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The world of HR and recruitment is in the middle of a 
monumental shift. Most significantly is the adoption 
of technology that is increasingly pervading all aspects 
of their people strategy. And with these shifts, some 
fundamental principles need to, and ARE changing. 

employers are feeling the strain of the so-called “talent gap” more than ever before, 
and as recruiters seek the best-fit candidates in an increasingly compressed market, 
the pressure to find the most efficient and affordable hiring strategies has mounted. 
however, as 37% of uK workers plan to change jobs this year, recruiters also have 
plenty to be excited about.1  

perhaps the most notable change to hR strategy is that recruiters are no longer treating 
candidates like candidates – they’re treating them like consumers. This means that, 
much like a company would court a retail customer, the goal is to create the best 
possible experience for candidates before, during and after the hiring process. 

for employers, curating the most positive employment atmosphere has become just as 
important as finding the ideal candidate in the first place. in fact, a recent study of 2,000 
uK employees by the association of accounting Technicians found that over 80% of 
workers said that a pleasant work environment was more important than salary.2 
 
The idea is that leveraging real, tangible relationships and building meaningful 
interactions into recruitment processes is a bigger driver of candidate engagement than 
any standalone careers page could ever be. The end goal is to create an application 
process that produces a vocal champion of the brand in each candidate – regardless of 
whether or not they were offered the job. 
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1 http://www.cityam.com/206404/more-third-uk-workers-plan-change-job-2015-here-are-eight-reasons-why
2  https://www.aat.org.uk/about-aat/press-releases/britains-workers-value-companionship-recognition-over-big-salary



demographics have also shifted. Recruiters have been steadily increasing their efforts to 
find younger candidates more than ever before, hoping to attract an age group – made 
up of graduates and recent graduates – that’s more fluent and actively engaged with 
technology than any cohort in history. This means that recruitment strategies have to 
employ technologies in a wide-ranging, authentic manner that speaks to the experience 
of young recruits. 

But not exclusively – smart employers are searching for skills from across the age range, 
determining a candidate’s suitability by their relevance rather than their point in their career.

But in an interesting twist, this young set may be less likely to understand and 
adequately prepare for the hiring process than any other demographic, according to 
a cipd study.3 for these reasons, young candidates’ only barometer of a company’s 
culture is internet hearsay and the social posts they read on job search websites. Thus, 
candidate experience, particularly when it comes to engaging recruits through digital 
channels, is the most important criterion for a fruitful job search. 

so whether companies like it or not, adopting technology has become more than just  
a recommendation – it’s a requisite tool for current and future success.

and there is enormous power in implementing systems that ensure positive candidate 
experiences. Because when it’s handled effectively, the recruitment process can become 
a self-driving vehicle. 

a Talent Board survey of 95,000 uK and north american employees found that 47% 
had no previous relationship with their employer before applying.4 of those 45,000 
employees, 41.1% felt that company values influenced their decision to apply more 
than any other factor. When your employer brand resonates with a candidate, they  
can quickly make the transition from unknown stranger to your most loyal asset. 

Keep the end  
Goal in Mind

Know your  
audience

41.1% felt that company 
values influenced their 
decision to apply more 
than any other factor

The evoluTion of RecRuiTmenT and  
candidaTe expeRience: Key fuTuRe milesTones 

04

3 http://www.cipd.co.uk/binaries/marsvenus%20final%2030%2004%2013.pdf
4 http://www.thetalentboard.org/talent-board-shares-findings-of-2014-candidate-experience-research/



But before you begin acquiring new technologies, 
remember that a recruitment search isn’t good 
for anything if you don’t understand your target 
demographic. 

This means taking a somewhat forensic approach to candidate research – the idea is 
to discover who your living, breathing candidates are, uncovering their particular skills, 
weaknesses, and even what they like to do in their free time. 

This will position you to be as responsive as possible to the needs of particular 
candidates as your search progresses. and when personifying a particular demographic, 
try to ensure your mental picture of every candidate is fluid, and can adapt to each and 
every new data point. 

more than just appealing to candidates’ career interests, this lays the foundation for 
genuine future relationships. and by getting an understanding of how your candidates 
understand the world around them, you paint a picture of how they receive your brand.

