase inspirational 
women from all walks of life, providing relatable role 
models. The concept of ‘seeing is believing’ is extremely 
powerful, with women more likely to choose careers 
when they’re exposed to scenarios that they can imagine 
themselves in. By providing relatable role models, we 
hope to break down barriers and encourage more women 
into the field, whilst also supporting career transitioning 
from other sectors.

• Partnered with Northern Power Women with a significant 
investment last year to aid their development. We also 
recently enrolled their CEO Simone Roche as our Group 
Diversity Ambassador. (see supporting information).

Accountability:

• Committed to the Inclusive Culture Pledge through 
leading diversity consultancy EW Group, benefitting from 
dedicated support on Leadership, People, Brand, Data 
and Future, providing a focus for building Morson’s skills, 
awareness, confidence and maturity around workplace 
diversity.

• Committed to ensuring its presentation panels were 
reflective of multiple business levels and comprised 
relevant subject matter experts. This simple mindset shift 
saw 100% of panels with female representation within 
three months of its implementation compared to just 20% 
from the previous quarter.

• Launching dramatically improved flexible working, 
maternity and paternity policies in January 2020.

• Delivered 900 ED&I training courses across the Group in 
the last year. This includes a series of reverse mentoring 
sessions for directors from its population of future female 
leaders.

Sustainability:

• Within the recruitment phase male-oriented language 
has been eliminated from our external job adverts and 
we work closer with candidates to ensure CVs reflect 
skills, suitability and attitudes. Morson also committed to 
strengthen partnerships with external bodies that support 
our same goals.

• Morson developed its partnership with Women in Rail 
by sponsoring and championing its Big Rail Diversity 
Challenge (£6,000 to WIR and £10,000 for sponsorship 
and team submission for the challenge) and mentoring 
programme.

OVERVIEW

Morson International is one of the most respected names 
in engineering recruitment with a turnover that reached 
in excess of £952.1m in 2019. Forging an award-winning 
business model over the last 50 years that focuses on 
excellence for colleagues, candidates, contractors and 
clients, the Manchester-headquartered technical recruiter 
now operates from 52 global locations, has more than 14,000 
contractors working in 37 countries on assignment on client 
sites, processes 700,000 timesheets a year and delivers 
30million+ people hours to projects.

The number one technical recruiter supplies contract 
and permanent candidates with niche skillsets or volume 
resource, to aerospace, defence, rail, nuclear, oil and gas 
and construction sectors. Its client portfolio includes BAE 
Systems, Thales, Costain, Network Rail, AECOM and TfL.

It places 11,000 people in new jobs annually, and in the last 
12 months has expanded its own headcount by 400 via 
acquisitions and organic growth. 

STRATEGY

A review of the company’s staff and placed contractor 
population highlighted a lack of gender diversity. This was 
particularly evident in technical contract roles – 6.5% female 
out of our c.12,000 contractors at the time – and Morson’s 
own future leader pipeline. Within Morson International, 
women occupied just 14.6% of the highest paid jobs, whilst 
occupying 38.2% of the lowest. The disparity was also 
present in the client base with stats from EngineeringUK 
showing clear gender disparity in engineering; while women 
comprised 47.1% of the overall UK workforce in 2018, only 
12% of engineering occupations were filled by women. This 
insight presented a multi-faceted business case to address 
the lack of female representation. Morson’s diversity strategy 
has sponsorship from executive board level (chief operating 
officer, Adrian Adair) and volunteer ambassadors from 
across the business (listed above) have regular strategy 
meetings, as well engaging with key stakeholders from its 
clients’ organisations. 

Morson’s strategy focused on two key goals that would 
deliver an internal cultural change to combat negative, 
harmful gender stereotypes. Through a shift in our 
organisational practice, culture and viewpoint, we would 
become able to make headway in transforming our own 
talent pipeline and that of our clients. 

Beyond this culture change, Morson’s strategy focused on 
expanding the talent pool by attracting more women into 
traditionally male-dominated industries and addressing 
sector-specific skills gaps. Through diversification we benefit 
from enhanced creativity of thought, agility and the ability 
to combat unconscious bias surrounding engineering and 
its perceived ‘macho’ culture. This demonstrably increases 
innovation, improves team work and fosters improved 
employee and candidate relationships. 

Adrian Adair  
Chief Operating Officer

Sam Price  
Head of Client Engagement
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• Helped The Girls’ Network, a nationwide charity that 
helps disadvantaged young girls be ambitious and reach 
their aspirations, launch its Salford division by providing 
mentors, facilities, events and partner introductions. Its 
Group COO Adrian Adair was appointed as the charity’s 
non-executive director, supporting the team with its 
commercial proposition.

Morson’s COO, Adrian Adair, is a diversity champion in the 
business and this presence at board level is critical in making 
sure the overarching strategy aligns with our ED&I aims. 
Adrian was able to demonstrate the wide variety of subject 
matter experts we had within our organisation (female 
and male) and the benefits of presenting with individuals 
who would be responsible for forging successful delivery 
relationships with clients. 

RESULTS

12 months of the 2020 initiative, the number of female 
engineers went from 7.5% in its contractor base to 13.8%, 
with a further increase to 15.3% in 2018. Morson’s future 
leaders programme has identified over 30 future leaders 
within the business. The average age of this cohort is 34, with 
women making up 70%. This created a stronger and more 
balanced pipeline of future leaders, and works towards the 
company’s goal of having better gender representation at 
senior levels.

Historically, Morson’s presentation panels were all-male, 
aligning with the prejudices already felt across our industry. 
It introduced greater female representation on panels, a step 
change which played an important role in the company’s 50% 
increase in business won and the retention of £25million 
annually through successful retendering.

Its Find Your Right Fit recruitment campaign for Hinkley Point 
C sought to attract transferable skills from other industries 

into construction, where 90% of the skills gap lies. The 
campaign eliminated unconscious bias by simplifying job 
adverts, removing gender-specific language and promoting 
long-term career opportunities and progression, resulting in 
over 1,000 submissions, of which 28% came from women. 
This was a stark increase on the industry average of 13%.

As a result of our commitment to ED&I, Morson was selected 
to take part in our client Transport for London’s Women into 
Transportation and Engineering (WiTnE) Pre-Employment 
Programme, which saw it offering a selection of real work 
placements to women from London with an opportunity to 
apply to join the apprenticeship at the end. This resulted in 
five work placements being offered.

Our diversity champion, Head of Client Engagement Sam 
Price, was recently included among the HERoes Future 
Leaders list for a second consecutive year in 2020.  The 
international HERoes Future Leaders list comprises 100 
inspirational women who are not yet senior leaders in an 
organisation but are making a significant contribution to 
gender diversity at work.

Sam was also a speaker at the Inspire Summit, a platform 
for over 200 professionals in the construction industry to 
encourage debate around diversity and inclusion in the 
construction sector, alongside, among others, Mark McBride-
Wright, founder of EqualEngineers. Morson further leveraged 
this relationship by conducting an interview with Mark and 
he was also a key panellist when it hosted the North West 
Diversity Forum. 

It’s Morson’s goal to ensure ED&I is never an afterthought, 
creating a ripple effect throughout its colleagues, clients, 
candidates, supply chain and communities. It has proven 
that diversity isn’t a buzzword but brings a real commercial 
advantage to bottom lines and an improved, diverse 
candidate pool from which both we and the client can draw 
to a mutual advantage.

Live Chat  |  Candidate Experience Chatbots  |  Timeline for Onboarding

Connect with candidates at  
every stage of the hiring process.
– from attraction, to selection,  
to onboarding.

www.meetandengage.com  
info@meetandengage.com

We work with organisations all over the world – names like 
Amazon, Deloitte, Deutsche Bank and Virgin Media – to improve  
the candidate experience.

M&E Full page Ad_151220_3.indd   1M&E Full page Ad_151220_3.indd   1 15/12/2020   14:3915/12/2020   14:39
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Best Emerging  
Talent Programme

Sponsored by

The first step to developing the new assessment process 
was to carry out a success analysis, which helped 
understand the strengths and skills required for future 
success at Mott MacDonald. After a short application form, 
candidates were asked to complete an online assessment 
that takes them through a project lifecycle, and measures 
the strengths and cognitive ability linked to success in 
role. This helps individuals understand the company and 
potential schemes, whilst fit for the organisation is assessed. 
On completion of the online assessment, each candidate 
receives a personalised feedback report which gives 
guidance on how to develop their strengths further.

