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Change. It’s about knowing what to move forward on and what to keep. What works,
what doesn’t and what will work for the future. The Global Recruiter has hit its
200th issue and consequently we’re changing things up a little.
In sync with the subjects of our change cover feature we know there's great things
about what we do that we need to keep – the variety and depth of features, the
detailed level of insight we bring to our subjects, the profile and importance of the
recruitment industry in general. But we also know there are things to move on to
make this coverage better, to make the messages stand out. Hence a new look, an
update on our contents structure and a continuing determination to bring focus and
clarity to the industry.
This issue has occurred at the same time as the closing date for entries to our
UK industry awards – and it’s been an amazing year as we’ve received a record
number of entries showing the value and excellence of the recruitment industry. As
the judging process begins and we gear up for this years' celebrations we’re in a
great place to continue to be the voice of the staffing industry.
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DIGITALLY
CHALLENGED
A global study by the
Association of Executive
Search and Leadership
Consultants (AESC), based
on a survey of more than
500 representatives from
leading executive search
and leadership advisory
firms, reveals that digital
transformation tops
the business agenda of
organisations for 2019.
Organisations are increasingly
realising that digital
transformation is largely a
talent issue.
• 65 per cent surveyed predict
that technology, analytics
and cybersecurity will be the
most in demand executive
roles this year.

• More than a third (35.4
per cent) forecast ‘digital
leadership advisory’ to
be a growing service to
businesses in 2019.
It’s not just tech roles that are
in demand, though. Actualising
digital transformation across
an enterprise requires the
right culture to foster the
transformation.
As a result, organisations seek
diverse leadership at Board and
C-Suite level who can encourage
organisational agility and
foster a culture of innovation.
Companies are increasingly
looking to the next generation
of talent for the leadership they
need to flourish in an Industry
4.0 business environment.

• More than a quarter surveyed
(27 per cent) predict
‘developing next gen leaders’
as the number two issue for
organisations in 2019.
• Asian markets are forecast to
have the strongest demand
growth for executive talent
in the year ahead with China

leading (43.7 per cent),
followed by India (41.4 per
cent) and Southeast Asia
(37.6 per cent).
The study identifies
opportunities for business
leaders to assess how their
talent strategy aligns with their
digital transformation goals.

Organisations seek
diverse leadership at
Board and C-Suite level

For the latest industry news log on to www.theglobalrecruiter.com or sign up for our regular news by email

part of a wider move by the
government to give individual
employees more information and
a right to know exactly what they
New regulations regarding the
are being paid for. It will clearly
information given to employees
highlight where employers are
on payslips came into force
failing to meet the minimum
from 6 April. From this point,
wage.”
employers are required by law
The change also marks the
to provide all employees with a
growing importance of an
payslip that shows more detail
accurate payroll as HMRC looks
regarding the number of hours
to manage the tax aspects of
worked when pay is variable.
in-work benefits through the
The new regulations will make
payroll function.
it easier for employees to see if
Rosalind explains: “The end of
their employers meet or exceed
the national minimum wage. This the annual P11D form which
employers are required to
will help bring transparency of
produce every year outlining
what is actually being paid.
the cash equivalent of taxable
“Whilst most employers will
benefits for staff, such as
already give their staff payslips,
company cars, is getting closer.
a number do not include
Taxable benefits will increasingly
a breakdown of the hours
worked,” says Rosalind Elsmore, be managed through payroll on
payroll manager at accountants, a week by week or month by
month basis.”
business and financial advisers
Kreston Reeves can support
Kreston Reeves. “This is
employers through outsourced
likely to cause problems for
payroll services ensuring they
employers
where
they
do not
We could
use
this
for pull
are up to date and meeting their
keep sufficient records of time
quote or facts and figures
obligations to their employees.
worked. It is believed to be

VISIBLE PAY

AUSTRALIAS'
SKILL NEEDS
Research by The Adecco Group
suggests that over three quarters
(77 per cent) of Australian
employees believe that their
current skills will still be in demand
in five years’ time. At the same
time, 85 per cent of workplaces
are preparing for a likely shift in
skills required and hiring staff
they can upskill. This indicates
that many employees could
risk becoming irrelevant in five
years’ time if they do not consider
upskilling to keep their skills fresh.
The research presents responses
from 5,000 Australian employers
and employees to shed light on
their workplace perspectives.
Rafael Moyano, CEO, Australia,
The Adecco Group commented,
“To stay relevant in a labour
market that is and will be
disrupted by technology, workers
must continuously develop their
capabilities. Those workers who

think they won’t do any continual
learning and still remain relevant
in five or more years’ time are not
future proofing their employment
opportunities.”
Skill shortages are still very much
in existence with 59 per cent
of workplaces indicating that
technical skills are hard to recruit
for. In addition, 41 per cent of
workplaces say soft skills such as
verbal communications (62 per
cent), team work (61 per cent) and
problem solving (57 per cent) are
most important in the workplace.
Over a quarter (27 per cent) of
those surveyed currently have
a side hustle showing that they
are using their spare time in
other avenues, with 62 per cent
of those doing so to earn more
money. Moyano added: “Lifelong
learning has become essential
amid the breath-taking pace of
change. To keep up, workers
need to take advantage of
workplace learning opportunities
and continual learning
opportunities outside of the
workplace when they arise.” >
www.theglobalrecruiter.com
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AUSTRALIAN
REMUNERATION
REPORT
The Association of Professional
Staffing Companies (APSCo)
in Australia has announced
the publication of the ANZ
Remuneration Report. Created
by Staffing Industry Metrics
and HHMC Global together
with the support of DaXtra and
APositive Workforce Finance,
the report represents a broad
cross-section of the ANZ
staffing and recruitment sector,
collating and benchmarking
data against more than 27
recognised job titles, with four
reports for each. The Report
also includes demand data
only available through APSCo’s

MAKING THE
GIG FAIR
A team including researchers from
The University of Manchester has
created the world’s first ever rating
system for working conditions in
the digital economy. The Fairwork
Foundation project – a partnership
between the Universities of
Manchester, Oxford, Cape Town
and the Western Cape – looks at
how platforms like Uber perform
against five standards – fair pay,
fair conditions, fair contracts,
fair management, and fair
representation. These include
whether a company pays the
minimum wage and ensures the
health and safety of its workers.
It collaborates with workers, trade
unions, platforms and policy
makers to develop core principles
of fair work, and then undertakes
research to evaluate whether
platforms meet those standards.
The project seeks to work
closely with platforms that have
an interest in certification – and
through dialogue and shared
expertise, it aims to significantly
contribute to the welfare and job
quality of platform workers and

NEWS

Staffing Trends program with
Burning Glass.
In announcing the publication
of the ANZ Remuneration
Report, Julie Mills, managing
director of APSCo Australia
noted that the Association’s
Members had agitated for
a report of this nature but
to ensure the report was
truly representative, Staffing
Industry Metrics and HHMC
Global were engaged to deliver
the report across the industry.
The result is a static report
published annually, while
an active Dashboard is also
available and uses the Staffing
Industry Metrics platform,
purpose built for the sector.
The Dashboard reflects all
current data and is only
available to participating
companies as an ongoing

resource with benchmarking
against like organisations.
Mills went on to add: “the
report will provide substantial
evidence for future Skilled
Occupation discussions,
for the professionalism of
the sector program and, last
but not least, inform talent
acquisition in our own sector.”
“The ANZ Remuneration
Dashboard has provided
Adecco with a wealth of
information that is used in
our annual salary reviews and
informs our managers and
talent acquisition teams for

bring a fairer world of platform
work into being.
There are now more than sixty
million platform workers around
the world, doing work that is
controlled via apps. Lacking the
ability to collectively bargain,
these workers have little ability
to negotiate wages and working
conditions with their employers.
“Digital platforms offer new

employment opportunities for
workers in developing countries,
but those opportunities too
often fall short of decent work
standards,” said Professor
Richard Heeks, Professor of
Development Informatics at
The University of Manchester.
“The Fairwork rating system
highlights those shortfalls, as
well as good practices.

new hire discussions,” said
Simon Birch, director of people
& culture operations, Adecco
Group. “With such a diverse
industry it is great to have solid
data to help us make informed
decisions about our most
important asset.”
John McCluskey, managing
director, Whizdom Recruitment
commented: “Information such
as this, third party analysed and
across so many roles is gold
to a business like mine – the
conversations we can have with
potential hires for our business
will be so much more focused.”

The report will provide substantial
evidence for future Skilled
Occupation discussions

“We hope the ratings will be widely
used – customers will be able
to make informed choices when
ordering a taxi or a takeaway,
workers can quickly distinguish
good from bad platform
employers, and investors can
add an ethical dimension to their
business and financing decisions.
We have already seen a response
from some platforms as they seek
to improve their ratings.”
The project has already led to
positive impacts in South Africa,
where the rating system has
been piloted. After collaborating
with Fairwork, the South African
platform Bottles committed to
support the emergence of fair
worker representation on its
platform, free from company
interference.
In discussion with Fairwork,
the NoSweat platform has
introduced significant changes in
all five areas of fairness. It now has
a formal policy to pay over
the South African minimum wage
after workers’ costs are taken
into account, it has a clear process
to ensure clients on the platform
agree to protect workers’
health and safety and for
workers to lodge grievances
about conditions.

