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Evidence 3

Inbound Recruiting

HubSpot coined the term inbound marketing over a 
decade ago to describe a new way of marketing.

Inbound Recruiting is creation and distribution of high-quality, 
engaging content to influence a relevant candidate’s decision 
to apply to your opportunities.
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Evidence 3

Why does Inbound Recruiting matter?

It is estimated that 74% of job applications are started 
and then abandoned.

The “post and pray” model fails both employers and 
candidates in their quest to find the right fit.

According to NACE’s Benchmark Survey, 96% of employers
surveyed attended career fairs, but less than 28% found 
them effective.
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Evidence 3

Where does Inbound Recruiting Fit?

Attract

Engage

Nurture

Application

Compare

Hire

{Inbound 
Recruiting
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5 Steps for Inbound Recruiting

1. Identify Candidate Persona

2. Define Employer Value Proposition

3. Create Inbound Content

4. Distribute Content

5. Nurture Candidates

@ChrisBMotley
chris@betterweekdays.com
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BASIC CHARACTERISTICS
SCHOOL: Spelman College
MAJOR: Marketing
GPA: 3.5

FEARS
Student Loan Debt
Missing out of opportunities
Making the wrong career choice

PROFESSIONAL VALUES
Energizing others
Helping people
Maintaining order

COMPETENCIES
Reading Comprehension
Active Listening
Critical Thinking

STEP 1: Identify Candidate Persona
Meet Sarah

SKILLS
Email marketing
Creating infographics
Video production

@ChrisBMotley
chris@betterweekdays.com

Career Services: Help 
employers understand your 
students better.
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STEP 2: Define Employer Value Proposition
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To ___________ who ______________, Better Weekdays 

is the _________________ that ______________ because 

______________, ______________, and ____________.

Target Need

Competitive Set Unique Point of Difference

@ChrisBMotley
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university recruiters
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want to 
increase brand awareness

first inbound recruiting platform engages college students

match your roles with most 
compatible candidates 

standardize company 
content for easy discovery

allow you to efficiently 
answer their questions 

We personalize the candidate to reduce cost per 
hire.

HEADLINE:

@ChrisBMotley
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Sarah
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is interested in marketing roles

growth stage startup
allows you to  develop 

an innovative brand

provide a supportive 
“get it done” culture

raised millions from 
a billionaire

solve a challenge you have 
experienced first hand

@ChrisBMotley
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Help us personalize career pathways for your friends and 
peers.

HEADLINE:

Career Services: Help employers keep it simple! 
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STEP 3: Create Inbound Content
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Content Themes and Multimedia

• Projects

• Simple Job descriptions

• "Day-in-the-Life"

• Innovation

• Community Impact

• Career Progression

• Videos

• Blog posts

• Company News

• Infographics

• Images

Themes Multimedia

@ChrisBMotley
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Career Services: Help employers create content that will connect with 
your students! 
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How do we know Sarah is the right 
“fit”?

Competencies 
& 

Skills

Brand 
Engagement

Goals, 
Aspirations, 

Values

The combination of these data 
points help to identify the most 
relevant candidates.

High Quality
Candidate
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STEP 4: Content Distribution

Invest in platforms that:

• Focus on college students & recent graduates

• Standardize content

• Use modern user experiences for content discovery

• Prioritize privacy of students

• Provide no “dead-ends” and “black holes”

• Measure engagement

@ChrisBMotley
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Career Services: Help protect the user experience of your 
students! 
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STEP 5: Nurture Candidates

1. Refresh content

2. Monitor what is being asked

3. Be transparent about the process

@ChrisBMotley
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Career Services: Support students and employer by being the 
ultimate facilitator during this step!
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WHY THIS IS IMPORTANT

1. Students become net promoters of employer 
brands by sharing content

2. Hires are more likely to be retained

3. Data helps for more informed decision making in 
the future
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