 Candidates are then invited to complete a full application 
and select the roles they would like to be considered for. Mott 
MacDonald are unique in that they do not run assessment 
centres and progress candidates through a strengths-based 
interview.

In terms of performance, the online assessment successfully 
screened out 33% of applicants and showed scores across 
the full range, indicating it effectively differentiated between 
high, medium and low performing candidates. From a 
Diversity and Inclusion perspective, the assessment showed 
no adverse impact, which means all candidates, despite 
their background, are successfully progressing through the 
process.

DEVELOPMENT 

The apprentice programme, Developing your Future, includes 
a number of different apprentice standards and frameworks, 
and focuses on both personal and professional development. 
After receiving their offer, apprentices are provided with a 
strengths-based onboarding report before being invited to the 
first step of their development journey; the Shine in 90 days 
webinar. This is supported by a virtual online learning portal 
called My Strengths Coach to help implement their learning.

The graduate programme, Accelerating your Future, is 
3-years in length. Their programme starts with a 2-day 
residential induction called Shaping your Future, which 
is an opportunity to meet graduates from across the UK 
and Europe, meet managers, and participate in a range 
of interactive exercises that focus on developing specific 
strengths.

RESULTS

The recruitment marketing campaign attracted over 8,000 
applications for programmes, including a positive increase 
from target groups and  Mott MacDonald were successful in 
filling all the vacancies.

From a programme perspective, the initial feedback from 
graduates and apprentices has been overwhelmingly positive:

• 93% strongly agree the course was a worthwhile 
investment in their development

• 88% said they were likely to recommend the course/
programme to a colleague

The way that candidates are assessed has completely 
changed for early careers candidates. The best candidates 
can now be identified by being able to see their future 
potential and not using past experiences. This approach 
also offers a much fairer and more inclusive platform for 
all students to be given the opportunity to go through the 
process regardless of their backgrounds. By identifying 
strengths and areas for development to build this into, the 
development programme has been built giving the individual 
a tailored programme to maximise their potential and future 
on the programme. 

JUDGES COMMENT

‘Clear strategy and terms of reference; like that 
they are tackling behavioural change and feels 
a more strategic approach (whole journey) 
Provides hiring numbers; enabling reader 
to see net impact Great scope and the on 
onboarding journeys are interlinked to whole 
lifecycle Scope clearly defined and like the 
diversity angle moving away from the russell 
unis to bame populations Inclusive process. 
Feels like a more holistic and strategic 
submission.. Great insight video - really 
authentic submission.’

OVERVIEW

Mott MacDonald is a global engineering, management and 
development Consultancy, made up of a 16,000 strong 
network of experts. Their purpose is to improve lives by 
looking at problems from a fresh angle, providing better 
economic development and better social and environmental 
outcomes. The global team is comprised of internationally 
recognised environmentalists, planners, economists,  
project finance advisors, cost consultants, business 
strategists and more.

The Recruitment team partnered with Cappfinity to deliver 
to their new Assessment Solution and Development 
Programme for Apprentices and Graduates. 

STRATEGY

Early Career programmes have always been critical to 
support the vision of Mott MacDonald. 50% of current 
employees joined the organisation through an Early Career 
programme. This includes Chief Executive Mike Haigh, who 
joined as a graduate in 1981. Mike is Executive Sponsor of 
the Early Career programmes and is actively involved in the 
ongoing development and delivery. The programme is also 
championed and supported by Cathy Travers – Managing 
Director UK & Europe.

Building on the work done with an initial redesign of the 
graduate and apprenticeship scheme, the strengths-based 
assessment journey established by Cappfinity was continued 
by identifying what drives the development of these strengths 
over the course of the graduate and apprentice programmes. 

ATTRACTION

In 2019, 270 grads and 65 apprentices were hired onto Early 
Career programmes across Europe, UK and North Africa 
(EUNA). There are 10 different schemes across 32 offices.

A variety of social media channels were used to support 
the programmes, as well as a range of traditional marketing 
methods to attract this audience:

• Handouts – Brand new handouts for apprenticeship and 
graduate schemes, with messaging focused on driving 
people to the website for more information.

• Social media – To increase the early careers audience, 
messages were tailored accordingly. The focus was 
mainly on Instagram but also with messages on Twitter, 
LinkedIn and occasionally Facebook.

• Events – In order to ensure the whole campaign was 
aligned and instantly recognisable, banners, business 
cards and email templates were created in the same 
style.

• Adverts – A number of print adverts in publications, 
directing the audience to the website and social media 
channels.

A review of target universities for the current recruitment 
cycle led to focusing on those outside the traditional Russell 
Group. Students in lower tier universities and those with a 
high population of BAME students were identified as targets. 

ASSESSMENT 

Mott MacDonald began their partnership with Cappfinity in 
2018 for their strengths-based assessment implementation. 
They chose the recruitment methodology to underpin the 
process due to its focus on motivation and future potential 
rather than past experience.

Supported by
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Best Employee  
Referral Programme

Sponsored by

MECHANISMS

Our eArcu system had the functionality that if someone 
applied for a role, they were asked to indicate if they had 
been referred. If yes, the candidate would input the Investec 
employee details. After employee verification, a Conflict of 
Interest form was completed for compliance reasons. The 
candidate was then clearly flagged to the recruitment team, 
and any interviewers, on the system. 

The team pulls monthly reports to identify any new referrals. 
On day 1 of the candidate starting at Investec, the referrer will 
then have a day of leave loaded on to their HR portal. 

LAUNCH / MARKETING

Careers Intro is an ‘always-on’ campaign, with quarterly 
activations. Research showed the importance of keeping 
referrals fresh in the minds of employees. Multiple channels 
were used to increase visibility around the bank.

Channels used:

• Campaign video showcasing Investec employees talking 
about what they would do with a day off. This was played 
on screens around the offices and was shared on internal 
social platforms.

• Activations in 2 of the largest offices (London and 
Reading) by the canteen to maximise foot-traffic. Over 
lunch that week, the Careers team were on hand to 
answer any employee questions. Employees were also 
encouraged to enter a prize draw to improve engagement.

• Banners on the lock screens of PC’s and laptops of all 
employees.

• Additional publicity in Investec’s internal newsletters.

First activation March 2019 - in London and Reading with a 
park theme- 25% of the Reading office entered the prize draw. 

Second activation - in June 2019. In the spirit of ‘what time 
means to you’ holiday themed activation was adopted with 
ice-cream/a beach theme. 

On 24 July we awarded the first winner of the bi-annual prize. 
A Careers representative dressed up in the Zebra mascot 
suit to surprise the winner at her desk. This was then shared 
across office social platform and LinkedIn.

Distinctly branded collateral was created by the in-house 
Marketing team. It’s available for download by employees, 
and visible constantly (e.g. newsletters and email signatures).

OBSTACLES/LEARNINGS

• Communication with business areas was found to be 
crucial: Compliance- After engaging with our Compliance 
team, a number of compliance obligations were identified 
around referred candidates including client conflict and 
PEPs, which meant that a compliance element within 
the recruitment system had to be built. Legal- we worked 
with our legal team to ensure that we had sufficient terms 
and conditions in place. For example, contractors are not 
eligible, managers can’t refer for their own team and we 
can’t reward people if they were involved in the interview 
process. 

• Multiple offices in different locations: We used multiple 
platforms to increase visibility and engagement to ensure 
that all offices felt included which was an initial worry. 
Time was spent in Reading (the second biggest office) but 
also with smaller offices where referrals could be high.

RESULTS  

The below stats are as at 31 July 2019.

• Careers Intro was the Careers teams’ first campaign.  
Since the launch, team visibility has increased throughout 
the business and as a direct result it been seen as more 
of a value-add function. 

• Careers Intro is widely recognized by the leadership team 
as a key strategy for hiring high quality candidates and 
there has been a lot of support and championing of the 
scheme from leaders. 

• Increased amount of referral applications received, 
which has naturally increased direct hiring stats. 
Since 1 November 2018, there have been 596 referred 
applications, with 20 successful referrals, affecting 5 
business units within Investec. 

Hires made from referrals:
Q1: 12%     Q2: 23%     Q3: 24%     Q4 (goal): 25%

Direct hiring: 
Q1 2019: 63%     Q2 2019: 89.9%     Q3 2019: 86%

Last year our direct hiring was 41%. The referral scheme is 
not the sole reason for this, but it certainly has contributed 
hugely.

