enriching the
employee experience

what you
will learn
today.

1

4

2

5

3

6

why invest in
employee experience.

mapping your
employee experience.

attracting and keeping
the best people.

reimagining your employee
value proposition.

creating your
blueprint.

promoting your
employee experience.

hello.
The employment market in Hong
Kong has experienced strong
momentum in the past twelve
months. Unemployment rates
are at a 20-year record low and
the economy is due to expand,
supported by an improving
global economy, steady domestic
consumption and focus around
the greater bay area.
Despite the positive market
outlook, human resource
professionals continue to face the
same challenges around attracting
and retaining good talent.
In our latest white paper,
‘Enriching the Employee
Experience’, we dive deep into
insights from our annual research
to help companies improve their
talent strategies with a focus on
the employee experience to gain a
competitive talent advantage.
Employee experience is the
sum of perceptions employees
have based on their interactions
with the organisation. A
positive employee experience
encompasses all of the various
touch points throughout the
employee’s life cycle - from
applying for the job to the eventual
departure. These interactions are
greatly influenced by workplace

environment and culture, rewards
and recognition, interactions with
colleagues and senior leadership
as well as the technology that is
being used daily.
We believe that a positive
employee experience holds
unlimited potential to strengthen
your employer brand. This, at the
same time, improves workforce
productivity, employee attraction
and retention. That is why
employee experience is crucial
to any meaningful conversation
about employer branding.
You’d probably agree that people
can be your greatest advocates or
detractors. In fact, an employee
referral or testimonial from a
trusted source can do more to
attract the best talent than any
recruitment marketing campaign.
On the other hand, a negative
candidate or employee experience
that is incongruent with the
values and promises made, can
cause damage to the employer’s
reputation.
Staff have never been more
empowered to communicate
what it is truly like to work at an
organisation giving candidates
access to information at their
fingertips. Glassdoor, Google

reviews and other popular
social media platforms have
now become credible research
channels. These platforms
provide an authentic look into the
employee experience.
To that end, leading companies
recognise the value of nurturing
and sharing authentic stories
of their people. These great
workplace experiences speak
louder than a corporate brochure.
Organisations that give focus
to not only talent attraction
and retention strategies but
also prioritise the employee
satisfaction and experience stand
to benefit and thrive from having
a happy, productive and engaged
workforce as well as a powerful
employer brand.
Our latest Employer Brand
Research surveyed more than
4,200 employees and job seekers
in Hong Kong this year to find out
what are their perceptions of Hong
Kong’s 103 largest commercial
companies. I’m excited to share
the results and insights of this
research. It can guide you towards
unlocking your competitive talent
advantage, and retain your best
talent as loud and proud brand
advocates.

Natellie Sun
Managing Director
Randstad Hong Kong
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why invest in
employee experience.
With greater use of technology and increasing
transparency, the control a company possesses
over its employer brand is shifting.
Employees are no longer afraid to
speak out about their experiences
and websites like Glassdoor are
making it easier for these to be
shared with the world.

According to iCIMS’s Modern Job
Search Report, nearly one in three
workers have declined a job offer
due to negative online reviews (1).
Even high-profile companies such
as Uber, Amazon, and Google have
previously suffered the damage of
current or former workers publicly
voicing their discontentment,
whether online or in the media.

In an effort to prevent these
dangerous ramifications, it has
become commonplace for
organisations to heavily invest
in engagement programmes.
However, research has
demonstrated that these ventures
are, in fact, largely useless and
unproductive.

A study by Gallup (2) estimated
that less than 13% of employees
around the world were actively
engaged in their workplaces. This
is unsurprising, as workers know
what engagement programmes
seek to achieve and, as a result,
often feel manipulated.
On the contrary, the employers
who are successfully making
gains are the ones who are
diverting their focus beyond the
realms of employee engagement
programmes, towards employee
experience.