When you curate an ideal candidate experience, recognise that no solution will be 
perfect. instead, the name of the game is agility – keep polishing your processes 
until they’re at their most efficient. in an era where employees can post immediate 
feedback to social channels about the quality of life at a company, it’s important to 
constantly keep your ear to your ground about anything that might affect employee 
and candidate morale.5 future recruits are listening, too. 

respondinG 
to FeedBacK 
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5 http://www.glassdoor.com/index.htm
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According to Nielsen  
research, 84% of people  
trust recommendations  
from people they know  
more than any other type  
of recommendation

The development of a successful company culture is tantamount to creating a 
successful candidate experience, and is much more process than product. That’s 
because an effective (and enjoyable) company culture is not the end result of a 
marketing campaign – it’s formed by the sum total of your employees. That is to say, 
company culture emerges naturally. The job of the recruiter is to find that thread and 
weave it into a presentable, consistent message. and as a word of caution – this can’t 
be faked. 

This is a balancing act you want to stay on top of, as the unsolicited opinions of employees  
– so called “earned advertising” – are the most powerful marketing tools in existence. 

according to nielsen research, 84% of people trust recommendations from people  
they know more than any other type of recommendation. 

What’s more, employee-provided content reaches an audience that’s an average  
of seven times larger than that of a marketing team. To put that in perspective,  
200 of your brand advocates are able to produce 600 pieces of unsolicited content, 
and an astounding 14,000 social engagements, free of charge.6 if ever there was a 
self-perpetuating machine, this is it – but it all depends on your employer brand and 
whether you’re providing positive candidate experiences.

cultivatinG 
selF
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6 http://www.nielsen.com/us/en/insights/news/2013/under-the-influence-consumer-trust-in-advertising.html
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81%

After the campaign, our customer found 
that 81% of participants left with positive 
feelings about the firm from seeing these 
presentations, and an astounding 91% 
attended assessment days.

So how do these strategies manifest themselves 
today? There is no one clear answer, and companies 
have tried varying methods to achieve their candidate 
experience goals. 

Remember, leading with technology first is always an ineffective strategy – your solutions 
should stem from an involved understanding of your candidate base and its needs. 

The easiest way to achieve this is to maximise inclusivity. curating a system designed to 
find best-fit candidates – at the risk of alienating everyone else – will not drive your talent 
search to new heights. you want to cast as wide a net as possible, and to achieve this 
end, any technology you use should be fair, ethical, and transparent. if you have a good 
system, it’s in your best interest for that process to be as visual as possible. similarly, your 
technologies should be simple and easy-to-use – any clunky functions can easily drive 
recruits to a competitor with a smoother application system. 

one idea has been to make effective use of social media channels, which can actually 
perform a good degree of the marketing legwork for you. for example, creating a custom 
Twitter hashtag can drive positive engagement among employees and candidates alike. 
Without your asking, users will naturally spread a company’s culture throughout their 
networks. The tag should be brand-specific, yet generic enough for users to share any 
exciting news relating to the company, eg. #yourcompanylife, or #launchpadmoments. 

all technologies should drive interaction. one fascinating example comes from a case 
study from one of our high profile retail customers. They were dealing with the particular 
problem of receiving thousands of job applications from recent graduates, while 
simultaneously experiencing abysmally low attendance rates at graduate assessment 
days. To engage candidates, the customer partnered with launchpad to create and 
promote exciting, dynamic online video presentations detailing why the retailer is a 
compelling employer. 

after the campaign, our customer found that 81% of participants left with positive 
feelings about the firm from seeing these presentations, and an astounding 91% 
attended assessment days. as it turns out, candidates weren’t disinterested with the 
company at all! They just needed a way to interact with their brand – a problem easily 
solved with the right technology.

ForM 
Meets 
Function



7 https://careers.easyjet.com/cabin-crew/try-before-you-fly/
8 http://www.glassdoor.com/overview/Working-at-google-ei_ie9079.11,17.htm
9  https://www.google.com/about/careers/?utm_source=house_ads&utm_medium=paid_media&utm_

campaign=online/paid/house_ads&gclid=coaW_pKflsccfQguaQodR6Qh6Q#src=online/house%20ads/BKWs

“ You can hear genuine employee 
testimonials, which offers the 
chance to actually learn the 
specific ins and outs of the job 
before applying – including the 
less than glamorous aspects.” 