OVERVIEW

Investec plc is a distinctive bank and wealth manager who 
provide financial products and services, imbued with a 
personal approach, to a select client base in two principal 
markets; South Africa and the UK, as well as certain other 
countries. Investec was founded in South Africa in 1974 and 
entered the UK in 1992. Today, Investec proudly employs 
more than 8,700 people worldwide which involves 40 cities 
on five continents. 

The implementation of a referral scheme at Investec 
was imminently decided after it became clear, from data 
collated on the Earcu system, that referrals had the highest 
conversion rate of all applications. There was no existing 
referral scheme in place, so it was decided to design and 
implement one; one that was out of the ordinary! 

STRATEGY (THE OBJECTIVES) 

Our strategy was simple.

At the time of designing the scheme, 59% of candidates 
were being placed by an agency, with an average of £12,000 
being spent per placement. In total £2.4 million was spent 
on agency fees in 2017-2018. Only 7% of all successful hires 
were through referral.

Our main objectives for this initiative were to:

• Increase direct hires

• Reduce agency spend

• Attract better quality candidates

• Increase awareness of the Careers function

• Improve the Careers team branding and our overall EVP

DEVELOPMENT

We contracted with our Executives to get their buy-in, 
speaking about our Careers team journey and how we could 
dial up our referrals channel. Investec is a South African 
company with strong values and a belief from our founders 
that a cash payment for referred employees was counter-
cultural (we believe that if people enjoy working at Investec, 
referring candidates will come naturally, and shouldn’t be 
done on the basis of a reward), therefore we needed an 
initiative that was an acknowledgement of thanks, and not a 
monetary incentive. 

We conducted external research and identified what other 
organisations were doing. We attended industry-relevant 
events to understand the pros and cons of different 
schemes.  Monetary reward seemed to be the most popular 
form of acknowledgement.  In line with Investec’s slogan, 
“Out of the Ordinary”, we wanted to create something that 
was just that.  We then conducted internal workshops about 
what our employees valued the most.  The most popularly 
received theme was ‘more time’. Your own time to do what 
you want – be it taking a vacation, gardening, spending time 
with your kids or going to the spa.  This concept of giving 
time became our framework for our referral initiative and 
working alongside our Marketing team, Investec’s Careers 
Intro was born.

DEVELOPMENT

How it worked

• For each successful referral = 1 extra day of annual leave

• Every 6 months, successful referrers will go into a draw to 
win a further 2 days of leave, plus a £500 travel voucher 
that can be spent on accommodation and transport. 
More than one successful referral means more than one 
draw entry.

• If 3 people from the same team successfully refer 
candidates, we deliver a treat and drink trolley for the 
whole team. The strategy behind this is to provide 
visibility and encouraging a collaborative approach for 
teams to drive quality referrals.
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Budget and savings
There was a low budget for the initiative. Initial costs came 
to £5000, which included making a promotional video and 
creating a Polaroid backdrop and collateral that could be 
used in all activations. In addition, each activation cost  
about £1000.

Average agency placement fee is £12,000. This means that 
with the referral scheme, saved approximately £141,000 have 
been achieved. (£12,000 x 20 hires made through referrals x 
59% agency hires)

Referral applications
First 4 months: 240
Second 4 months: 296
Total to end of July 2019: 596

This statistic shows that the popularity and awareness of 
Careers Intro is growing.

Time to hire
This is calculated from when the role is opened until a 
candidate verbally accepts our offer.

Q1: 46 days    Q2: 42 days

FINAL COMMENT

The team built up the referral scheme from the ground. There 
was no existing knowledge or infrastructure to base the 
current scheme on. There was also a small budget, limited 
resources and no incentivized reward support. It’s been really 
positively received into the business, and definitely fuelled the 
team’s successes over the last year. It has been a catalyst for 
the team to roll out other initiatives and projects.

The team are incredibly proud to have created a scheme that 
other divisions would like to mirror, and introduce to their 
business.

JUDGES QUOTES

‘I really like the thinking behind this scheme 
- it’s not just something they did, there was a 
clear objective in that the referral hires were 
more successful. Their reward has been 
carefully thought out, making sure it sits 
in line with the company culture and what 
employees would value. Results have been 
very impressive.’

‘…this was built from scratch with not a huge 
investment. Clear ROI with a clear path for 
future success. Simple but very effective.’
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Best Supplier  
Partnership

In pure story terms, this was the rebuilding of trust at a 
visceral level. The relationship was worse than that of a 
marriage in severe difficulty and trust. The level of investment 
of time and detail covered from the AMS team was incredible. 
Their leadership team invested time and effort to build the 
trust of the CHRO (Alison Robb) and the Director of Member 
Contact and Support (Ian Craig) was appreciated, and they 
demonstrated commitment to the long-term success of the 
account and delivery of objectives. 

The onsite teams were motivated and interested to build the 
level of confidence required to build a sustainable model.

For Nationwide this was no normal supplier relationship – 
they understood the importance of delivery in this area would 
have a direct bearing on customer experience, employee 
well-being and engagement. Therefore, an investment of time 
and openness to challenge was imperative. This resulted in 
robust conversations and challenge, in the spirit of ‘getting 
things done’.

The alignment of values was excellent, and enabled 
successful outcomes in a relatively short period of time.

RESULTS

Jan – Dec 2018  65 % fulfilment across all 
areas and attrition running  
at 50%+

Jan – Mar 2019 Fulfilment 75%

Mar 2019 – to date  Fulfilment 110% –  
Attrition dropped by 50% 

Hiring Manager Satisfaction  90% – 100%

OTHER RESULTS

Talent Pools The creation of a compelling brand proposition, 
including video profiling. This engaged our target 
communities in different locations to see Nationwide as an 
employer of choice.

Commercial Impact The success or failure of recruitment is 
critical to operational success, and both parties understood 
this from day one. The potential impact was recognised 
internally and resulted in a change in the way that demand 
is forecasted (The Head of Demand Planning expressed that 
before current model, they were forecasting for failure).

Joint Ownership of the Plan The plan could not have 
succeeded without a shared purpose, common goals and 
mechanisms to raise issues without the fear of repercussion. 
It was about engendering a spirit of trust and confidence in 
each other.

Pragmatism and Agility The premise was a delivery 
of solutions that worked, not hype or pretending that a 
technology would be the silver bullet solution. The focus 
was analysing the problem, defining workable and rigorous 
solutions that could be measured and managed to scale. This 
meant all areas of the process were examined forensically. 
We reviewed these regularly to ensure their management had 
a good grip across the whole operation. The AMS team were 
awarded their own Team of the Month internally for this work 
for several months.

FINALLY….

Finally, this award shows that success is based on 
collaboration across various different areas of the business 
and the supplier. This effort involved Procurement, 
Operations, Resourcing, Employer Branding and the supplier 
to achieve success. It also meant a forward-thinking mindset 
to working with a supplier. It meant true collaboration rather 
than looking for excuses when the service failed. 

Ultimately, a sustainable approach has been embedded, 
and we have a benchmark on how to scale for a recruitment 
issues, that may crop up from time to time. 

JUDGES QUOTES

‘RPO vendor switch and partnership given 
historical failing partnership over 3 years. 
Fulfilment rate has improved and attrition rate 
has dropped. Improvements made to process 
as part of implementation.’

‘Strong rationale behind the solution 
implementation and challenges faced by the 
RPO Strong operational project / governance 
milestones implemented to ensure success 
Very top level metrics - although show very 
positive outcomes’

‘Simple but effective submission with valuable 
data positively impacting the business.’

OVERVIEW

Nationwide Building Society, headquartered in Swindon, is the 
world’s largest mutual with over 15.9m members across the 
UK. They provide mortgages, savings and current accounts. 
Part of their mission is to invest in community programmes, 
including building affordable homes for their members. 
These values are important to the way Nationwide operates, 
behaves, and delivers on their promises.

Alexander Mann are a leading global RPO supplying 
recruitment and consulting services across all industry 
sectors. They are leaders in volume recruitment in Financial 
Services.

DEVELOPMENT

Alexander Mann were selected to support Contact Centre 
Recruitment (including digital service, and collections and 
recoveries following the failure of a previous supplier who 
was unable to fulfil requirements to an acceptable level. 
During the previous 3 years, an average fulfilment rate of 65% 
was delivered. The total volumes were between 600-800 hires 
per annum, and quality was poor e.g. new starter turnover 
was 50% or more.