Research collating more than
200 academic studies found that
happy employees demonstrated
31% higher productivity at work (3).
Likewise, Jacob Morgan’s analysis
of 250 organisations revealed
that companies who invested in
employee experience reported a
profit that was four times greater
than those who did not (4).
Intriguingly, these same employers
were also 11.5 times more likely to
appear in Glassdoor’s Best Places
to Work and were 2.1 times more
likely to be listed in Forbes’ World’s
Most Innovative Companies.
Leading organisations are creating
a productive workforce that
consistently delivers superior
performance via a positive
employee experience.

<13%
31%
employees actively
engaged in their
workplaces

higher productivity
demonstrated in
happy employees

We know from research that having a
positive employee experience will lead to
higher advocacy, higher empowerment
and stronger buy-in; all proven to lead to
better business results.
Natellie Sun
Managing Director
Randstad Hong Kong
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mapping your
employee experience.
We are now in the age of digital disruption,
a phenomenon that has significantly changed
and simplified our lives in the last 20 years.
While it has brought much
opportunity, it has also provided
equally daunting challenges for
companies. Living in a post-digital
world has enabled us to do more
than ever with just a simple tap
or swipe. Consequently, people
now expect their job to match
the seamless brand experience
provided to them outside of work.
Organisations must rise to this
challenge or risk losing out to
competitors.

To successfully emulate this
seamlessness, employers must
first evaluate the current employee
journey. Every company shares
similar key milestones that impact
their employee experience,
including candidate attraction,
recruitment, onboarding, staff
development, management, staff
exits and alumni. Mapping out the
entire journey gives an idea of the
current landscape and clarifies the
direction needed to be taken.

key milestones that impact the employee experience

candidate
attraction

onboarding

staff
exits

recruitment

staff
development

management

alumni

experts suggest that each milestone should be
explored in relation to three broad categories: (5)
cultural
Once thought of as the sole
aspect of employee experience,
culture now encompasses many
aspects of the business that
define the organisation’s brand
personality.
For an employee, culture is more
than the general ‘feel’ of the
workplace. It takes into account
how staff feel about the work
they do, interactions with their
colleagues, their roles within
the wider organisation, and
expectations of them in the short
and long-term. It also impacts
upon how other people perceive
the company.

According to a JWT INSIDE
study (6), 87% of people joined a
company for their culture, while
eight in ten departed for the very
same reason.
Furthermore, one in two people
stated that they wouldn’t choose
to work for a company if the
culture was not the right fit.
Instead, 97% agreed when
selecting an employer, the
company culture had to be aligned
with their personal vision and
values.

Cultural elements that employers
need to address include:
• overall salary, compensation and
employee benefits
• organisation structure and
hierarchy
• workplace atmosphere and
activity levels
• open, honest and transparent
communication from coworkers
• career experiences over
progression
• inclusion, diversity, and equality
• job satisfaction, autonomy, and
trust
• regular, actionable and proactive
on-the-job feedback

employer spotlight
KPMG places a strong emphasis
on telling their company story and
helping employees understand the
impact their contributions have
on the business, giving workers
purpose and a sense of belonging.
It is valuable to recognise that
even the seemingly small aspects,
whether physical, technological
or cultural, will influence an
employee’s perception of their
workplace. Consider your
employees as your ‘customers’. It
is your responsibility to maintain
a high level of service as they go
about their roles.

• availability and abundance of
communal spaces, tables and
breakout areas

Promoting a superior employee
experience requires employers to
provide the following:

• number and variety of meeting
rooms and professional group
working spaces

• the latest software, programmes
and processes

• temperature control, air quality,
cleanliness and inflow of natural
light

employer spotlight
Airbnb actively involves its
employees in assisting in the
design of communal workspaces.
Learn more about employee
experience at Airbnb in
chapter four.