BONUS
THINKING
The Randstad Bonus
Expectations survey has found
more than eight in 10 Singapore
-based employees (83 per cent)
are expecting to receive a bonus
this year. Of those, 69 per cent
of the respondents said that they
are anticipating an annual bonus
of between one month and
two months.
“2018 was a great year of growth
for businesses in Singapore and
employees are expecting bonuses
as a form of reward not just for
their hard work, but also for their
loyalty to the organisation,” says
Jaya Dass, managing director of
Randstad Singapore.
Almost two in three employees

OPEN TO
CHANGE
The 2019 Hays Asia Salary
Guide has found professionals
in Singapore expressing less
openness to new opportunities in
the coming year. The survey, which
highlights salary and recruiting
trends based on responses from
Hays Asia operating markets in
Mainland China, Hong Kong,
Japan, Malaysia, and Singapore,
reveals that of the Singapore
-based employees who took part
in the research, only about three in
ten professionals (35 per cent) are
actively seeking a new position,

7

(64 per cent) surveyed said
that bonuses are important to
them, but it is not the only factor
that would make them start
considering the possibility of
a new opportunity with a new
employer. The other 36 per
cent of respondents would start
looking for a new job if they did
not receive a bonus this year.
“Employees choose to stay
with their employers because
of a number of reasons.
They include the feeling of
job satisfaction and having a
strong sense of belonging in a
community,” commented Dass.
“We recommend employers
to consistently communicate
how HR initiatives can benefit
employees in the long-run,
as it is important for their
staff to establish new working
relationships with their managers

and colleagues and be proud of
the work they do. This fosters
a positive working culture
that promotes collaboration,
productivity and efficiency.”
Out of the 36 per cent who
would look for a new job if they
did not receive a bonus, 78 per
cent of respondents are from the
banking and financial services
industry. The remaining 22 per
cent of respondents work in
the construction, property and
engineering sectors.
Singapore based companies have
plans to share profits with their
staff this year in an effort to boost
employee morale. More than eight
in 10 companies (82 per cent)
surveyed had planned for a bonus
payout this year. This is a two
point dip from the 84 per cent that
gave out bonuses in 2018. Out of
the companies that are giving out

bonuses in 2019, 81 per cent said
that the employees should expect
a bonus averaging between one
month and two months.
“To retain their valued employees,
managers need to ensure that
they are providing adequate
support to their staff. Make use of
regular meetings to understand
some of the challenges that the
team is facing and resolve those
challenges together. Employees
should also feel that they are
able to share their viewpoints
and feedback freely with their
co-workers. People who feel
supported in their career tend
to produce higher quality work
and are more engaged with the
company. As long as they are
receiving a competitive salary and
bonus, it is more likely that these
engaged employees will choose
to stay.” Dass explains.

which is a five per cent decrease
from last year.
Hays also asked respondents who
were not keen on switching jobs
about their motivations for staying
with their current employer. The
majority of respondents (45 per
cent) voted work/life balance as
the main factors for not looking
for a new employer, followed
by the management style and
company culture (voted by 37 per
cent). Coming in third in equal
proportions were salary or benefit
package and job security (both
voted by 33 per cent).
By contrast, those who were
indeed looking to change jobs
had mostly cited salary or benefit
package (60 per cent), seeking

new challenges (55 per cent) and
lack of career progression (45 per
cent) as main reasons for their
intentions to move.
Three in five (61 per cent)
employees claim to be either
‘satisfied’ or ‘very satisfied’ with
their current compensation
package, an improvement from
the 46 per cent who felt the same
way in 2018. As a result, a majority
(65 per cent) of employees did not
request for a pay raise.
“While compensation contentment
is high, talents in Singapore have
considerations that go beyond the
financial aspect of their jobs. To
continue retaining top talents, we
recommend that employers work
on placing a greater focus on their

employees’ career paths, while
employees should take a more
proactive stance when entering
into dialogue with current or
prospective employers to ensure
that both parties are clear on
what future steps can be taken for
candidates to meet their goals,”
says Grant Torrens, regional
director at Hays Singapore.
The report shows that there
has been a huge upswing in
confidence over current skills
levels, with 69 per cent of
employees believing that their
skillsets will continue to be in
demand by employers five years
from now, slightly up from the 66
per cent with the same sentiments
in the previous year. >
www.theglobalrecruiter.com

8

N E WS

TURNOVER
IN IT
High rates of turnover presents
the greatest recruitment challenge
for IT according to a report from
Curo Talent: IT Talent Acquisition
– the recruiter’s view 2019. Curo
Talent’s biennial report aims to
recognise the current state of IT
recruitment from the perspective
of both in-house recruiters and
hiring managers – a group that
represents both C-level executives
and departmental IT managers.
While lack of talent and IT skills
shortages have long been
discussed as an issue, this year’s
survey identified high rates of staff
turnover as an equally troubling
problem.
In all, 30 per cent of hiring
managers surveyed agreed
that employee turnover is their
greatest recruitment challenge,
with a further 13 per cent of
in-house recruiters agreeing with
this statement. It is clear that,
while businesses are savagely
competing to initially recruit IT
talent, these sought-after experts

MOVES
Airswift is consolidating significant
strategic growth across North
America with new hires and
senior promotions.
Kati Greenall has been promoted
into a new position of VP strategic
accounts. Jason Goodall has
been appointed as strategic
accounts director. Also within
North America, Troy Trevino
has been appointed as field
operations manager. He will be
responsible for establishing and
developing strategic relationships
with new and existing clients,

are too easily enticed away from
their positions.
What could be perceived as a
lack of loyalty from IT workers,
however, is an unavoidable side
effect of high levels of demand
for certain skills. Britain’s IT
talent shortage has long been
highlighted as an area of concern.
However, this same publicity has
enabled IT workers to demand
increasingly high salaries, flexibility
and benefits from their employers.
Interestingly, there were
differences in opinion between
in-house recruiters and hiring
managers. Hirers overwhelmingly
named staff turnover as the
greatest challenge. Recruiters
however, put this problem in
fifth place, behind reduced EU
candidates because of Brexit at 20
per cent, and attracting candidates
that fit the right company culture,
which sat at 17 per cent. This
contrast implies that, while
recruitment departments may
witness an influx of IT workers
entering an organisation, the levels
of disruption caused by employee
turnover do not impact them as
much as hiring managers.
The solution is likely to be in two

parts; more efficient recruitment
models and human resourcing
strategies designed to encourage
loyalty.
“Recruiters need to challenge the
status quo if they want break the
cycle of staff churn,” explained
Sarah Wighton, client acquisition
lead at Curo Talent. “Our report
shows a decline in the use of
traditional channels for hiring IT
staff. It seems some organisations
are prepared to experiment with
new recruitment models to attract
the right staff.”
An earlier report by Curo Talent
examined the recruitment process

from the candidate’s perspective.
It revealed that getting IT staff
to stay is not just about a pay
rise. When asked “What would
encourage you to stay with your
current employer?” higher pay
and interesting work were the top
two answers for both permanent
and contract IT staff. The need
for IT staff to work on interesting
projects was highlighted further
when comparing IT staff with their
non-IT colleagues. 25 per cent
of IT staff said interesting work
would encourage them to stay,
compared with just 14 per cent of
non-IT staff.

as well as expanding Airswift’s
presence across all US oil plays.
Albert Kahlow has also been
appointed as the regional
director for Canada to oversee
Airswift’s continued growth and
development across that market.
Most recently Albert was the
regional director of the Middle
East where he spent four years.
His wealth of industry experience
also includes successful tenures
with Airswift’s European and
CIS regions.
Marlin Hawk has announced
the appointment Ricky Lam as
client partner based in Hong
Kong. Lam is set to be focused

on growing the digital technology
and consumer (DTC) offer in the
region. Jonathan Lee Recruitment
has strengthened its energy team
to focus on the skills shortage in
the energy sector, in response
to dramatic changes in the
industry. Formally named power
generation, Jonathan Lee’s
newly-named ‘energy division’
will service the many businesses
seeking engineering, technology
and digital skillsets in order to
quickly adapt to the dynamic
market conditions. The energy
division will focus on five core
areas – electrification, renewable
energy, water, power generation

and nuclear – covering the entire
project lifecycle. The team is
headed by Lee Elwell as principal
consultant who has specialised
in energy recruitment for more
than five years and has built
a strong understanding of
the sector, forming long-term
relationships with businesses and
candidates alike.
OdgeWrs Interim has expanded
its technology practice with
consultant Andy Wright. The
appointment comes as the firm
experiences rising demand
for interim leaders across the
consumer technology and
telecommunications industries. n
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STATUS REPORT
Denis Pennel, managing director, World Employment Confederation
on the growth of the private employment industry.