Selection criteria for Alexander Mann was based on a number 
of factors:

• Experience of delivering in similar environments and 
volumes (not necessarily Financial Services, but they 
demonstrated this).

• Defined infrastructure and teams to deliver the service 
over the specific locations.

• A commercially-based enterprise who would be prepared 
to deliver to a shared commercial agenda - not standard 
terms e.g. reflecting points and shared pain, so that both 
teams could work through the challenges collaboratively.

• A flexible model in order to respond quickly to peaks and 
troughs in demand.

• Ways of Working - they could demonstrate an 
understanding and ability to live and breathe Nationwide’s 
values, therefore reflecting this to candidates and internal 
stakeholders.

• A strong commitment to, and demonstration of support 
on issues around Diversity and Inclusion.

WORKING IN PARTNERSHIP

Given the multitude of challenges; in service delivery, lack 
of trust, and scepticism that the delivery model could 
ever be fixed (as a result of at least 3 years of really poor 
performance), a number of elements were put in place to 
ensure that key relationships were built, and challenges 
tackled well. These included:

1. Weekly calls to cover key processes (Candidate pipelines, 
candidate quality and adaptations to temp and perm 
processes) until service stabilised.

2. Weekly meetings with Senior Operations Managers to 
explain and update on services and improvements to key 
deliverables.

3. Recruitment Site leads - regular meetings held with 
operational teams on local issues, attraction, quality and 
efficiency.

4. Weekly calls with the Employer Brand team, to ensure the 
number and quality of individual applicant pipelines was 
acceptable and hitting targets – with the ability to change 
strategy by location to ensure overall fulfilment was on 
track.

5. Monthly/Quarterly governance meetings (formal) to 
ensure progress was managed and tracked, and issues 
raised on both sides if escalation was needed. This 
group was also a mixture of Operational and Resourcing 
representatives to ensure key buy-in at all levels.

Supported by
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Best Use  
of Video

Sponsored by

Snapchat to programmatic and digital radio, we grabbed 
attention and got all kinds of people thinking about Unlocked 
for the very first time.

Then came THINK, where we met intrigue with information 
– taking those sparks of interest and feeding the fire with 
details about the scheme. Piece by piece, we built up the 
bigger story about creating social change. 

We also took our message out on campus. As our whole 
campaign was about getting a reaction, we created a bespoke 
buzzer game to put potential candidates’ reactions to the test. 
It also gave us the perfect opportunity to speak to students.

The last stage was DO. The final push. We encouraged 
action and applications, using our digital insight and refined 
messaging to retarget candidates. We also had a presence 
on graduate job boards, so that candidates could find us 
wherever they turned.

RESULTS

The campaign started like a rocket, and has continued to 
cause a stir. It’s inspired:

• An astonishing 409,000 views on YouTube.

• 290% increase in clicks on adverts from last year  
(79,571 clicks).

• 242% increase in ‘apply now’ clicks.

• 152% increase in adverts seen from digital activity.

• 91% increase in website traffic.

And we’ve smashed our targets:

• 36% applications are from men.

• 26% applications are from BAME candidates.

• 4,200+ application starts, resulting in almost 1,700 
completed applications.

Like our on-campus game, it’s also created a huge 
buzz. Leaders from many other public-sector graduate 
programmes contacted Unlocked to congratulate them 
on the courage and originality of the campaign, and the 
quality of the video. Candidates are even talking about the 
video in the assessment centres – showing that we nailed 
our objective of creating something truly compelling and 
memorable.

It just goes to show that if you’re brave, and can back it up 
with intelligence and innovation, powerful things can happen. 

OVERVIEW

Unlocked run a one-of-a-kind two-year Graduate Leadership 
Development Programme. Part of what makes it unique is 
that graduates are placed as frontline prison officers. A tricky 
sell in itself – but solving this recruitment challenge was only 
a small part of this powerful story. Unlocked wanted to tackle 
one of the biggest issues facing the UK today. 

With reoffending costing £18bn a year, and families a whole 
lot more, how do you reduce that impact? Whilst increasing 
applications from candidates who were male and from a 
BAME background – as well as their chances of success? All 
with a career choice that gets very mixed reactions? 

STRATEGY

On the Unlocked programme, graduates can grow as leaders, 
gain invaluable experience and transferable skills, study for 
a funded Masters, influence policy at the Ministry of Justice, 
implement their own initiatives in prisons based on their 
insight, and ultimately change society for the better. 

DEVELOPMENT

On the Unlocked programme, graduates can grow as leaders, 
gain invaluable experience and transferable skills, study for 
a funded Masters, influence policy at the Ministry of Justice, 
implement their own initiatives in prisons based on their 
insight, and ultimately change society for the better. 

To promote this, we needed something truly different. 
Something unexpected, that would grab attention like never 
before. 

Wishy-washy emotive messages were the easy option. But 
this isn’t that kind of grad scheme. So this wouldn’t be that 
kind of campaign. 

We acknowledged that becoming a prison officer does get a 
reaction. And it won’t always be positive. For every proud nan, 
there’s a horrified dad. For every impressed future employer, a 
baffled friend. We showed all these reactions, and more. We 
included an actor from Unlocked’s assessment centres, to get 
real understanding in there. And we (almost) swore a couple 

of times, too – all in the name of telling the whole story. 

We needed a big reaction – just like Unlocked grads get 
when they announce their career plans. So we developed a 
campaign that reflected that boldness, by brazenly leaping 
onto people’s screens – and into their consciousness. 

We got honest. Brutally honest. And like the graduates we 
wanted to attract, we didn’t shy away from our challenges. 

Creating a video people couldn’t ignore was key. But we 
did a lot more besides. We created and shared informative, 
reassuring and intriguing content – building on the impact of 
our flagship video.

We also got very, very targeted using a market-leading data 
tool called YWare, developed by SMRS. It’s pretty magic 
– and ingeniously brings together data from all sorts of 
sources, to accurately pinpoint where niche target audiences 
are hiding. Only SMRS have access to YWare’s massive 
potential, which placed us in a uniquely strong position to 
go after those hard-to-reach audiences with bags of curated 
content. 

Creating a video people couldn’t ignore was key. But we 
did a lot more besides. We created and shared informative, 
reassuring and intriguing content – building on the impact of 
our flagship video.

We also got very, very targeted using a market-leading data 
tool called YWare, developed by SMRS. It’s pretty magic 
– and ingeniously brings together data from all sorts of 
sources, to accurately pinpoint where niche target audiences 
are hiding. Only SMRS have access to YWare’s massive 
potential, which placed us in a uniquely strong position to 
go after those hard-to-reach audiences with bags of curated 
content. 

Our video kicked things off with a bang to get everybody 
talking. Then things got more nuanced through a digitally-
led campaign, where we could create mass interest and 
engagement whilst reaching a highly targeted audience too.

The first stage was SEE, where we raised awareness 
and changed perceptions. From YouTube, Facebook and 

Supported by
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In-House Recruiter  
of the Year

Lauren McLean

Sponsored by

dedication- the figures are summarized as below.

75 UK&I offered Apprenticeships

3234 Total Applications

1750 Video Interviews 

47 Assessment event days held across the UK&I

38 Locations 

The feedback from all stakeholders along with the 
Apprenticeship Program Manager has been excellent. We 
were able to hire all the apprentices that were required, in no 
small part due to Lauren’s tenacity and exceptional work on 
the 2019 intake. 

Partnering closely with the key stakeholders and 
management at the Security Monitoring Centre, Lauren was 
able to determine the best format and interview process in 
which to incorporate video interviewing to ensure a fantastic 
candidate experience and also ensure the business were 
seeing the best available candidates.  As well as the time 
saved, the new interview process has seen a massive 
reduction in the attrition level at the monitoring centre from 
25% in 2018 to 9.3% in ’19. The time to offer has improved 
dramatically by 27% from 63 days in Q1 2019 to 46 days in 
Q2 2019.

PERFORMANCE FEEDBACK

Operations Manager at Contact Centre, Nottingham

“Lauren McLean has been instrumental in moving the SMC 
Nottingham business forward.

In 2018 SMC Nottingham staff attrition was 25% of 
headcount. Due to Lauren’s tireless work in finding the 
correct candidates for our roles, this has reduced to 9.3% 
of headcount – given the nature of the sector and our place 
within it, this is no small thing. I have no doubt that this 
decrease will continue in the next calendar year.