• high-speed broadband and
Wi-Fi connectivity levels
• newest communication
programmes and devices
• shared channels to
communicate project updates,
collect feedback and address
concerns
• collaboration tools and platforms
that allows people to work on
projects virtually

physical

technological

• tools that encourage ownership
and independence

Workspaces should be specifically
designed to allow employees to
be healthier, happier and more
productive. They also break
down the silo between teams
and encourage them to work
across multiple functions. Those
responsible for designing the
physical workspace need to
ensure that the overall employee
experience is at the heart of this,
including:

According to Randstad’s Employer
Brand Research 2018 (7), workers
look for opportunities to work with
a company equipped with the
latest, state-of-the-art technology.
On a foundational level, this means
ensuring that they have everything
they need to carry out their duties
most efficiently and effectively,
such as having access to virtual
meetings and online chat rooms.

employer spotlight

• everything that people see, hear,
smell, touch and taste
• surroundings of the workplace
such as plants and greenery, art
and light
• quality of the office equipment
that include working desks,
chairs and vending machines

Staying ahead demands
organisations to invest in data
collection and analytical tools
that drive automation, machine
learning and artificial intelligence.
These are tools that shorten
workflows and allow companies to
refocus their resources on other
parts of the business.

Randstad employs AI to ease
the meticulous process of
screening, assessing, matching
and interviewing thousands of
candidates. With these innovative
tools, recruiters help job seekers
secure a career within a shorter
time frame and HR managers are
able to fill roles faster.

case study changi airport group.
Changi Airport Group (CAG)
oversees the operations and
development of Changi Airport in
Singapore.
In 2018, Changi Airport was voted
Skytrax World’s Best Airport
for the sixth consecutive year,
as well as being chosen as the
most attractive employer by local
citizens after winning first-place
in the prestigious Employer Brand
Awards in 2018.

Justina Tan, CAG’s Managing
Director of People, draws a distinct
parallel between delivering
an extraordinary employee
experience and being able to
consistently achieve customer
delight. “Exceptional people
create an exceptional experience,”
she explains. “In turn, potential
recruits see the passion we bring
to our work and the wonderful
sense of community within the
airport. They then want to be part
of that.”

The question must be asked – in
one of the world’s tightest and
most competitive labour markets,
how does CAG ensure that their
talent acquisition and retention
strategy remains effective? What
are they doing to nurture their
sense of community when there
are more than 200 companies
operating within CAG, and what
role do these interventions play
in developing the employee
experience?

CAG has just 1,800 employees,
while Changi Airport’s total
workforce is around 50,000
people. Through a ‘One Changi’
company philosophy, CAG
promotes a collective effort
towards delivering great service
across the business. Embracing
the wonders of technology, the
company uses both a ‘community
app’ and a One Changi TV network
that keeps the entire workforce
within the airport connected.
But what truly drives the One
Changi spirit is a culture that
encourages informal dialogue
and interactions. People swap
information and ideas, and if they
need to overcome any issues,
employees feel comfortable with
sitting together and devising a
solution.

Various onboarding and career
acceleration programmes are also
delivered by top management to
provide employees with a range of
opportunities for developing their
professional capabilities.
Carefully cultivating their
employee experience has proved
to be a success at CAG. The
company has earned itself 100
volunteer ambassadors who
enthusiastically participate in
career talks, fairs and road shows,
all exhibiting the passion that lies
at the heart of the organisation.
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attracting and keeping
the best people.
Although an employee remaining loyal to only one
employer for their lifetime may now seem like an
outdated concept, it is imperative that organisations
still make worker retention a priority.
One of the biggest challenges HR
professionals have faced in the last
three years is employee retention
and turnover. The cost of replacing
a middle-level employee, as a
general estimation, is around onefifth of their annual salary, and this
cost will only increase with each
progressive level of management
(8)
. Not only does retention have a
financial impact on the business,
but it also affects recruitment
pipelining.

In keeping your best employees
on board, you effectively generate
a strong leadership pipeline
that secures the future of your
company.
Employee experience lies at the
crux of the solution, and plays
a pivotal role in constructing
a sustainable employer brand.
The first step is to have an
understanding of the key factors
behind workers’ decisions to stay
or leave a company.

Randstad’s Employer Brand
Research 2018 (7) revealed 22
per cent of employees changed
employers in 2017, while an
average of 33 per cent of
employees across the Asia Pacific
(APAC) were planning to leave
their current role in 2018. This
trend was especially prominent
among the millennial age group
in The Future Workplace ‘Multiple
Generations at Work’ survey (9),
where findings communicated 90
per cent of millennials would leave
their current job in less than three
years.