As the private employment industry continues to diversify its services in
offering a diverse range of workforce solutions, so our newly released
Economic Report highlights the sector’s contribution to positive labour
market outcomes.
The World Employment Confederation 2019 Economic Report, based on
2017 data, reveals that the industry continued to grow and to diversify
its service offering while delivering 13 per cent annual growth. While
agency work still accounts for some two-thirds of total revenues, other
services such as direct recruitment are gaining significant traction,
recording over 50 per cent growth compared to 2016. The provision of
Managed Services (MSP) also made strong progress and Recruitment
Process Organisation (RPO) – still a small part of the total – also
recorded pleasing growth.
Governments, companies and individuals increasingly need guidance
and support in order to succeed in the fast-changing employment
landscape. The private employment industry is well placed to help them
do this. It stays close to the labour market and understands how to meet
the needs of employers and employees and provide the flexibility they
increasingly demand.
Worldwide, the sector placed 53 million people in work in 2017,
generating €457 billion in global sales revenues. With a network of
165,000 agencies, it commands a wide geographic spread and
has shown strong performance growth around the world – including
in Mexico, Brazil, Spain, Italy and Japan. Here are some of the key
developments:

All service offerings experiencing growth
The global industry showed growth across the board in 2017, with all
services growing compared to 2016. Agency work grew by seven per

Deep dive into the WEC Economic Report 2019
key trends and data

Nearly half of all service providers
are temporary work agencies, with
more than 77,000 providing staff
to clients in 2017

Agency work remains the largest sector in the private employment
market with the top 15 markets comprising: USA, Japan, UK,
Germany, France, Australia, Netherlands, Italy, Switzerland, Brazil,
Canada, Belgium, Spain, India and China.
The USA is by far the largest market and Belgium and Brazil saw the
strongest year on year growth in 2017 with 48 per cent and 23 per
cent respectively. India has expanded 250 per cent since 2014. The
Canadian and the US market have seen diverging trends over the
same three year period, with the former having contracted by 58 per
cent, whereas the latter is up 24 per cent. Canada 24 per cent while
the USA has contracted 58 per cent in the same period largely due to
high employment. Revenues in Italy were up 25 per cent, the Dutch
market up 11 per cent and the French, UK and German markets up
10 per cent, nine per cent and eight per cent respectively. Agency
work turnover in Japan grew by 22 per cent.
The majority of agency workers are employed in the services sector

cent globally – with the five largest markets in Europe all experiencing
revenue growth and agency work turnover in Japan growing by
22 per cent.
MSP and RPO grew across all regions – up 12 per cent and 16 per
cent respectively at global level, with the US representing the largest
market at close to 60 per cent and EMEA markets growing by 33 per
cent. Direct recruitment grew by over 50 per cent globally year on
year – one third contributed by the Asian and Pacific region where the
market for these services has grown considerably.
Career transition is still a smaller segment, with less than one per cent
of the market, but still represents two billion in revenue and is a strong
market in the USA, Europe, Japan and Australia.

Industry growing in all regions around the world
The private employment industry is growing in every region. The
sector’s top five markets – USA, Japan, UK, Germany and Australia
– account for 69 per cent of global revenues. The global private
employment industry grew 13 per cent compared with 2016. Nearly
half of all service providers are temporary work agencies, with more
than 77,000 providing staff to clients in 2017 – a 22 per cent growth on
the previous year. Another significant share of agencies operates in
direct recruitment – 52,000 and the total number of staff working within
private employment agencies around the world reached 2.7 million
in 2017.
All these positive indicators show encouraging prospects for the
sector in the years ahead. As the world of work continues to evolve
and change, the breadth of solutions and global reach offered by
our industry will be increasingly sought after by both employers and
employees as they seek to navigate in uncharted territory.

with agriculture gradually declining and manufacturing taking over
in developing and emerging countries. Direct recruitment services
are the fastest growing sector in the private employment industry,
showing 50 per cent year on year growth in 2017 with €61 billion
sales revenues. The USA accounts for over one third of the market
with Australia at some 15 per cent, followed by China, UK, Germany
and Japan.
Managed Services Providers showed double digit growth at 12 per
cent in 2017, with a global spend under management of €116 billion.
The USA is the largest market with EMEA also gaining traction.
Latin American markets are small but growing at double digit rates.
According to Staffing Industry Analysts, 82 per cent of global MSP
spend comprises temporary employees or independent contractors.
Recruitment Process Outsourcing (RPO) grew by 16 per cent globally
in 2017. North America contributes 56 per cent of the total, generating
more than €1.5 billion in revenue while EMEA is the second largest
market and saw significant growth at 33 per cent compared with
2016. All geographies saw growth with both APAC and Latin America
growing at 16 per cent in 2017. n
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BALANCE
OF POWER

Izzy Cutts, managing director of Page Personnel on how
power is now in the hands of the candidate.

The workplace as we know it is changing. In today’s world, a
competitive salary is no longer enough to attract and retain the best
talent, as businesses start to adopt a range of strategies to ensure
they are perceived as attractive employers. Recently, for example,
we’ve seen companies make a more public effort in D&I, pilot reverse
mentoring programmes and even offer dry cleaning services to their
workers – something practically unheard of decades ago. These
developments represent an important shift occurring in the workplace
today, with businesses putting in more and more effort to ensure
employees are happy.
Perhaps the two most significant factors driving this change are
shrinking unemployment and changing attitudes towards the work/
life balance. The impact of these factors is profound – affecting the
decision making process of candidates from the first time they consider
a company until well after they have taken up the position – as evidence
of the two-way process recruitment has become today. It’s an interesting
phenomenon open to a number of interpretations, but in its purest
form this can be seen as a rebalance of power. Rather than candidates
selling themselves to employers, we’re beginning to see the reverse, as
employers work harder to win the candidate’s approval, particularly with
younger workers.

Uncertainty factor

Having the fewest people out
of work for over four decades
means employers could start to
find themselves struggling to find
suitably qualified candidates

All of this is affected further by a real sense of uncertainty, true not
just of workers in the United Kingdom, but across the world. Currently,
the status of global markets and international relations in the future
is unclear, with many experts unsure of what tomorrow will hold. For
workers, this sense of uncertainty will sometimes translate into an
aversion to change, with some candidates preferring to remain steadfast
in their current positions rather than seeking out new opportunities. In
turn, this increases the pressures posed by the surplus of vacancies in
the job market, by further reducing the number of qualified candidates
willing to change employers.
In some respects, this can be considered the practical factor that is
driving power into the hands of workers, but there’s an important
perceptual shift occurring, too. This involves attitudes towards the
work/life balance and how lines are blurring between these parts of a
worker’s life – which used to be more distinct. Whereas before, attractive
employers were simply those who could pay well and offer shorter
commutes, employers must now offer flexible working hours, health
or dental insurance and a range of other benefits, to make it easier for
their employees to manage work around their life at home. Increasingly,
workers are looking for more flexible employers who are willing to
compromise on issues such as work style and office dress and who
improve their workers’ out-of-hours lives as well. While this represents

a change in tastes, the outcome is nevertheless the same, in that both
processes contribute to the new working culture we’re witnessing today.
In short, we’ve seen some power renegotiated back to the candidate, as
a growing number of conditions must be met by the company before the
candidate is prepared to consider them as an employer. An employer
is now expected (if not required) to work harder to sell themselves
to prospective candidates, or risk losing them to competitors. The
demographic in which this rebalance of power is clearest is with young
workers, and millennials in particular. Nowadays, candidates are aware that
there may be multiple companies actively trying to recruit them, and as we
are currently seeing a ‘job rich’ market, they are increasingly empowered to
switch employers should they think anything’s amiss.

Recruiter changes
The impact of these shifts is also reflected through changes in the role
of the recruiter. At Page Personnel, for example, we work with all parties
far beyond simply placing the candidate. From end-to-end, the entire
process takes around six months, where we remain in contact with
everyone to ensure we’re facilitating a lasting transition for the candidate
and client alike.
There is no doubt that an increased effort by employers represents an
interesting cultural change, but this doesn’t have to be seen as a negative.
Rather, it should be seen as an intelligent and responsive shift to the
changing demands of the workforce – and one that brings many rewards
in business. It’s long been known that inequality in someone’s work/life
balance has negative effects on a worker’s performance, and so helping
to redress this through soft benefits like parental leave and training
programmes to accelerate promotion, can have positive effects all-round;
driving talent retention and increasing the productivity of workers.
One practical strategy businesses can adopt is improving the standard of
the onboarding process provided for new employees. Beyond helping new
workers into the roles and responsibilities of their new position, employers
need to integrate them into their teams through personal introductions
in the workplace and social events. Not only will this give workers the
best possible start, helping to reduce staff turnover, it will also increase
employee engagement which is crucial for a happy, healthy workplace.
It’s a time of great change for businesses, but a positive one to be a part
of. With fewer candidates actively searching for employment, employers
face new challenges when trying to fill positions, amongst a workforce
which is increasingly aware of its worth. As such, certain powers are
being driven away from companies and back to the worker, who now
enjoys a range of additional benefits from their workplace. However, the
businesses with a proper strategy in place to handle this shift in power
will succeed in this changing climate. Employees are the lifeblood of any
company so it’s important to attract them, and retain them. n
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THE PATH TO EXCELLENCE
A Recruitment Live discussion focussed on building better business
as Simon Kent reports.
The Global Recruiter’s UK Summit in March was not just an
opportunity for businesses to come together and discuss the way
forward in terms of the diversity and inclusion agenda. Alongside
the conference a series Recruitment Live discussions took place,
the first of which saw The Global Recruiter team up with cube19 in
order to discuss moving recruitment companies towards business
excellence. In attendance were:
Meryem Mernissi – Delivery Director, Venquis
Toby Babb – Founder & CEO, Harrington Starr/North Star
Rohan Shah – Managing Director & Co-Founder, Reuben Sinclair
Mary Joy – Head of Business Systems, Venquis
Nigel Fox – Director, Annapurna Recruitment
Joe McGuire – Global Sales Director, cube19
Simon Kent – Editor, The Global Recruiter
By way of setting the scene, the discussion began by examining
what exactly constituted business excellence. Arriving at a
suitable definition involved a discussion of the use of data within
businesses as well as a brief exploration of the generational
changes currently occurring within recruitment company
workforces. Data can certainly indicate good business performance
– without this kind of information how do business leaders know
what excellence looks like. It stands to reason, therefore, that
delivering improvements in these figures – through increases in
efficiency and employee performance – denotes a move towards
excellence.
However, using data to motivate a company towards excellence
is not so straight forward. Nigel Fox noted that very often the
motivation that comes with communicating certain aspects
of business’ performance through data can be time limited. A
message that targets certain performance measures can ultimately
be compromised if the workforce feel that the message is being
repeated too often. At the same time, however, continually
changing the message – identifying new targets to aim for
and communicating those to the workforce – can be equally
problematic as the workforce becomes confused as to what exactly
it is they are aiming to achieve. According to Fox if the message