In terms of further impacts upon our business: we are seeing a 
decrease in escapes, absenteeism and increased achievement 
of our statutory KPI’s – without the correct resourcing of staff 
this would never have been possible.

I look forward to working in co-operation with Lauren in 
the future – she is an excellent example of the Talent and 
Acquisition professional; understanding our needs, diligent and 
with a grasp of details.”

Apprenticeship Programme Manager, UK

“During the 2019 apprentice recruitment drive, Lauren whilst 
relatively new to her more senior role in Talent Acquisition at 
the time, took up the challenge of lead recruiter for apprentices 
tasked with acquiring as large a cohort for the UTC 
commercial businesses as had been done for several years. 
Lauren’s drive and enthusiasm was evident as she worked with 
multiple departments concurrently to help identify the new 
apprentice’s requested by our Business Units.

Despite a number of frustrating scenarios occurring during 
this protracted recruitment period Lauren maintained a 
positive and professional attitude both with candidates, 
internal departments and other agencies at all times. It was a 
pleasure to work alongside Lauren who took this challenge in 
her stride.

Whilst we continue to work collaboratively to improve our 
processes for recruiting the best candidates for our apprentice 
talent pipeline, I look forward to the challenges that the 2020 
recruitment drive will inevitably bring and working alongside 
Lauren again to ensure we achieve our Company objectives.”

JUDGES QUOTES

‘Strong submission - BAU and managing large 
volumes. Great feedback! The major innovation 
she has ideated, delivered and monitored. 
Great use of Hirevue’

‘A good mix of operational BAU and 
involvement in strategic TA projects including 
tech which she landed, used, delivered ROI and 
real business impact.’

OVERVIEW

Carrier make modern life 
possible by delivering 
ground breaking fire 
safety, security, building 
automation, heating, 
ventilating, air-conditioning 
and refrigeration systems 
and services.

We have of a history of 
more than 100 years of 
proven innovation, solving 
problems on a global level, 
and our innovations drive 
new industries. Our mission 

is to be the first choice for our solutions worldwide. We work 
every day to make the world a better place to live, work and 
play. Consistently ranked as one of the world’s most respected 
companies, we are also a pioneer of social responsibility, 
looking after the environment as well our people.

Across UK & Ireland we fill an average of 600 vacancies per 
year. From Engineering to Sales and from Apprentices to 
Customer Service. This includes temporary and permanent 
positions.

The annual apprenticeship recruitment for Carrier is the 
single largest recruitment campaign our team manages. 
The vast majority (if not all) of these apprenticeships have 
traditionally been orientated toward engineering, specifically 
within the HVAC and Fire & Security sectors. 

STRATEGY

In 2019 this changed. In addition to engineering 
apprenticeships, the business advised that they would be 
seeking apprentices across other disciplines, including 
administration, IT, Marketing and Customer Services 
numbering a total of 75 hires - a substantial increase on the 
figures we have had previously.

Lauren was the first user of Modern Hire (asynchronous 
video interviewing) which has been introduced to the team to 
initially assist with volume roles which she took to with great 
enthusiasm.

After the successful introduction of Modern Hire for the 
Apprenticeship program, Lauren was eager to implement 
it for the Security Monitoring Centre business unit which 
she manages the day to day recruitment of. The monitoring 
centre sees a high level of staff turnover due to competition 
from local business and a challenging shift pattern for it’s 
CCTV agents.  

DEVELOPMENT

Historically the entire UK&I TA team would have conducted 
apprentice telescreens to share the workload due to the 
vast number of applications we receive, however due to 
commitments and projects this would have been a near 
impossible task for 2019. 

The implementation of video interviewing has proved 
invaluable in reducing hours spent screening candidates, with 
a productivity saving of circa 420 hours on this campaign 
alone, which enabled Lauren to single handedly screen 
all applications - something that had previously taken the 
entire team to do. She also coordinated and arranged all the 
subsequent assessment event days across the UK&I.

Advertising on Indeed, CV Library, Total Jobs, LinkedIn & 
the GOV Apprenticeship site to attract the best candidates 
Lauren had thousands and thousands of applications to 
screen and shortlist to the next stage. 

RESULTS

As with any events there were constant last-minute 
changes, cancellations and frustrations which meant 
several late nights and early mornings for Lauren to ensure 
her nationwide stakeholder groups were kept engaged and 
informed throughout, but she managed it all with great 

Lauren McLean  
Carrier
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Outstanding Impact 
Transformation & Change

Sponsored by

• Redefining the recruitment process

• Reducing agency usage

• Building talent pipeline

• Providing management information

• Upgrading Taleo

• Measuring and the impact of a Diversity and Inclusion 
strategy

Candidate Success Manager - Suzanne Hutchings was 
appointed to allow RS to significantly turbo charge and add 
pace to talent acquisition delivery capability. She played a 
key role in mapping and measuring overall candidate journey 
across the European region. 

Data - In order to measure progress, performance, diversity 
and inclusion the need for accurate data was paramount. 
A project team with representatives from People Services, 
TA Team, People Business Partners and IT worked hard to 
ensure the data was cleansed and fit for purpose.

Employer Brand - In Corby, RS is recognised as being 
the largest employer and a contributor to the local 
community. However, in London and Europe this is not the 
case. Substantial investment went into attracting talent 
by upgrading the careers site, producing advanced job 
specifications, social media, events etc. 

Diversity & Inclusion- In April 2019 Jessica Chu was 
appointed as Head of Diversity, Inclusion and Engagement 
to underpin the global recruitment strategy and cultivate 
a sustainable inclusion programme that would ensure RS 
attracts and retains a diverse and motivated work force 
which in turn allows them to best respond to their client’s 
needs and meet their business objective. 

RESULTS

• Direct hires increased from 62% to 97% in 6 months. 

• RS were awarded Top 10 Employer for Indeed - Top-Rated 
UK Workplaces: Best in Technology The best technology 
companies to work for in the UK in 2019, based on 
employer ratings and reviews on Indeed.co.uk. 

• The Talent Acquisition Business Partners on eSift’s payroll 
have now been appointed full time TA BP roles with RS 
Components.

• The Resourcing team remained with eSift under the 
management of Geraldine Cole, but the contract was 
extended till Dec 2020, and based on the impact they 
have achieved on direct hires, Data Digital and Technology 
has been placed in the scope of the contract. 

The TA team achieved so much and there is so much more 
to do but eSift and RS have “MADE AMAZING HAPPEN” and 
taken the business from a very costly admin focused service 
to a true Talent Acquisition Service that has delivered beyond 
expectations.

JUDGES QUOTES 

‘They have a strong base now to grow year on year. 
Well done!’

‘Good example of short-term transformation in a 
large complex organisation. Well thought through 
structure and outcomes with additional supporting 
document. I liked the video.’

OVERVIEW

RS Components is a global trading brand of 
Electrocomponents plc, with UK headquarters in Corby and 
operating worldwide in 32 countries. The company supplies 
electronic components; electrical, automation and control, and 
test and measurement equipment; and engineering tools, and 
consumables via e-commerce, catalogues, trade counters and 
work with over 2,500 industrial suppliers. Their vision is to be 
the first choice for their customers, suppliers and their people, 
becoming the global provider of end-to-end innovations.

Prior to 2019, RS Components recruitment had been 
managed by a global RPO for 5 years. The process had 
been managed administratively and approximately 38% of 
recruitment was outsourced to agencies. This had huge cost 
implications and a lack of consistency in terms of quality of 
service with managers and candidates alike. In September 
2018, The RS board made the decision to give 6 months’ 
notice to the incumbent RPO.

STRATEGY

The Group Talent Acquisition Strategy was scoped, and the 
purpose defined – “To make amazing recruitment happen to 
identify the best, most diverse people who have skills, values. 
mindset and potential to help us realise Destination 2025.”

FROM RPO TO AN IN-HOUSE TEAM

In February 2019, eSift were appointed to support RS with 
their objective of establishing an EMEA in-house Talent 
Acquisition Team. 

The initial team consisted of 9 (4 Resourcers/4 TA Business 
Partners and a Head of Resourcing.) The TA BP’s were 
appointed to work on site and the resourcing team were 
located off site at the eSift offices in Fleet. eSift were 
instrumental in selecting and delivering an agile team to 
meet the immediate needs of the business. Emily Garvie was 
appointed in 2019 as Head of TA (EMEA).