Transparency is also a theme that pervades the current trend of positive candidate 
experience, and for good reason. one of the best examples of giving candidates a real 
view behind the company’s front door comes from easyJet.7 The airline carrier’s careers 
site, for example, contains interactive questionnaires and games that put you in the 
shoes of a working employee. 

By conveying total honesty about its goals and expectations, easyJet weeds out bad 
fits while luring in recruits who are truly invested in the brand and its employment 
opportunities.

similarly, communicating expectations is paramount. google, one of the world’s top 
employers in terms of both quality of work and happiness of its employees, sets clear 
goals from the beginning of the hiring process.8 on their careers page, they outline 
precisely what they expect from quality hires and how they envisage a future employee 
engaging with the company.9

more than anything, they emphasise their respect for all potential candidates, treating 
each of them as if they were already important recruits. as a result  – regardless of 
whether they were offered the job or not – candidates leave the interview room feeling 
like they’ve been treated with the dignity they deserve. Thus, the overwhelmingly 
positive candidate and employee receptions of google should come as no surprise. 

always Be 
honest 
aBout your 
expectations 
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Google, one of the 
world’s top employers in 
terms of both quality of 
work and happiness of 
its employees, sets clear 
goals from the beginning 
of the hiring process.

  http://www.glassdoor.com/overview/Working-at-google-ei_ie9079.11,17.htm



looKinG 
Forward

Most broadly, companies should strive to create a 
recruitment ecosystem that is catered to their specific 
company – not just what their image of innovation 
looks like. And achieving that goal takes serious 
introversion and research. 
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one
MoBile taKeover

With the dramatic proliferation of mobile 
devices – 5.2 billion mobile phones and 1.6 
billion smartphones globally, according to 
forbes  – recruitment will increasingly and 
perhaps almost exclusively come to rely on 
mobile-driven interactions.

fouR
social sensinG

as the aggregation of big data continues, 
emerging digital trends will be increasingly 
applied to psychology and science. With 
such data sources as tweets, social profiles, 
and blog posts, recruitment firms will 
develop “social sensing” systems, which will 
be able to gauge perceptions – and the 
cultural fit – of vast user bases in real time.

TWo
internet oF thinGs

 The digitally interconnected network of 
inanimate objects, known as the “internet 
of Things,” will need to be fully understood 
by all employees. ultimately, hR operations 
will be transformed into fully automated 
systems that update in real time. data will 
be king, fostering a culture of transparency 
in which decisions are made based on 
strong analytical trends.

five
data points

finally, we will see dramatic changes to 
the way we evaluate performance. as hR 
departments begin to collect an immense 
array of data points from each and every 
employee, companies will be able to track 
nuanced performance metrics over a 
candidate’s entire lifecycle, reflecting past 
trends and optimal future strategies.

ThRee
Foundational 
chanGes

 foundational changes will be made to 
the way recruitment operates. as online 
job boards and networking sites grow 
exponentially, the playing field will be 
leveled between employers – the whole 
world will see what you have to offer with 
just one touch of the finger. 

ultimately, technological and cultural changes will have transformative effects on the hR industry. To that end, we have identified five 
themes that should be a top area of focus for every recruiter in the coming decade.



our
huManitarian 
approach

want to 
Know More?

for launchpad, the overarching theme of these trends is a strong need for increased 
engagement with candidates in a way that is genuinely human. as we strengthen our 
ability to digitally appeal to and evaluate employees, that ability should be put to use by 
connecting with recruits on a simple, human level. The ultimate candidate experience is 
one in which both parties form tangible, lasting relationships, and are made better for 
their participation. in a word, the core takeaway quality is communication. 

The more we strive to project our company brands to vast quantities of hires, the more 
personalised and open hiring can become. Though some firms still regard technological 
innovation as a costly obstacle, it will ultimately figure as an opportunity to find the 
candidates who will take your company mission to heart. 

© copyRighT launchpad 2015

The ultimate candidate 
experience is one in which 
both parties form tangible, 
lasting relationship

launchpadrecruits.com 

launchpad Recruits

facebook.com/launchpadRecruits

@launchpadhQ

http://www.launchpadrecruits.com/
https://www.linkedin.com/company/launchpad-recruits
https://www.facebook.com/LaunchPadRecruits
https://twitter.com/LaunchpadHQ


We’re connected by 
the notion that the 
world of recruitment 
and HR technology 
can be a beautiful 
experience for all users