put forward has more to do with quality of work rather than quantity
of work the message is usually better received and the business
performance data will improve as a consequence.

Best place, best process, best people
The room agreed that business excellence is generally a question
of creating the circumstances in with all your employees are in the
right place and performing in the best way they possibly can. As
Joe McGuire argues, data can help to do this. However, he says,
companies often look at data in a siloed way, focusing on one
particular measure or KPI rather than considering the complete
picture. This in turn means businesses are likely to drive the wrong
behaviours which lead to the wrong outcome. They can also do
little on their own to key into the personal motivating factors for any
individual employee’s performance.
According to Meryem Mernissi data represents their business’
starting point and it is sometimes used to ‘work backwards’
to understand how a particular employee behaviour or a
business process has impacted on the company’s operations.
Having understood this it is then possible to create an effective
intervention – whether than might be through training or
addressing a process – in order to make that aspect of the business
better. “The data starts off a decision process rather than standing
alone,” she explains. “It’s more part of a discussion.”
Toby Babb agrees that data provides only one part of the picture.
Without examining the story underneath the data, the figures can
be meaningless. Taking the example of sport he explained how
data is used to consider how an individual or team can perform
better, run faster, score more goals and so on. He argues one way
data can be used is to identify where the business’ areas of high
impact activity lie – in other words what changes make the biggest
difference for the company and, at the other end of the scale, what
activities employees may be focussing on and engaging with but
which actually deliver very little extra value.
Crucial to making changes that impact on the business, however,

is employee motivation. The discussion not only acknowledged
that today’s workforce requires a different set of rewards and
working conditions in which to be productive compared to a
generation (or even a few years’) ago, but also moved towards
identifying a more personalised model of motivation across
employees at diverse stages of their careers.
The room agreed that to some extent there has been a shift from a
working relationship where the employee worked hard in order to
retain their position in the company and gain rewards, to one where
it seems the company has to do a lot of work – and employee
rewarding – in order to keep the worker happy and retained in their
business. Unfortunately employee happiness, while undoubtedly
a positive for employers to achieve, does not always correspond
directly with employee productivity.

Motivation game
Furthermore, employees are not motivated by the same ‘levers’.
Money might drive some on to greater performance but it was
acknowledged that to some extent the younger generation are
more motivated by experience. This means experience at work
in its widest sense – Rohan Shah highlighted flexible work as a
positive for his business while Nigel Fox said events such as pizza
lunches commanded a great deal of enjoyment within his company.
Maryemm and others also noted that its was important to ensure
newcomers to the business were given motivating targets to
achieve which were not tied to the same kinds of sales oriented
targets given to those who had been in the business for longer. A
new hire who stands no chance of making it on the ‘board’ in terms
of sales, could be given recognition and status if they had achieved
behaviour related targets. i.e. they’d made a certain number of
calls, found a certain number of vacancies and so on, all of which
would lead to future sales.
Interestingly Joe McGuire detailed a similar structure within
him business where new sales people are rewarded for taking
the right actions that the business know will help drive towards

sales. Gradually, as those sales materialise for the employee,
the company can blend between rewarding for hitting the right
behaviour targets to achieving actual sales.
Rohan Shah took a different approach to viewing the reward and
motivation of employees. Shah acknowledges that employees
are likely to be less motivated by the success of the business
overall than they are by what they personally get out of working
for the business. In other words, it doesn’t matter to them what the
business is actually worth compared to the lifestyle and benefits
they receive by working for the company.
Citing the work of Floyd Woodrow, Shah describes how identifying
an employee’s personal goals means those motivating factors can
be aligned with business goals. By doing this it becomes possible
for every employee to get what they want out of the work they
are doing, and for the business to benefit directly because the
employee is engaging in the work that is most effective for
the business.
Many of the recruiters identified with the concept at play here. At
Venquis, management communicate carefully with employees in
order to work out precisely what their motivations are and how the
business could make the most of their skills. Through the business’
own academy and the promotion of success stories from existing
employees it is possible to map out and illustrate what ‘good’ looks
like for the employee working in any particular part of the company.
Excellence is not a destination. Just as recruitment businesses are
constantly adapting to and working within a changing economy,
the journey toward excellence needs to be adapted and honed
to ensure the right targets are being measured and set for
every employee. n
Supported by:

www.theglobalrecruiter.com

16 FIN AN CE

ANALYSIS 17

THE
FINANCIAL
WORKPLACE
Alex Fraser, CEO, The London Institute of Banking & Finance on
the future of financial employment.

We all know the finance sector is changing – just think about the
way we access financial services today and who provides them.
You can now do almost everything on your phone or computer
when it comes to day-to-day banking. Face-to-face banking is
reserved for some of the more complex transactions – such
as taking out a mortgage, investing lump sums or discussing
financial plans for later life. Although that too is changing. The
so-called ‘challenger banks’ are vying for our custom alongside
the established banks and building societies.
What do these changes mean for employment in the sector?
What kinds of jobs are available now and in the future? What
skills do you need and where might a career in the finance sector
take you?
Recent headlines suggest that jobs in the sector are falling. Banks
regularly seem to announce more high street branch closures and
resulting job cuts. But the stats tell a different story. Employment
in the sector remains pretty stable at around one million,
according to government figures. So what’s going on?

The sector also needs staff with
the softer skills that can make
a real difference to customer
service and experiences

Change happens
Banks are changing. They are responding to technological
challenges and opportunities, as well as to increased competition
from new entrants offering apps and other digitally-based
services. Technology has allowed banks to automate and
centralise many traditional branch functions, taking the need to
deliver much of the day-to-day processing work out of the high
street – or at least out of the hands of staff working in branches.
But while high street branches are attracting fewer customers,
those customers are not, in the main, deserting the bank
completely. They’re accessing services via phones, computers
and ATMs.
Of course jobs in the finance sector aren’t just about banking.
They cover a whole range of things from actuaries, analysts,
stockbrokers, investment and hedge fund managers, to financial
advisers, mortgage specialists, Treasury professionals and
underwriters. But regardless of which sector or role you’re
interested in, one thing is certain – how that sector operates is
rapidly changing.
If you want a career in the finance sector, you’re going to have
to be resilient, adaptable, and willing to change your job several
times during your working life. Today’s finance sector still needs
people who understand how banking and the economy work. It
still needs workforces that can manage increasingly complex
compliance requirements as demographics, technology and
products change. But it also needs data analysts and cyber
experts, risk and compliance managers and new product
developers. You need to be digitally literate.

Soft approach
The sector also needs staff with the softer skills that can make
a real difference to customer service and experiences – good
communication skills and an ability to build a rapport. That’s
particularly important when you’re building and managing
customer relationships over remote, digital channels on complex
matters, such as investment. If your role is advising customers on
how to manage their finances, in future you might be doing that
on Skype.
Employers have two big challenges – how to upskill their
workforce to add value in a digital world and how to recruit people
with the right skills and attitudes. We’ve been at the heart of the
finance sector for 140 years – supporting workers by providing
qualifications. Historically that’s been just in banking, but our
training and qualifications have evolved over time with the
banking and finance sector.
We also support employers – by training their workers and
providing insights and thought leadership on the challenges
the sector faces. We provide a steady stream of graduates with
the skills and knowledge the sector needs – including digital
– through our undergraduate and postgraduate degrees. We have
our own university college in the city of London, offering degrees
in banking and finance, and investment and risk. We provide
degree level apprenticeship programmes, which we design
alongside employers to meet their specific needs and roles.