When it comes to building a sustainable employer
brand, know that it doesn’t happen overnight.
While data and insights play a part in strategy,
there’s no perfect science to building adoption,
but the return on investment can be enormous.
Compelling stories that are told with authenticity,
and change and evolve with the company culture
have the power to improve time to fill, retention
and referrals – and that’s just the beginning (10).
James Foley
Global Senior Vice President, Employer Brand
Randstad Sourceright

employees planning to
change jobs in 2018

employees planning to
change jobs in 2017

Australia

30%

32%

China

29%

30%

Hong Kong SAR

35%

39%

Malaysia

37%

35%

New Zealand

30%

26%

Singapore

38%

39%

employees who
changed jobs in 2017

Australia

20%

China

17%

Hong Kong SAR

26%

Malaysia

22%

New Zealand

21%

Singapore

23%

why are employees seeking to leave?
The 2018 Randstad Employer
Brand Research further highlighted
that employees seek to leave when
there is a lack of visibility over their
future with the organisation, poor
work-life balance and when they
feel unchallenged by their role.
Alternatively, employers who were
committed to workers’ long-term
health and career successes were
more likely to benefit from a lower
attrition rate.

Instead, employers must look
at their employees’ work and
personal aspirations holistically
to formulate a strategy that will
leave a positive and memorable
impression on them. They
need to complement workers’
career development needs, and
provide them with rewards in
the form of recognition or career
advancement opportunities.

It is also clear that while
employees look for better salary
and benefits from an ideal
employer, it is not the number one
reason people give for leaving
their jobs. These short-term
benefits no longer drive workers to
stay with an organisation.

top reasons why APAC employees seek to leave their jobs

limited
career path

insufficient
compensation

work-life
balance

Australia
limited career path
insufficient challenges
work-life balance
compensation too low
insufficient flexible working

41%
35%
35%
27%
27%

China
limited career path
work-life balance
compensation too low
insufficient challenges
lack of recognition/rewards

41%
35%
34%
33%
28%

Hong Kong SAR
limited career path
compensation too low
lack of recognition/rewards
insufficient challenges
work-life balance

53%
45%
32%
30%
25%

Malaysia
limited career path
compensation too low
work-life balance
lack of recognition/rewards
poor leadership

44%
41%
31%
30%
29%

New Zealand
limited career path
insufficient challenges
compensation too low
work-life balance
lack of recognition/rewards

46%
38%
34%
34%
28%

Singapore
limited career path
compensation too low
insufficient challenges
lack of recognition/rewards
poor leadership

49%
38%
31%
31%
31%

how to retain good people
salary and benefits

work-life balance

job security

Every person wants to receive fair
compensation, so it makes sense
that ‘salary and benefits’ ranks
first.

There is an obvious upward trend
in employees wanting to lead a
balanced lifestyle. Even though
having greater autonomy at
work provides employees with
the means to improve work-life
balance, it is not all about having
agility.

When an employee’s concern
about the future of their job is
left unanswered or ignored, it
impacts their engagement and
performance at work. However,
job security is more than the staff
knowing that they have a safe
chance to either continue working
with their current organisation,
or work for a company in the
future. People want to know
what is happening within their
organisation and how it may
impact them, as nobody takes
kindly to unexpected news that
has a direct impact on their ability
to do their job.

Benefits that reduce an
employee’s take-home pay or base
salary, and those that are only
boosted through performance
bonuses are counterproductive to
the overall employee experience.
However, paying them a fair salary
will help them focus on what really
makes them happy at work.
It is up to companies to ensure
that their staff realise the full value
of their salary and benefits. This
mutual understanding fosters
a greater sense of appreciation
for their remuneration package
and builds workers’ trust in the
employer.