DEVELOPMENT

The scope of the programme was very ambitious, but eSift 
and RS had to be realistic and “fix the basics”. The starting 
point was to appoint an agile and experienced team of Talent 
Acquisition Professionals supported by a Resourcing Team.

The majority of recruitment was in the UK (Corby & London) 
plus Northern & Central Europe. The functions included 
Commercial, Supply Chain, Sales & Marketing.

Frankfurt was going through a large transformation with 
a new leadership team and a relocation to new offices 
in Central Frankfurt. There was also a cultural change 
happening across the DACH region to attract a more diverse 
workforce and change the mindset of employees and 
managers.

In addition, RS had invested a 65-million-euro project to 
enlarge and further automate the distribution centre in Bad 
Hersfeld. 

Taking this into consideration, the UK and Germany primarily 
focused on:

• Improving candidate experience

• Promoting the RS brand

Supported by
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Effectiveness Award

Sponsored by

OVERVIEW

Western Union is a global leader in cross-border, cross-
currency money movement and payments with over 
10,000 employees worldwide. For small businesses and 
global corporations, families, and NGOs in the most remote 
communities, we continue to innovate, developing creative 
solutions to send money through digital, mobile, and retail 
channels, with an array of convenient options to meet 
business and consumer needs, helping grow economies and 
realize a better world.  

Our services connect the digital with the physical, integrating:

• our online presence in 75+ countries;

• our transactional mobile apps in 40+ countries;

• our retail network and it’s 550,000+ agent location in 200+ 
countries and territories; and

• our pay outs into more than four billion bank accounts 
and wallets in 100+ countries. 

Working in the communities we serve 
The Global Talent Acquisition (TA) team delivers to our 
business across North & South America, Asia Pacific (APAC), 
and Europe, Middle East, and Africa (EMEA). In all, we have 
~70 recruitment, sourcing, coordination, operations, and 
employer branding specialists. 

The EMEA TA team is based in the UK and provides 
recruitment support for 34 different countries across the 
region. This team delivered 12.5% of our global hires in 2018.

STRATEGY

Hiring in over 55 global geographies brought a variety of 
challenges to our team. We were asked to recruit in new 
locations, and worked quickly to understand the local 
market, identified where and how to locally advertise our 
positions, created standardized hiring practices based on 
local employment laws, and crafted localized employment 
contracts. With rapidly changing financial markets and the 
impacts of regulatory and compliance changes, we adapted 
our delivery to meet the business’s needs, often challenged 
with  high-volume recruitment and tight deadlines for hiring.

Our Regional Operating Centers in Costa Rica, Lithuania, 
India, and the Philippines work in local markets which are 
known to be extremely competitive given our competitors’ 
offshore businesses.  For these locations, we recruited from 
entry-level to senior management level positions.  At times, 
lack of qualified talent and changes in the financial services 
industry legislations and requirements impacted our desire to 
hire quicky. 

In 2019, our TA team transitioned its recruitment efforts 
from leveraging predominantly an outsourced RPO model, 
to insourcing with regular full-time Western Union 
Recruiters,  enabling us to improve the candidate experience 
and increase our ability to hire quality candidates. We 
also reduced the number of requisitions per recruiter, and 
hired Recruiters with specific language capabilities for 
better collaboration with stakeholders.  We also increased 
our recruiting tools and implemented LinkedIn Recruit, 
Gartner’s Talent Neuron for Talent Mapping, Social Talent 
for expanding our TA knowledge and skills, and identified 
localized niche job boards.

Learn more about what our TA team members love most 
about their work and some tips for potential candidates and 
aspiring Talent Acquisition professionals!

DEVELOPMENT

At Western Union, we follow an employee onboarding 
process called “Getting Started,” which is a structured 
onboarding framework with standardized templates, 
communications, and processes for a cohesive, yet localized, 
New Hire Onboarding experience. 

In 2019, we ran an Agile process across our Denver, 
Lithuania, and Costa Rica teams to identify improvements 
in onboarding including more effective communications and 
evaluating specific recruitment steps (ie, hiring manager kick-
off meeting and candidate screening templates). This project 
aligned with one of our Company ‘5 Betters’ - Better starts 
with process discipline and simplification.

The EMEA TA team also ran three large global projects. The 
first was a re-launch of the Social Talent training platform: 
designing five new TA specialist learning paths, having TA 
champions lead the project in each region, and hosting 
additional trainings for the TA organization, completing over 
1,500 hours of training in just three months.  We received 
positive feedback on these changes and offerings related to 
the learning paths.

The second project focused on the redesign of our job 
posting template. Early in 2019, the EMEA TA team wrote 
over 700 job postings using a “storytelling” style versus 
traditional job posting framework.  This format was designed 
to encourage candidates to see themselves in a role and 
was much more effective with regards to SEO. With the 
completion of enhanced Recruiter training, the creation of job 
adverts in this new style, process improvements, and quality 
assurance checks in place, we successfully progressed 
towards ensuring a better candidate experience.

The third project was the design of a Hiring Manager 
training. This training provided managers with an end-to-
end understanding of the recruitment process, and a deeper 
understanding of interviewing skills, as well as the importance 

of diversity with a focus on unconscious bias. The course 
provided standardized work recommendations with emphasis 
on recruitment and best practices to create an excellent 
candidate experience.  Managers received a workbook, 
documentation, and templates to use in their hiring process.  
We trained 250 managers globally with an intended quarterly 
cadence of training for all managers in the future.

RESULTS

In 2018, we implemented BIRST, a data-analytics tool which 
included a dynamic dashboard, giving recruiters access to 
relevant hiring metrics and data. We saw an increase in global 
hiring (up by +10% H1 2018 vs. H1 2019), and reduced our 
time to fill by 10+ days over the same timeframe (decreasing 
our time to hire for technology roles by more than 30 days.)

With our new job adverts, we saw a 1% increase in website 
traffic and online job applications in Q1, and a 4% increase 
in candidates screened for open roles. We also used gender 
bias and grammar checking tools for our new job adverts 
templates to ensure we attracted a diverse pool of candidates. 
During the last quarter, we saw our diverse candidate slates 
increase by approximately 5% across the EMEA region. 

During the transition from an RPO, we installed locally-based 
sourcing teams which led to reduced costs and expedited 
diverse and qualified candidates. In June 2018, we achieved 
a cost savings of more than $100,000 globally. Overall 
agency usage was down by 2% in H1 with forecasted cost 
savings of $450,000 for 2019.

The EMEA TA team successfully managed and adapted to 
these changes, transitioned to an  internal TA team model and 
utilized new tools which provided our business partners and 
customers with the most effective service possible, which 
also improved our candidate and hiring manager experiences.

https://business.facebook.com/WUCareers/videos/602446860449573/
https://business.facebook.com/WUCareers/videos/602446860449573/
https://business.facebook.com/WUCareers/videos/602446860449573/


THE STRATEGY TO SOLVE. 
THE TALENT TO TRANSFORM.
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finding, developing and retaining talent is more 
critical than ever. Talent Solutions delivers strategy, 
talent and data-driven insights across the full talent 
lifecycle, transforming your organisation from one 
that functions into one that truly flourishes.

BUSINESS AND TALENT ALIGNED
talentsolutions.manpowergroup.co.uk

© 2020 ManpowerGroup. All rights reserved.



38   |    #FIRMAWARDS     thefirmawards2020  #FIRMAWARDS     thefirmawards2020   |   39

Recruitment Team  
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Our team are at the forefront of piloting new tools and 
technologies having adopted Cut-e, SmartDreamers, Visage, 
Evie and Talent Neuron this year.

Emma took part in a panel discussion at In-House 
Recruitment event in London on Tech Talent. Emma has also 
rolled out our Returners programme this year, an initiative 
for helping individuals get back into work who have been 
unemployed for more than 2 years. Emma and Nick have 
lead ASPiRATIONS initiative around neurodiversity and how 
to bring this into the workplace.

Simon, Head of TA, took part in the RecFest panel discussion 
on the implementation and success of Artic Shores in our 
early careers recruitment and has presented on the UK digital 
recruitment strategy at the Smart Recruiters SocialTalent 
event in London. He also joined a panel at Glassdoor Best 
Places to Work UK event in London discussing our approach 
to Employer Brand and Glassdoor.

Recruitment Marketing Manager, Amelia Donaldson, spoke 
about Siemens STEM attraction at the ISE attraction forum in 
London.

Jenna leading our Diversity and Inclusion TA strategy project 
with a team of professional hire recruiters, has managed the 
development of a Siemens UK Vercida page.