We continue to provide accredited professional qualifications
– in banking, investment, regulated advice, trade finance,
compliance, to name just a few. In this way we support people
throughout their careers to develop the professional skills they
need and to get professional recognition.
Recently we launched The Centre for Digital Banking & Finance
which has been established to help the finance sector through
digital transformations and develop the skills they need in
their workforces.
A career in the finance sector has always been dynamic and
changeable, and this will continue to be the case in the future.
We believe careers in this sector are also incredibly exciting
and rewarding too.

The London Institute of Banking & Finance was founded
in 1879 and is a registered charity, incorporated by Royal
Charter. It provides accredited professional qualifications
for the finance sector, for example in banking, investment,
compliance, regulated advice and trade finance, among
others; as well as undergraduate and postgraduate degree
courses investment at our university campus in central
London. It is the only awarding body for personal finance
qualifications at GCSE and A Level. www.libf.ac.uk n
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ALL
CHANGE

Making sure employees are
invested in the company is
the key to any change

Simon Kent talks to recruiters who have altered their
business and asks how to make change work.

Change is a constant for the recruitment industry. Poised as it is at the frontline of
the employment relationship there is little that doesn’t affect the industry – economic
circumstances, social change, government legislation and priorities, even the weather can
impact on certain sectors. Add to this the changes experienced by every business which is
seeking to grow and develop and it is clear that a business that doesn’t change will not be
around for long.
Drawing on the recent impact of compliance changes, Andrew Heggie, group commercial
director at Woodrow says the impact of IR35 in the public sector contractor market had a
significant change impact on his company: “Placing candidates in NHS roles was our bestperforming market at the time and we saw a dramatic drop in business almost overnight,” he
comments. “In 12 months we saw our contract revenue from the NHS drop from 55 per cent of
our gross profit to five per cent.
In the face of this challenge the business changed radically: “During this time we set up our
finance division, so managed to retain staff and keep gross profit at a similar level but revenue
streams changed completely,” explains Heggie. “During this change we also moved some of
our most successful consultants onto new markets outside the NHS, predominantly within
technology and learning. These consultants have now organically grown new revenue streams
and are still some of the biggest contributors to our business.”
“Our significant expansion has brought about the biggest changes within our business,” says
David Morel, CEO, Tiger Recruitment. Following 12 years as a boutique office headquartered
in London, the business opened a new branch which required a huge amount of time and
investment. Everything was researched beforehand – competitor landscape, target clients and
logistical requirements.
“Once we had completed the groundwork and identified the right individual to run the new
office, we then optimised our internal communication so existing employees were clear on
why this had happened, the benefit to the business, how they could support this growth and
help drive its success,” says Morel. “We needed to ensure that everyone understood and

bought into the new offer, so that they could cross-sell the new business area to existing
clients and candidates.”
That first change has since triggered more change with a new launch occurring every year.
A private division was opened in 2016, 2017 marked the Dubai launch and 2018 saw the
introduction of a hospitality division.

Grow and change
Nigel O’Donoghue, chief commercial officer and co-founder of Mason Frank International
agrees that the change of expansion is always a challenge. In 14 years the company has grown
from three people to nearly 2000 and from one Newcastle office to 16 worldwide locations.
“To do this, we had to make sure we had the right people on board to help us identify the best
opportunities,” notes O’Donoghue. “Logistics then come into place, so when expanding we
looked to places where language or location wouldn’t be an issue. That meant America for us,
as the software market there is so big, followed by Europe.”
Despite radical change, O’Donoghue says several core things stayed the same. “We have
always placed a lot of importance on our culture and identity. People joining the organisation
have to buy into that, to believe in it, and that is what drives us forward,” he says.
“Making sure employees are invested in the company is the key to any change. If people
believe in the culture, what you are doing, and want to be a part of it, it will be much easier to
implement any new ideas.”
At Heat Recruitment growth and change became something more for the company. “Our
eureka moment was when we started to run out of office space this year,” says Steve Preston,
managing director. “It seemed to happen suddenly. Considering that in early 2017 we had 45
members of staff and at the end of 2018 we had 72 – we are now standing at 83. We realised we
really needed to get forward planning in order to substantiate and accommodate the level of
growth we were experiencing.” >
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Whilst exploring logistical options, office space and expansion ideas
the company took time to appreciate the talent it had and how it
wanted to hold on to that talent. “From this, the idea of updating our
company values was born,” explains Preston. “They were slightly
outdated, and we really wanted to reflect the ideas and innovations of
our team as the foundations of our business. After all, without them,
we don’t have a business.”
The company had a full, open and honest discussion with its
employees, shared a few in-office beers and finally came up with
the new pillars of the business: Fun, Passion, Integrity, Partnership
and Excellence.
“Our significant growth allowed us to acknowledge that team
involvement in critical business tasks such as drafting the values and
visions of our business was integral,” says Preston. “Of course, our
growth isn’t slowing, and this will be a continuous change. But if there
is one thing we are sure of, the first thing to go up on the wall of our
new office will be our vision and values – and that is a significant thing
for us, our employees and the future talent of Heat Recruitment.”

Acquired change

The support to change

While some companies experience change with organic growth, others
grow through acquisition – requiring a very conscious management of
the change ahead. Interestingly, both types of expansion show a contrast
between things that are changed and elements that are retained: on the
one hand this means company culture (and staff) should be appreciated
and held on to, but on the other growth and change can drive a company
towards a ‘best of both worlds’ for the future.
In 2007 Acorn acquired Concept Staffing. At the time Acorn’s turnover
was around £17 million and the purchase represented a great change for
Acorn to grow across the region which they did initially by leveraging the
existing brand and reputation of Concept.
"The acquisition process allowed us all to grow,” says Karen Sharpin,
former Concept Staffing employee and now Acorn’s senior operations
director for the South West. “Concept’s best practices were preserved
– indeed some were to taken on board across the wider UK group – and
Acorn’s strategies adopted and larger resources utilised to strengthen our
service. Working with a Board that facilitated this is why I and other key
members of the team have stayed with Acorn.’’
In January 2013 Concept completed their transition with a name change
to Acorn. Despite this change, however, the business still retained its
regional independence in how it was being managed and led.
"The essence of our success is that we are able to offer bespoke
recruitment services to both SMEs and larger organisations right across
the West Country,” explains Sharpin. “We have the corporate security and
internal support of the wider Acorn Group, and our clients consider this
as providing the best of both worlds – a recruitment service that is locally
run and delivered, with the added support of superb in-house marketing,
quality management, accounts and HR services – giving additional
confidence to employers and jobseekers alike.”

Back in 2016 Air Energi and Swift combined to create Airswift.
According to Rachel Twining, group PMO director, involving HR early
on can prevent a lot of headaches around the changes required.
“HR professionals are well equipped to assist in mapping out the new
organisation’s structure, communicating changes in responsibility
or reporting lines in merged or newly created teams and creating
transition plans,” she comments. “The M&A event may create new
roles, involve some redundancies or prompt international relocations.
HR professionals aid recruitment, handle employment packages and
severance payments or country payments triggered by moves.”
While ensuring people within the recruitment business are happy and
know what’s happening it is equally important to stay in touch with
the vendors, suppliers and partners used by both former businesses.
“Consolidating this list will be high on the new company’s priorities as
it is a financial drain to run systems in parallel, and can lead to things
falling between the gaps,” Twining says.
M&A events are difficult times from an HR and global mobility
perspective. However, says Twining, the core element of M&A success
boils down to one point: “create cross functional groups in every area
upfront and early on, and allow them to fully focus on the change,
without additional day-to-day responsibilities.”
Change is unavoidable in today’s business world, but the confusion
and negative impact of change is avoidable. By attaining an overview
of where the business is going, what will change radically and what will
essentially stay the same, it is always possible to make the best
of every change ensuring whatever happens the business will
constantly improve. n
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UNITED
STATES OF
RECRUITMENT
Bill Benson, partner at WilliamCharles Search Group
gives his overview of recruitment in the US.
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There are about 20,000
independent recruiting
firms in the US. The total
market size for staffing
and recruiting in the US
is over $150 billion

Talent remains a top priority for all companies in the US, making our
industry extremely relevant. That said, independent recruiters in the
US are facing increased competition and a changing environment
as never before.
Retained executive search firms are targeting their services down
market to work on middle management positions. One example
– Korn Ferry’s Future Step grew 32 per cent during the fourth
quarter of 2018. This shows the critical value of owning
relationships and providing value added intellectual resources.
HROs, RPOs, and BPOs are emerging competitive forces as they
expand their services beyond just administrative functions to
including ‘recruiting and search services’. Staffing companies
are also trying harder than ever to grow market share in the
professional recruiting space. Resources like Zip Recruiter,
Indeed, Google, Glassdoor and LinkedIn are moving from recruiter
resources to recruitment competition at a rapid pace. Large national
and multi-national firms like Robert Half International continue to
grow and dominate sectors like accounting and finance. These
larger organisations are able to afford best in class technology,
offshore resources and other tools that smaller firms may not be
able to afford.
Still, there are about 20,000 independent recruiting firms in the
US. The total market size for staffing and recruiting in the US is
over $150 billion, so plenty of opportunity for companies that have
a good value proposition. This independent recruiter segment
remains largely a cottage industry with many of those firms being
one to three member ‘lifestyle' businesses. It also includes a
segment of small to medium sized recruiting firms focused
on growth.
In this environment it is more critical than ever for independent
recruiting firms to have a solid business model that allows for
a successful value proposition. I believe the most successful
recruiting firms fall into one or more of these categories:

• Firms that specialise within a specific vertical industry
or functional niche. These firms develop deep industry/
functional contacts that allow them to effectively dig
and mine for candidates. They build client relationships
based on their knowledge and expertise within that area of
specialty. They also build an inventory of candidates that
can be recycled for additional similar search and recruiting
assignments.
• Firms that are very good at developing exclusive and loyal
client relationships. These firms provide consultative
client service. Typically these firms work senior level hiring
managers and executives. Often middle market companies
make better clients because they don’t have their own
well-developed TA function. The assignments they generate
are typically exclusive or retained positions and the
candidates can be found relatively easily.
• Firms that are able to effectively perform targeted recruiting.
This is going after individuals who are not looking for a job
and not easily sourced on social media. These firms leverage
technology for research and automation but recruit using the
telephone rather than email or LinkedIn.
• Being part of a network like NPAworldwide gives smaller
firms a platform to compete globally while sharing jobs
and candidates with other specialised resources. I am
passionate about the value of being part of a community like
NPAworldwide. We have outstanding members across the
globe and this can truly be a differentiator.
Also, differentiating on quality is essential for independent
recruiters to be successful in today’s market. Firms that shotgun
resumes or rely only on job posting are not adding value. It is
critical for firms to take a complete job specification and do
a good job matching candidates. Most firms that don’t do the
fundamentals well won’t last in this competitive market. >
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Finding ways to go above and beyond can really make the difference.
When I started in recruiting over thirty years ago it was an industry
that you didn’t want to take home to your mother! But success is now
achieved through developing trusting relationships and demonstrating
insight. Trust is developed when someone believes you represent their
interests ahead of your own. It is always critical to find ways to build trust
with clients and candidates.
HR folks often still see recruiters as a necessary evil, but most CEOs
and senior level leaders have peer relationships with professionals in our
industry. They more commonly rely on our input and guidance for their
most important decisions.
In some cases the role of the recruiter is changing – to some extent
it depends on the niche you’re working. As an example, my firm
is focused on leadership positions across functions with middle
market companies. We often help our clients clarify the role, assist in
developing a job description and we help them with tools to assist in the
decision making process, including assessments. We offer advice with
new executive integration or on-boarding plans. I believe this evolution
to consultative recruiting is important. That being said, many recruiters
are experts at finding very hard-to-find skill sets and this expertise also
provides great value. If your client is a plant manager or purchasing
manager then you are less likely to be a strategic resource.
I worry about recruiters who too heavily build relationships with talent
acquisition departments of large companies. These departments are
always trying to reduce expenses and find alternative methods to fill
positions. It is always better to work with the person who is benefiting
from your work directly such as the hiring manager or executive leader.

HR folks often still see recruiters as a necessary evil,
but most CEOs and senior level leaders have peer
relationships with professionals in our industry

Getting it right
Compliance is definitely becoming a big factor for the industry. GDPR
was a wake-up call for many of us. Even though this is EU legislation,
it impacts everyone operating globally. I expect eventually to see laws
like this to be the norm around the world. No topics are more discussed
currently than privacy and security. It is currently illegal to ask someone
salary history-related questions in some parts of the US. It is illegal to
ask questions about health in the US, but this is often part of the hiring
discussion in the UK. Recruiters will need to learn to navigate these
geographic land mines or they will find themselves in hot water.
Last year, it was all the rage that AI was going to make the recruiter
obsolete. I heard people speak of this in North America, South America
and Australia. It is important for everyone in our industry to make sure
they stay relevant. I like to say the greatest threat to us is ourselves. If
your business can be made obsolete through a form of automation or
technology then you need to find additional ways to add value. I think
it starts with building trusting relationships and becoming an expert
at screening for culture fit along with skills. We often perform the role
of coach and counsellor with our clients and candidates. Developing
these skills is should be on everyone’s radar. In the meantime, use AI to
automate the non-value parts of your process. Be aware and be smart.
Ultimately, there is a danger in relying too heavily on technology.
Obviously, the latest technology is important regarding research,
automating data entry, connecting to the web, etc. Technology can’t
replace building human relationships and you can’t build trust over
email. You can’t truly understand someone’s true motives via a LinkedIn
message. Using tech platforms as the primary way to communicate
seems easy and efficient but I’d argue never effective enough.
Recruiting is about listening and asking the hard questions. The road to
high level success is never paved on the path of least resistance. n
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THE GIG
GOES ON
Simon Kent reports from a Recruitment Live discussion which examines
the impact of the gig economy and technology on recruiters.

The second Recruitment Live discussion held on the day of The
Global Recruiter’s UK Summit tackled the subject of the gig economy.
Bringing together leading recruiters from a variety of industry sectors
and supported by Erecruit, the session heard from recruiters who felt
their business had been impacted by the gig economy, those who
had adapted their business to meet the needs of the new emerging
work patterns and those who had acted promptly to introduce a gig
economy approach to their business. Those in attendance were:
Robert Persson – Director of Operation, Off To Work
Chris Hornbuckle – Industrial Manager, C&D Group Ltd
Chris Howard – Chief Marketing Officer, Arbour Services
Neil Thakrar – Specialist Recruiter, C&D Group Ltd
Gavin White – Managing Director, Autotech Recruit
Kelly Kendall – Managing Director, Cordant People
Matthew de la Hey – Co-Founder, CEO, inploi
Roderick Smyth – CEO TempBuddy & Chief Strategy Officer, Erecruit
Rachael Moss – Group Marketing Director, Erecruit
Simon Kent – Editor, The Global Recruiter
It became clear from the early part of the discussion, that recruiters
and employers are not just dealing with new technologies that enable
work to be split up and shared out differently, they are also dealing
with a workforce who have particular and changing demands and who
require particular and changing working conditions in order to make
their contribution to the end user/employer’s business.

Not only do we live in a world where the job for life is all but gone, but
work/life balance issues, family care responsibilities and costs, diverse
career objectives and motivations all add up to a complex labour
market where there is little employers or recruiters can take for granted
when engaging talent.
As Gavin White noted, one of the biggest challenges is quite simply
the amount of choice people have in the workplace. There are still
permanent jobs out there, but even those can be delivered flexibly and
on a mobile basis if this suits individual workers better. On the contract
side of work, flexible working options from night shifts to single day a
week working to creating full-time employment through linking diverse
contracts are all realisable. All of which leaves the recruiter in the
position of trying to facilitate working relationships in the best possible
way, which can mean anything and everything from scheduling and
filling shifts to delivering training.
For C&D Group Ltd the advent of more choice for workers has
impacted on the type of contracts they are able to fulfil for clients.
Chris Hornbuckle said candidates who would previously have taken
ad hoc work with them now seem to look to the gig economy platforms
to give them the work they require. Their contracting candidates are
looking for longer stretches of work to give them a measure of security
alongside competitive remuneration.
Kelly Kendall explained that some employers had yet to realise the
nature of the candidate pool facing their industry. In some cases they

still expect to pay minimum wage and get the talent they need. Right
now, however, the labour market is tight, the talent pool is continuing to
shrink and workers want longer term opportunities. Employers can no
longer simply access the talent on demand – they need to offer more
to secure and motivate that talent.
Gavin White’s company introduced the idea of providing vehicle
technicians on a contractural basis to the automotive industry.
Selling the concept into garages was met with resistance at first but
employers soon realised it was a cost effective way to get talent in and
minimise downtime. Over time, however, the increasingly competitive
workplace has put additional pressure on finding the right candidates.
Other engineering industries including the energy sector – in the
form of wind farms and so on – are now searching for the skills these
technicians have and are ready and able to give them attractive deals.
Robert Persson felt that the increase of gig platform suppliers in
his sector – of hospitality/restaurant staff – had actually brought his
company extra business. Sometimes the gig platforms have not been
able to fully meet user demand – with the result that his company has
had to swiftly find the talent required. While some of the higher level
hospitality businesses previously did not consider using contract staff
there is now an understanding that highly skilled workers can be found
and managed in this way.