Technology has given people the
ability to access information and
work anywhere, anytime, but it has
also made staff feel compelled to
be always-on, having to bring work
home or work during important
family events.
Work-life balance is about having
the opportunity to continue
to grow and develop, inside
and outside of the workplace.
Organisations need to investigate
where work sits in an employee’s
life and understand how much of
their time is spent on work each
day, compared to how much time
they actually want to give to work.
Giving them work-life balance will,
in turn, lead to employees who
exhibit greater commitment and
pride over the work that they do.

top reasons why APAC employees stay in their jobs

salary and
benefits

work-life
balance

job
security

Australia
work-life balance
job security
good location
salary and benefits
flexible working arrangements

45%
42%
42%
40%
33%

China
salary and benefits
job security
good location
work-life balance
financial health

54%
42%
42%
41%
40%

Hong Kong SAR
salary and benefits
work-life balance
job security
financial health
good location

56%
52%
48%
40%
38%

Malaysia
job security
work-life balance
financial health
salary and benefits
pleasant atmosphere

57%
53%
48%
48%
40%

New Zealand
work-life balance
job security
salary and benefits
good location
interesting job content

46%
43%
40%
39%
36%

Singapore
salary and benefits
work-life balance
job security
pleasant atmosphere
good location

55%
53%
43%
39%
38%
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reimagining your
employee value
proposition.
By developing a unique experiential offering, employers
can create an employee value proposition (EVP) that is
relevant, valuable and more powerful than an ordinary
talent attraction strategy.
Randstad Sourceright’s 2018
Talent Trends research (11) has
found that spending on workplace
experiences is a top area of
investment for employers, with
most planning to increase budgets
in this space.

Randstad identified the top EVP
drivers that determine what
workers and job seekers are
seeking most from potential
employers. These should be taken
into consideration when crafting
your employee experience
strategy.

Surveying 30 countries, covering more than 75% of the global
economy, the 2018 Randstad Employer Brand Research
evaluates companies on the following 10 key EVP drivers:

salary and
benefits

interesting
job content

career
progression

job
security

financial
health

pleasant
atmosphere

gives back
to society

latest
technology

good
reputation

work-life
balance

what APAC employees want
when choosing an employer

01
salary and benefits

02

but employers are perceived
to focus on other aspects

work-life balance

03

01

job security

financial health

04

02

career progression

good reputation

05

03

pleasant atmosphere

job security

04
latest technology

05
salary and benefits

the biggest gaps between what employees seek
and what employers are perceived to offer are:

01

02

03

work-life
balance

salary and
benefits

career
progression

Without a doubt, addressing these gaps is hugely important as they collectively
create and change employees’ perception of the company. The gap between what
potential employees seek in an ideal employer and what employers are perceived
to perform well in can be explained by individual and business priorities. Potential
employees are also more likely to associate a company’s financial health and
reputation to its ability to care for their employees’ health and career development.

case study

airbnb.
As part of their employee
experience, Airbnb offers
employees a US$2,000 credit
annually to try out the Airbnb
experience.
“Think about what you’re trying
to deliver to [your] customers
and how [do you] do that for
employees?” and “How do we
create belonging at Airbnb?”
are just some of the questions
the company’s global head of
employee experience, Mark Levy,
posed to the audience of the HR
People + Strategy conference
in 2017.

In a widely reported bid to change
things up, Levy was appointed
as the Global Head of Employee
Experience at Airbnb in 2016.
The move pulled together three
different departments with
individual HR functions and placed
them under Levy in a new team.
Since then, Airbnb has topped
ranks in terms of employee
experience, including being
awarded Glassdoor’s ‘Best Place
to Work’ in 2017 – an award that is
based solely on what current and
ex-employees have to say about
them.
The credit offered to employees
is just one of the many ways that
Airbnb leverages their employee
experience. Not only does it build
their employer brand, it also allows
Airbnb to be the company that
people want to work for, and want
to keep on working for.

Through a ‘staff immersion week’,
employees travel to a different
Airbnb office and share insights
via Whatsapp. They also provide
a food programme, a global
citizenship diversity and belonging
programme, and learning &
organisation development across
the board, among many others.
“Essentially we are everything.
From the moment they are
contacted or when they contact
us, through their entire employee
experience,” Levy described.
“Your traditional HR roles are a
part of the employee experience,
but the team I lead is much
broader than that. What we feel
is that anything that is setting
our employees up for success
or has the opportunity to bring
our culture to life all sits within
employee experience.” (12)
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creating your
blueprint.
Leading HR functions embrace design thinking
when developing memorable and positive
employee experiences.
Design thinking is a method of
practical, creative resolution
for addressing business and HR
challenges. It involves solutionfocused thinking with the intent of
producing a constructive result by
evaluating known and ambiguous
components of the situation.