Our TA team had a Hackathon tackling what our businesses 
want and developing a solution for it, winning idea won 
budget to implement their idea, project Kite (made up of our 
two interns) won and their idea has been implemented with 
success (3 months later)! 

BUSINESS FEEDBACK

“As an early career recruiting manager, the assistance I 
get from the whole recruitment team is excellent. I have a 
dedicated partner who assists me every step of the way from 
writing the role profiles, screening candidates to help with 
the assessment centres. The recruitment marketing side 
of the team are always on hand with to help with changes 
and tweaks to literature and webpages. As I run such a 
large scheme for Siemens I am always invited to calls and 
meetings to look at changes that are happening to any part 
of the recruitment process or anything that may affect the 
graduate development program. Without the support of the 
whole recruitment team my role would be far more difficult”- 

Lisa Todd-White  
Siemens Finance and Commercial Talent Manager.

“Scouting out and embracing new technology for Talent 
Acquisition has been a central aspect of the transformation of 
global TA at Siemens, and our UK team has frequently led the 

way - not only for Siemens, but for the industry. The team has 
also been a key contributor to the building of a trulyglobal TA 
community at Siemens, actively driving and participating in the 
global project team that successfully implemented and rolled 
out the first ever global (over 100 countries) Applicant Tracking 
System in Siemen’s history. This in turn has led to a number of 
the UK team developing in to global TA roles,and the team has 
been a great source of internal global talent for us.“

Gonzalo Ruiz Calavera  
Global Head of Talent Acquisition

RECRUITING MANAGER FEEDBACK

• Process was very efficient and effective with being kept 
up to date at all stages of the hiring process, which 
resulted in hiring a very experienced and professional 
candidate.

• My TA Partner was engaged in the process and took 
the time to understand my requirements and what was 
required in the role. The TA Partner was very Customer 
Focused and a pleasure to work with. They were very 
helpful and guided me through the process, step by step 
so I was clear of my responsibilities in the process.

• Great support from the team pre posting of the role, 
during the selection process and since the short listed 
candidate accepted the role. Thanks to all who supported 
the end to end process and for providing the successful 
candidate the relevant information and guidance on SBS, 
Pensions, BIK, shares options etc. A successful outcome.

• A well-managed service from start to finish

CANDIDATE FEEDBACK

“It was a refreshing change not to feel like a number. It 
was certainly the first time that I have been comfortable 
talking about personal aspects of my CV (e.g. caring 
responsibilities). To be able to talk about personal elements 
without feeling judged was frankly a new experience.”

“Considering two recent internal interviews (one successful 
the other not), I found both experiences to be fantastic. Great, 
clear communication from all parties; flexibility with interview 
times and on both occasions, I received feedback on my 
interview including transparency around scoring and how my 
scores had been arrived at and how I could have achieved a 
better one.”

It is not just what we have done, it is how we have done it - 
how we work as a team. We pride ourselves on our culture 
with maximum flexibility and great work life balance we still 
work hard, play hard, collaborate well with each other and 
with our partners internally and externally.

OVERVIEW

Siemens plc is a technology and engineering leader 
in in manufacturing, power generation and the smart 
infrastructure that creates cities and communities with 
offices in more than 200 countries. We are driving digital 
transformation at the forefront of Industry 4.0, and 
developing a range of futuristic technologies like AI, robotics, 
driverless cars and Mindsphere, a powerful insight into how 
future cities will connect to the Internet of Things. 

On average Siemens UK recruits 669 professional hires and 
400 graduates / apprentices / interns. Siemens UK generated 
revenue of £5 billion in FY18

We are responsible for attracting and selecting the best 
talent to ensure our businesses are able to achieve their 
strategic objectives which involves each and every single 
team member going above and beyond our operational 
roles. Outside of this the whole team gets involved in other 
projects which enhance our employer brand and help achieve 
our big impact goals such as shaping the culture of the 
organisation by educating and guiding our businesses on 
work life balance, enhancing diversity with our D&I initiatives, 
improving our service to our customers by ensuring 
continuous learning in our team using various methods and 
tools such as Social Talent Ninja training.

 Researching and trialling new tools and technologies to 
help us deliver a more efficient and effective service to 
our customers such as Evie, VideoMyJob, and with our 
candidates at the core, always ensuring they have the best 
experience from awareness and application through to 
joining and beyond.

Our professional hires team (talent acquisition partners 
and senior talent acquisition partners) are responsible for 
day to day operational recruitment, aligned to our different 
businesses to ensure they are experts in the industry and 
can truly partner with the business. The early careers team 
(senior talent acquisition partner and talent acquisition 
consultants and the apprentice) are responsible for end to 
end recruitment of all our graduates, interns and apprentices 
across all of our businesses.

We operate at a global level, collaborating with colleagues 
in other countries to learn and share best practice, we get 
involved in global projects and as a country, the UK team is 
seen as the country to watch in terms of how creative and 
successful we are in trying and implementing new ways of 
working, with our hiring manager and candidate satisfaction 
being one of the highest in the world.

TEAM ACHIEVEMENTS

The Early Careers team have had a record year bringing 400 
students into the business our biggest ever intake.

A key target this year was to improve gender diversity with 
the support of our Recruitment Marketing and University 
Engagement specialists, which is now 40% female, up from 
30% last year in an industry that averages 11%.

We hosted our award winning Sir William Siemens 
Challenge where 84 students in multi-disciplined engineering 
teams come together to build an automated device that 
brings to life the data collected by MindSphere – the cloud-
based Internet of Things operating system invented by 
Siemens, this event alone resulted in 25 hires.

We launched our new Digital Academy this year, which is 
a sponsorship and summer placement programme to give 
students the digital skills they need to help us lead the way in 
4th industrial digitalisation with 30 students joining over the 
next two years.

A target for the professional hires was to minimise agency 
spend, we have reduced this by 70% from £369,844 in FY18 
to £111,322 in FY19 with a total number of 669 hires. 

Recruitment marketing manage our Glassdoor page and 
encourage recruiters to drive reviews, Siemens placed in  
the top 50 best companies to work for and increased our 
rating from 3.7 to 4.3. Our UK CEO was placed 5th in the Top 
CEO list.

Vanessa, has been shortlisted for ‘In House Recruiter of the 
Year’ for IRP awards and has played a key role in developing 
and delivering training globally for the rollout of our new ATS 
tool, Avature.
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4,512 candidates have joined our online communities since 
May 2018. That’s a huge number, considering the scarcity of 
candidates across our industry.

4,244 of this number are actively interested in hearing about 
Balfour Beatty’s careers.

44 hires have been secured from the talent communities in 
2019, saving the business £303,600 in recruitment costs.

Increase in female hires in our September to July 18/19 
campaign, compared to September to July 17/18 with 
Graduate hires increasing by 7% and Apprentice hires by 1%.

Since joining the company in January 2017, Sam has made 
measurable improvements to the Resourcing team function 
as a whole and been instrumental in growing the services 
that the function now delivers across the business.

2107

• In-House Recruitment

• Managed Service

• Emerging Talent

2019

• In-House Recruitment

• Contingent Workforce

• Emerging Talent

• EVP & Employer Brand

• Internal Mobility

• Exec Recruitment

• Strategic Workforce Planning

• ET Youth Marketing

Within this timeframe, cost to hire has also been reduced 
from £1,304 to £351, while time to hire has been reduced 
from 64 days to 48 days.

RECOGNITION

“Sam provides exceptional support to the candidate 
engagement team and the encouragement that anything is 
possible. She had a vision that Balfour Beatty would become 
industry leaders in this field, and we’re confident that we’re 
now ahead of what any of our competitors at this time are 
doing with this level of engagement.”

Sam constantly challenges the team to evolve and push 
the boundaries further. We have built an exceptional 
candidate journey within the CRM. We can also better 
support colleagues by supporting their career development 
within the internal careers community – supporting their 
navigation through a redeployment process, and encouraging 
employees to help us build our workforce going forward. In 
Sam’s own words, ‘Go, run, be free!’” 

Lou Griffins  
Resourcing and Engagement Partner

“Sam is a fantastic leader who has supported the Emerging 
Talent Team through considerable change over the last 
two years. We have gone from a reactive function with little 
credibility, to an award-winning function that the business 
looks to for a great service and a quality hire.”