The technology to go forward
Technology has a part to play here too. Roderick Smyth notes
that solutions such as TempBuddy can help recruiters increase
candidate loyalty through a better mobile experience, significantly
impacting retention rates. By making redeployment easy and
sharing employment information, shifts can be filled more quickly. He
articulated that he sees the need for staffing firms to shift their attention
from candidate attraction to worker retention to achieve profitable
growth. The training of temp workers is even more important than
before in cultivating a talent pool for large agencies - investing in your
best and most engaged workers is very important for the success of
these programs.
Persson’s experience reflects the desire within the workplace for
quality workers. It is perhaps this emphasis on quality that provides
recruiters with a key way into their market places, regardless of the
inroads made by the gig economy. Kelly Kendall explained how
Cordant was making the most of apprenticeship funding in order to
upskill their contractors. Investing in their skills gives those workers
added longevity in the workplace. Achieving buy in from employers for

this can be challenging, particularly as some apprenticeships require
the individual to be in position for a number of months or even years
in order to complete the training.
In terms of apprenticeships Gavin White says his company now
employs a dedicated consultant who they effectively rent out to
employers in order to establish schemes within their workplaces.
The company also offers a flexible RPO-type model for employers
taking on projects to deliver a number of workers at any one time.
Both of these factors are leading White and his team to increasingly
drop the concept of being a ‘recruitment’ company in favour of being
a ‘solutions’ company. The reason being that fulfilling employment
demand requires much more than just offering candidates for
vacancies.
As Rachael Moss noted, recruitment companies are now facing
the additional challenge to stand out from online platforms, as well
as from each other. It’s more important than ever for recruiters to
act in a consultative way, she says. As a result agencies need to
offer their clients and candidates a clear differentiator, whilst
meeting the on demand expectations created by online platforms.
Technology combined with human interaction can provide this
competitive advantage.

Social media meeting
Kendall has also steered her business towards an increased use
of social media platforms. This has been done to increase the
communication and understanding between candidates and clients.
She argues these two elements of the recruitment business need
to be in greater touch with each other because when they are the
candidate better understands the real opportunities that the employer
is offering. In a similar way the business is exploring and increasing its
use of video so that prospective candidates can watch material to see
precisely what the organisation is like and consider whether it will be a
good fit for them.
There is no doubt that recruiters are facing stiff competition from
the gig economy. The attraction of having available work whenever
you want to work and at least feeling that you have control over that
work cannot be underestimated and may be negatively impacting
on the talent pool from which recruiters used to draw. However, by
understanding the issues and forces at stake – the need for flexible
work, the balance with financial gain and job security – recruitment
companies can, indeed are, producing solutions which work well for
employers and candidates alike. n
Supported by:
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The voice for the global staffing industry

We’re privileged to have been able
to chart stories and successes from
the industry and we look forward
to continuing to play our part in
driving the industry forward

THE GLOBAL
RECRUITER AT 200
The Global Recruiter has reached issue 200. This milestone
has arrived with a new look for the magazine as the publication
continues its focused service and approach to one of the most
exciting, vital and fast moving industries in the world.
“It’s been an amazing journey,” says Gary King, publisher at The
Global Recruiter. “We have seen this industry grow and mature
over the years, taking on board the best practices of people
management, adapting to changes in the employment market and
leading the way in the use off technology. We’re privileged to have
been able to chart stories and successes from the industry and we
look forward to continuing to play our part in driving the industry
forward.” Since its first outing as The Recruitment Consultant in
2002 the publication has always placed the agency recruiter centre
stage, acknowledging this unique and challenging position at the
frontline of finding the talent required by employers. Recognising
the stresses, frustrations, value and rewards of this job, The
Recruitment Consultant brought a voice to the staffing industry,
reflecting the pressures of delivering for clients on the one hand
and satisfying the desires of talent on the other. Recruiters are,
after all, at the pivot of the employment relationship and it is no
mean feat ensuring the right person is presented for the right job at
the right time.
Its position at the frontline of the employment relationship means
recruiters – and agency recruiters in particular – have often been
the focus of government attention. Sometimes through HMRC,
sometimes through other government departments – all keen to
ensure that employees are treated fairly throughout the employment
process and ongoing in their position. Whenever regulations and
legislation have been announced, The Global Recruiter has been
ready to study the heart of the changes, to bring recruiters the

information and advice they need to comply and deliver a
value-driven service.
Within a year of publishing, The Recruitment Consultant had
already delivered its first UK conference, using its fast-gained high
profile to attract industry leaders to address and discuss issues
with recruitment company leaders and owners. Throughout the
publication’s history the emphasis has always been on identifying
the experts from the industry who can deliver the information
recruiters need to do their jobs most effectively. The annual UK
summits have been a case in point – additionally giving recruiters
the chance to interact with industry representatives and get the
information and attention they require.

Going digital
In 2003 the Recruitment Consultant was the first sector publication
to go digital. This step reflected the changing nature of business
media, the growing accessibility of and reliance upon the internet
for business critical information, and as The Recruitment Consultant
led, others followed.
In 2010 The Recruitment Consultant launched its industry awards
for the UK. Taking a clear path to recognising talent and excellence
wherever it may be in the sector, these award were unique for not
requiring any pre-qualification and for being entirely free to enter.
An aspect of the awards preserved to this date. At first there were
only a few categories for recruitment businesses to aim at, but
over the years the number of awards grew, enabling the magazine
to recognise excellent work in every field of recruitment – from job
boards to social media, from large companies to those in
their infancy.

The international business
A year after the launch of the industry awards, The Recruitment
Consultant took another significant step forward. In recognition
of the international nature of the sector, and in support of the
numerous recruitment businesses which were pursuing an
international stage, the publication rebranded and conscientiously
expanded its reach beyond the UK and Europe. Rebranding as
The Global Recruiter a new website delivered clear content for
the popular Asia Pacific market and the magazine itself offered
dedicated coverage from experts and recruiters from the region.
The Asia Pacific coverage was closely followed by the introduction
of the first Asia Pacific recruitment conference, an event which
swiftly grew into the largest gathering of dedicated recruitment
professionals in the region. Alongside this summit The Global
Recruiter introduced its Asia Pacific industry awards which,
mirroring its UK sister awards, offered an unbiased and level
playing field for all-comers to demonstrate their skill, commitment
and achievement in the recruitment sector.
In 2014, coverage of the Asia Pacific market was increased and
made more specific as a separate e-publication for the Australia and
New Zealand market was introduced. The publication recognised
the mature nature of this recruitment market and while highlighting
some of the similarities it held with the UK market, it also centred
on the differences and challenges of addressing such a large
geographical area.

App accessible
By now the smart phone and mobile device was easily beating the
desktop computer as the preferred method for recruiters – and
of course, readers in general – to access news and information.
Naturally The Global Recruiter made the first move in this arena,
delivering a highly functional and easy to navigate app version of the
magazine in 2015.
While ensuring the information, features and news recruiters
needed would be right there in the palm of their hands, the move
also enhanced the general online offering of the magazine. The app
version even accessed by laptop or desktop is easier to use than
the original e-magazine platform, provides clear URLs to direct
readers to specific content and is a smooth and efficient reading
experience compared to the cumbersome and frustrating experience
of some e-books.
The monthly magazine and quarterly ANZ e-magazine both moved
onto the app platform and were joined by a dedicated Asia Pacific

e-magazine which built on the publication’s Asia Pacific credentials
to offer recruiters in the region a more complete range of information
from the region.
Alongside this The Global Recruiter also promoted material, news,
events and more through its Twitter channels and its highly popular
LinkedIn group.

Still the voice of the staffing industry
Beginning in 2017, The Global Recruiter embarked on a series of
Recruitment Live industry discussions. These roundtables brought
together leaders from across the recruitment spectrum to tackle
the issues which impact on them and their businesses. From
compliance to technology, from sector specific issues to the future
of employment, these roundtables have been the focus of thought
leadership for the industry, giving The Global Recruiter it unique
place as the voice of the staffing industry.
The Recruitment Live discussions will continue to be a feature of The
Global Recruiter’s work going forward, providing the industry with
an important forum to share and discuss the industry while giving
magazine subscribers privileged access to leading edge thinking.
The Global Recruiter refuses to stand still or to compromise on its
coverage of the agency recruitment industry. The industry deserves
the best coverage, support and promotion and the recent revamp of
The Global Recruiter’s website has again marked a step forward in
providing accessible material for recruiters whenever and wherever
they need it.
Finally, not to be forgotten, this year marks the tenth year of The
Global Recruiter Industry Awards. With record numbers of category
entries there is already excitement building for the awards ceremony
on 20 June. But why was it until then to celebrate the success of The
Global Recruiter and the industry it works to represent and support?
Have a toast on us and here’s to the next 200 issues – and much
much more. n
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FLEXIBLE FRIENDS
The power of SaaS unleashed on the recruitment sector.
The whole point of implementing technology within a recruitment
business is to make efficiency gains within processes and to enable
employees to do their job in a straight forward and joined-up way. The
increased efficiencies which can be gained by enabling a business to
collect, manage and use the information and data it produces through
its everyday operation can power a recruitment business to greater
success both nationally and internationally.
It makes sense, then, to access that technology through a delivery
model which is also flexible and adaptable to your business. Software
as a Service gives recruitment businesses that flexibility and the
agility to be able to adapt and change their technology investment
as and when the business demands it. Rather than making a huge
investment upfront and then having to bend the business to suit,
Software as a Service operates through a licensing system, providing
the recruitment company with the capacity it requires and letting it
expand or reduce its call on the technology according to the needs of
the business at the time.
The technology itself is held centrally, with users accessing the same

system through a browser interface. This means there is always one
updated version of the company’s system and that system can be
used by anyone anywhere on any device with the right log in details.
More than this it means the company always has one single version
of its technology, enabling information to be shared, co-working
across the company and the collection of company-wide information
and data for the purpose of analytics.
Upgrades and the implementation of new features – or even add-on
parts of the system – can be carried out easily by simply addressing
the central system: there is no need to make changes for every single
user because everyone accesses the same system.
The delivery of SaaS has grown both in terms of the kind of
technology which can now be delivered this way and the number
of businesses for whom the model offers a practical and efficient
way of accessing technology. Over the next pages you can find the
system and supplier than works for your business, examine how their
agreements and models work and select the best technology to power
your business forward. n