Using design thinking, the HR
industry is moving away from
a process-driven mindset and
towards one that is experiencedriven. It considers employees at
every step of their journey to drive
excellent business results and
ensure ongoing value delivery (13).
Organisations must ask four
critical questions when designing
their employee experience:

• what does a great employee
experience look like in my
organisation?
• how can we encourage
collaboration and learning in
everything we do?
• how can we make use of
innovative technology to help
people be more productive?
• how can we streamline and
simplify HR processes so
employees can make decisions
faster?

five steps to
elevating

the happy worker.
1

1

2

The Randstad Employer Brand
Research investigates what
motivates people to join a
company and why they plan to
leave. However, companies will
need to find out for themselves
the true value they, as an
employer, bring to the table, the
role they play in the experience
journey, and how they can
communicate these values.

Understand what your people
really want – make time for your
employees beyond simply using
the annual engagement survey
and routine personal development
review.

Build systems that help
staff achieve their goals –
constantly test your network
connectivity, and upgrade
hardware and software to add
value to employees’ day-to-day
experiences in the office.

To create a positive employee
experience, organisations should
look inside themselves for ideas
and inspiration.

3

4

5

Involve employees in designing
their work environments – place
the employee in the centre and
get them to contribute to the
design thinking process to drive
autonomy, empowerment and
buy-in.

Invest in the leadership your
employees need – nurture your
leaders to be the best that they
can be, so they can do the same
with your employees.

Make work more meaningful
– work-life balance is gaining
traction as the top-rated EVP.
It makes sense that employees
who have their needs met and
feel aligned with their company’s
overarching goals and values,
are more likely to stay for the
long-haul.

case study

CLP power
			hong kong.
CLP Power Hong Kong Limited
(CLP) has been serving Hong Kong
for more than 115 years. A skilled
and sustainable workforce enables
them to supply highly reliable
electricity to more than 80% of
Hong Kong’s population.
CLP adopted a 360-degree
approach towards their
employees’ growth to provide
the support they need to stay
healthy and productive. They
strive to create a positive working
environment for their people
through a comprehensive staff
development and wellness
approach, encompassing a holistic
human resources strategy.
With a strong focus on renewable
energy in recent years, it is
paramount that the company
invests in new and innovative
technology to meet their
employees’ needs and build the
capabilities of their talent.

The robust training and
development programmes touch
on more than just safety, as
the employees at CLP also get
the opportunity to grow their
strengths and work on areas
of continuous improvement as
the company move towards the
digital-led era.

In an effort to promote a healthier
lifestyle, CLP provides free meals
in their canteens at the power
station, along with facilities and
programmes that are catered
to their employees’ well-being.
These include a gym room, health
talks, as well as various sports and
recreational activities.

As one of the major employers in
the power sector, the company
launched the CLP Power Academy
in 2017; they aimed to upskill
individuals with the right training
and to raise industry standards.
The Academy provided highquality programmes enabling
employees to develop their career
with a recognised qualification.

In addition to taking care of their
people, CLP makes sure that
the employees’ family members
benefit from the organisation’s
human resources initiatives, such
as enhanced maternity leave and
adoption leave starting from 2018,
which are above the statutory
standard.

However, CLP acknowledges that
training and development and
career growth opportunities are
not enough for employees today.
People want to know that they are
being cared for and feel a sense of
belonging to a larger community.

CLP has built a strong culture of
trust and respect. Their employees
get to experience a family outside
of their homes where they have a
chance to go beyond their limits in
an encouraging environment.