The change that her area has seen over the last two years is 
outstanding. It’s saved a lot of money for the business. And 
it’s turned the resourcing function into a centre of excellence 
– a real achievement in a business that faces huge 
challenges with volume, scarce skills and high demands.

Last, but by no means least, Sam is a big believer in 
empowerment. She allows her direct reports to own their 
functions. She’s always there with support, when needed. But 
she’s keen to encourage them to be brave, think differently, 
and make change happen. It’s an approach that has taken her 
team, and the whole resourcing function, to new heights.

OVERVIEW

Balfour Beatty plc is a UK-based multinational infrastructure 
group that focuses on construction and support services, as 
well as infrastructure investments.  There are over 15 000 
employees in operations across the UK, Ireland, Americas 
and South East Asia. Samantha Ramsay is the UK Head of 
Resourcing overseeing Candidate Engagement, Experienced 
Hire, Emerging Talent, Strategic Workforce Planning, 
Executive Recruitment, Contingent Workforce, Internal 
Mobility and Hiring Manager Capability.

Sam is a hands-on leader who has been involved in almost 
every project to come out of the resourcing function over 
2019. Projects include:

• Balfour Beatty’s new ‘Shape Everything’ employer brand, 
which she drove from the start, through to its continued 
implementation in the talent lifecycle

• A new delivery model for the whole function which has 
saved money and reduced agency spend

• A business-wide internal mobility project

• A striking new creative approach to attract and recruit ex-
Armed Forces professionals

• A bright and bold new creative campaign for emerging 
talent

• Establishing an internal exec search model

• D&I – actively encouraging the hiring of female talent in 
key positions, and encouraging speculative applications 
and conversations to support the D&I agenda of the 
business.

• Workforce planning, to help us continue to meet the ever-
changing needs of our business.

DEVELOPMENT

An industry-leading candidate experience Sam created 
a new Engagement team 2017, to focus on the proactive 

engagement of talent and talent pipelining. The aim of this 
function was to proactively attract and talent-pool top talent 
within scarce-skills jobs: Commercial, Engineering, Planning 
and Project Management. It also supported automated 
attraction, and the building of all other talent pools within 
Balfour Beatty.

A new internal careers community Sam’s vision is that she 
believes no-one should have to leave in order to find a new 
challenge. She tasked the Engagement Team to create an 
Internal Careers Community, which gave colleagues:

• A clear picture of internal opportunities across the wider 
business

• Support and advice on how to take control of their own 
career development

• Content to share in the market

• Rewards for introducing good people to the organisation 
and getting them to join talent pools.

Inclusive Referral Campaign There was a need to increase 
the number of referrals across the business, to support the 
hiring demand. But the current ERP was not inclusive to all 
employees. It was a bit dated, too. The new ‘Bring The Best’ 
introduction campaign was created to reward everyone who 
referred potential employees to the Talent Communities 
– not just those who are hired. It also increased employee 
advocacy across the business, by supporting BB employees 
to become ambassadors.

Implementation of a CRM and creation of the Candidate 
Engagement team Candidates join communities through 
various routes such as directly, through the careers site and 
some captured as part of the ATS rejection process. One of 
the biggest routes into the communities is through proactive 
approaches. These are about the community rather than 
careers, and invite candidates to be part of something unique 
to them, and their experience. In an industry that’s highly 
competitive, - building engagement is more important to lead 
to a higher quality of hire.

Samantha Ramsay
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RESULTS

AXA and the Arctic Shores team found that the fit score 
accurately predicted job fit. This was proven by the positive 
correlation between fit score and candidates offered roles 
– hired candidates had an average fit score of 73/100, while 
those sifted out initially had an average score of just 15/100.

AXA also achieved the following: 

• More engaging, tech-led candidate experience in line with 
the company’s rapidly innovating brand positioning – the 
assessment was fully branded to convey AXA’s unique 
identity

• Greater tangibility when it comes to measuring the traits 
required to succeed in the roles

• Faster, easier access to compelling data on candidate 
performance, with a fully automated feedback process

• Improved diversity by removing past experience as a 
contributor to understanding of job fit

The Arctic Shores assessment aligned perfectly with AXA’s 
priority to position themselves as a tech-oriented business. 
This is illustrated by a range of candidate feedback on the 
experience, showing improved perceptions of the brand:

• 88% of candidates confirmed that the assessment 
improved their perception of the AXA brand

• 89% said that they felt more excited to work for AXA after 
completing the assessment

• 87% noted that the assessment reduced test anxiety, 
allowing them to perform and express themselves more 
authentically

• 92% ultimately enjoyed completing the assessment

Further notable feedback included the following:

“It’s amazing to see such an innovative way of 
psychometric testing, and it kept me engaged 
and focussed throughout.”

“I thoroughly enjoyed the process, and I felt 
much more invested and focussed during it.”

“Fun way to take the edge off the ‘normal’ 
psychometrics. Refreshing! Made me want to 
work for a company that included this type of 
assessment.”

The assessment also helped AXA streamline their 
subsequent interview process. The comprehensive feedback 
report on every candidate let them probe further into specific 
candidate behaviours, where they may have scored outside 
of target ranges.

Finally, the data collection process set AXA up for additional 
long-term benefits:

• The AXA team now has the option to use data fed back 
from the assessment to further refine its fit profiles, using 
the candidates hired during this process as an additional 
benchmark

• The behavioural insight now available to the team can be 
used to support the development of new hires, ensuring 
both a clear path to their own improvement and improved 
business performance in the long-term

OVERVIEW

AXA is embarking on a massive innovation push, investing 
€200m each year to develop new products and business 
models. This drive to innovate also extends to how they hire.

The main challenges AXA faced were:

• Solving the uncertainty around job fit. They saw that 
many new employees were departing after just 3-6 
months, meaning high costs associated with replacing or 
upskilling unsuitable hires.  

• In the front-line, customer-facing roles, AXA needed to 
challenge themselves on how much experience new hires 
really needed to excel in the role.

• Finding an interactive, innovative solution (in line with 
their digital push), which offered real clarity on what 
“great” looks like.

STRATEGY

AXA wanted to understand the behaviours that drove its 
highest achievers to excel, namely in two roles: Personal 
Advisor and Claims Associate. 

So Arctic Shores’ team of business psychologists worked to 
pick out the key traits linked to top performers’ success in 
these roles.

They first built a deep-dive research framework for both roles, 
and then another to establish the company’s true values and 
culture. This was a five-step process – both quantitative and 
qualitative in nature: 

1. Human review of all job-relevant documentation (job 
description, competency framework, etc.)

2. High performer interviews

3. Line manager interviews

4. Stakeholder interviews

5. Invitation to a group of employees, of varying 
performance levels, to complete Arctic Shores’ behaviour-
based assessment

This broad insight let the business psychologists see (and 
validate) the natural behaviours indicative of success in each 
role. They were also able to distinguish the essentials from 
the ‘nice-to-haves’. In doing so, the team had developed a 
bespoke ‘fit profile’ for each role, giving AXA a clear view of 
what “great” really looks like.

This was only achievable through Arctic Shores’ ongoing 
investment in their in-house science team, whose work 
underpins the assessment’s use of tasks instead of questions. 

The tasks adapt established neuroscience experiments into 
an engaging, mobile-first experience. These let employers 
capture every candidates’ intuitive, authentic responses, which 
translate into their natural behaviours and overall ‘personality’.

In keeping with both AXA’s desire for greater diversity, and 
Arctic Shores’ commitment to industry best-practices, the 
team also conducted an adverse impact analysis on the fit 
profiles to prevent any inadvertent harm to minority groups.

DEVELOPMENT

The fit profiles were then presented back to AXA. After a 
follow-up Q&A, Arctic Shores set up a live campaign, inviting 
candidates to access the behaviour-based assessment by 
email. Candidates could access it on a range of compatible 
devices in their own time – presenting a more relaxed, 
convenient process.

Once they’d completed the tasks, their behavioural data was 
instantly fed back to AXA through their ATS. The data included 
both a top-level ‘fit score’ – just one number indicating how 
well each candidate matched the fit profile – and a more 
detailed ‘managers report’ outlining all traits measured. 

This process crystallises what sets Arctic Shores’ approach 
apart from those of its competitors. A bedrock of valid 
neuroscience and an engaging, interactive assessment 
meant AXA could finally see more in every candidate, 
resulting in an accurate picture of what drove success in their 
key roles. It also supported their goal to find a more inclusive 
approach, which would contribute both to stronger diversity 
and improved team performance.

In partnership with
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