The 2018 Randstad Employer Brand
Research confirms that workers aren’t
solely focused on salary and long-term
job security. Businesses must look
to close the gap and revitalise their
employer value propositions.
It is crucial that when they do so,
companies present a true image of who
they are and commit to it. That is the
secret to the success of APAC’s most
attractive employers.
Frank Ribuot
Chief Executive Officer
Randstad Australia, New Zealand,
Southeast Asia and India

6

promoting your
employee experience.
The bottom line for your employer brand:
it’s nothing without a positive employee experience.
Our Employer Brand Research
is showing time and again the
increasing importance of a
people-centric approach towards
the candidate experience,
employee engagement and
employee experience.

To really ensure your employer
brand is clearly communicated,
you need to be thinking
strategically about how your
employee experience is being
promoted by your people and how
this can be influenced.

employees are your influencers
Culture and experience are individual
perceptions of how the organisation
functions and interacts with their staff; this is
communicated most effectively through your
employees. When staff get excited about a
new career opportunity, they are most likely
to share the news with their family, friends
and on social media.
The same goes for when they have an
upsetting interaction with their colleagues
at work. It is this type of information that
job seekers rely on when deciding if their
personalities and working styles fit the
potential employer.

Remember, modern talent is drawn to authentic
anecdotes that echo their expectations of the
ideal employer. By inspiring your own people at
work, you are gaining genuine advocates of your
company, and are securing your future talent
needs which is critical to long-term success.
By the same token, employers always need
to be informed about staff perceptions of the
organisation. This allows them to determine
which aspects of the workplace make employees
happy or unhappy, as well as address any
sources of negativity before they become
harmful.
Ultimately, the most powerful voice in building
a strong and compelling employer brand stems
from your colleagues. You already have access
to the resources needed to share the great
employee experiences that underpin your
culture and brand.

understanding your power
Your employer brand is the most powerful
tool you have in attracting and retaining the
people that make your organisation a success.
It’s not something you can dictate to the
market, but rather a conclusion the market
draws based on the information you provide,
the experience of your employees, and
what the broader market says about you
when interacting with your organisation and
employees.
The challenge for most organisations is that
they have a view of the strength of their
employer brand which doesn’t always align
with the market perception.

measuring their satisfaction
These simple actions can help you determine
how you are perceived by your employees:
• using social media listening tools to monitor
mentions of your organisation online
• reading employee reviews from past and
current employees on Glassdoor
• monitoring the content employees are
commenting on, liking or sharing on LinkedIn
• surveying your staff for feedback on your
current employee experience

who we are

about the research

We support people and organisations in realising
their true potential, moving them forward
because we understand that your success
depends on the people around you. Randstad
believes in the power of people and matches
great candidates to the right business. We assist
you in finding and retaining the best employees
to help your company grow and succeed.

The 2018 Randstad Employer Brand Research is
the most comprehensive independent research
on employer branding anywhere in the world and
is based on a representative sample of general
public respondents (aged 18-65).

While it’s the human part of our business
that makes the difference, Randstad is your
recruitment and HR partner in the digital world.
We combine our human knowledge with modern
technology to create changes that move
companies and people forward.

It provides unique insights into the world of work
and gives an understanding of employee and job
seekers’ drivers and motivations.
With Randstad’s long and successful track record
in delivering employer branding insights since
2000, you can use this research to shape your
organisation’s branding, talent attraction and
retention strategies.

next 							
			steps.
take the test

we can help you

As part of our services, we can provide you
with an Employer Brand Strength Assessment
(EBSA). The EBSA audits your brand story online,
provides insights on how you rank against other
companies in the same sector, and examines
your company through the lens of a job seeker
as they make the journey from job search to
application.

As employer branding and HR experts, we
combine both global knowledge and local
insights to help you transform your employer
brand into the most powerful attraction and
retention tool you have.

Gain insights on:
• the effectiveness of your EVP messages
• the perception of your true work culture
from external audiences, as your employees
experience it
• how you stack up against your competitors in
the digital space
• the gaps between perception and reality

Whether you are interested in elevating your
employee experience or understanding how
you can use our research to drive more effective
workforce strategies, we can help.
Contact your Randstad consultant or email us at
hongkong@randstad.com.hk for a confidential
discussion.
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