34 S UP P LY SIDE

UNLOCKING STAFF
PERFORMANCE WITH
TECHNOLOGY
Glyn Blaize, managing director of NORTHSTAR discusses
performance analytics.
People need to feel a sense of control, when they feel out of
control, they experience tension anxiety and the inability to
make good decisions. The rise of SaaS technology has enabled
software providers to deliver quick efficient solutions which can
scale effortlessly with businesses wanting to avoid huge upfront
costs but benefit from the best tools on the market.
Developing staff performance through a SaaS based appraisal
analytics in many cases will be the catalyst recruitment
businesses are looking for when wanting to scale or harness
the creative and resourceful power of their employees. Agile
Appraisals are designed for the new world of work which is
more collaborative, social and faster moving. In an age where
the new generation of workers approach recruitment differently,
providing the right technology will channel skills and creativity.
In today’s workplace communication is instant, and feedback
is king. Software products now allow business owners and
their staff to constantly adapt thought “real time” feedback and
push new levels of performance using methods so successfully
employed by the world’s leading businesses and sports teams.
Magic happens when technology platforms work in unison, with
each other and create synergy.
There are a number of key benefits of getting the performance
technology right.

Efficiency + Time Saving & Profit
Staff reviews cost the business 100's of hours each year and
if done inefficiently the cost is not just time but a lot of money
in lost productivity. Agile data led appraisal platforms enhance
managers effectiveness, remove the need for hours of analysis
of activity and increase profitability as staff and managers react
and adapt quickly to changes and challenges.

Generating Shared Outcomes
Turning strategy into action is always a challenge but agile
performance development software enables the senior teams to
align business strategy, targets & and activity with employee’s
personal and career plans. Providing a joined-up approach to
business success.

Harnessing Engagement
Statistics state that 43% of highly engaged employees receive
feedback at least once a week, however most recruitment
businesses fail to feedback regularly. Engaged staff are your key
to scaling. Using a platform which facilitates your work flows
and provides both analytical and manager driven feedback to
staff will be the key to unlocking engagement.

Using measurement to motivate
Using real time performance analytics. Platforms like
NORTHSTAR.ai will combines multiple features to provide a
holistic anytime appraisal process. Employees can track their
ongoing performance and keep managers informed. Managers
can set team and individual targets, highlight trends and
development points. Directors can drive strategy throughout the
organisation and view progress on demand.

Making performance reviews more transparent.
More businesses are adapting to the millennial workforce by
developing ways of providing staff with more autonomy and
ownership. The challenge is always accountability. Technology
platforms can overcome this problem by providing minute to
minute transparency. The net result… expectations being met for
both employer and employee.

Harnessing Rich Powerful Data
Pin-point, sharp data driven decision making is a luxury most
businesses can now enjoy. With real-time recruitment business
analytics on tap, analytical systems provide clear overviews of
the state of play. Systems like northstar.ai blend Action Points,
Career Roadmaps and objective Employee Scoring to enrich the
data and provide better faster decision making and ultimately
performance enhancement. n
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Associate Sponsor:

“Winning GR's Best Medium Recruitment company is a real testament to the high-performance
environment we have in both our support and sales teams. This environment ensures our
consultants have the best platform to generate new business, service existing clients and support
Spencer Ogden's regional growth into the Energy, Engineering and Infrastructure sectors.”
Tom Reid, APAC Director, Spencer Ogden

Entries now open – FREE to enter
The Global Recruiter Asia Pacific Industry Awards are back and now is the time for you to step up and
show how your business has led the way through its performance in the past 12 months. Designed to
encourage, identify and promote outstanding practice across the recruitment industry in the region, these
awards are built on the strong foundations of its sister awards covering the UK which this year hit their ten
year mark and have attracted a record number of entries.
Free to enter with clear category criteria, these awards are designed to recognise excellence from all
businesses – established and newcomer companies, service levels, job boards, businesses of all sizes.
Assessed and judged by a panel of industry experts who know what it takes to be successful and to go
beyond the usual in pursuit of excellence, these are the only recruitment awards dedicated to the agency
part of the industry. The Global Recruiter Asia Pacific Industry Awards offer recruitment businesses the
chance to gain real recognition for their work and ideas, recognition which translates into continued future
industry success.

Deadline for entries 28 June 2019

Awards Ceremony – 7 November 2019
PARKROYAL on Pickering, Singapore

For more information visit: www.theglobalrecruiter.com/events or call +44 (0)1923 723990
#GRAsiaPac
Events: @GlblRecruiter
News: @globaleditor

GO SEEK

Simon Kent asks what it takes to open a new market
in the Asia Pacific region.
Expanding a recruitment business can be a challenge at the best
of times, but when that expansion means entering a new market,
perhaps within a new geography the challenge can become
significantly greater. Recruiters aren’t just dealing with the usual
issues of finding the right candidate for the right client, but they need
to have a greater awareness of issues around cultural and business
practices in order to ensure the solutions they offer are attractive and
demonstrate clear value for employers and talent alike.
Talking to recruiters from around the region, at least it seems the
industry is starting from an advantage – there is a strong demand
for recruitment services and the general economy is positive for the
industry: “The APAC region is one that consistently ranks amongst
the easiest ones to do business in,” says Sanjay Shetty, head
– strategic accounts management for Randstad India. “While there
are differences in the composition of the major economies – energy
and agriculture for Malaysia, mining and food production for Indonesia
and BFSI and IT for Singapore, there exists significant overlaps
– IT, finance, operations roles, for example, that can be leveraged
to devise a coherent APAC strategy.
“When there are new areas, there is little possibility of proof of
concept, so clients will rely on the recruiter’s ability to give the best
possible solution,” Shetty adds. “An ideal example is when the BPO
sector exploded in the early 2000s and there was a big requirement
for service delivery operations skills. There were no other BPO
companies, so recruiters would look at sourcing from related sectors
like hotels, travel, logistics – where candidates with good customer
service, service delivery and team leadership skills were available
in large numbers.”

Compliant and sustainable
Operating out of Japan, Grant Habgood, SThree’s director for
the country explains that barriers to enter a market is low from
a governmental perspective in terms of obtaining the necessary
recruitment license. “Some work needs to go into maintaining it and
staying compliant in the case of Japan,” he comments. “However, the
sustainability of the market and achieving consistent success in it is
another story.”
As well as being compliant to regulations to be successful the
business must also fit well into the locality from a cultural and
operations point of view. A competitive market is unlikely to be
easy for a newcomer to crack without extensive knowledge and a
watertight business plan.
This point is also emphasised by Suchita Dutta, executive director
at the Indian Staffing Federation: “Understanding the softer aspects
of people aspirations and management differs from region to region
within APAC countries,” she notes. “It will help to understand the
cultural differences along with the language barriers, before one
enters the new market. The Asia Pacific region will be comparatively
easy for people moving inside the region than for professionals
coming from other continents though. The larger benefits will be the
ability to understand and address aspirations, which could be more or
less alike in the region.
"One must always seek for mentors and take information beyond
networking to educate self on the dynamic of the new region,”
continues Dutta. “If there is a possibility to build a social network to
learn the finer aspects then acceptance becomes easier. >
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The best approach is to tailor and
specialise recruitment practices
to break into a niche market

Settling in a new region is always tricky, so aligning to culture and
food habits usually are good starting points to conversations. The
research on the region should be based on experiential instances
rather than theory based.”
Randstad’s Shetty lists a wide range of resources from which
recruiters can draw in order to get to grips with a new market and
therefore understand what their particular recruitment business can
offer to the region. These resources include Primary Data - gathering
information from a network of senior candidates from the sector;
Secondary Data – news sources such as the trade press, business
journals, forums and databases; industry experts and social media.
Shetty describes the latter as: “The biggest platform used today which
houses substantial information on the different sectors, especially the
emerging sectors. Today with AI and technology being able to predict
skills and areas where there will be a huge demand, the harnessing
of information from social media is a must-have skill for every sales
person/recruiter.”

Get in a niche
Certainly getting a grip on a new market seems easier if the
recruitment business targets a specific niche and goes to town on
building that business rather than attempting to satisfy everyone more
generally. “One key strategy is to specialise yourself within the sector
as much as possible, rather than trying to cover everything at risk of
becoming a Jack of all trades but a master of none,” says SThree’s
Habgood. “To do so, it is essential to identify what are the specific
markets you would like to cover, do ample research on the number of
candidates available, and clarifying the fee standards in the market.”
Understanding the competition faced in the sector and carrying out
the usual SWOT (strengths, weaknesses, opportunities and threats)
analysis, including the role of job boards and LinkedIn in the market
will also help recruiters understand the potential before them.
As for convincing new clients of the value they can bring to their
business, Habgood remarks that the first point of call is always to
ensure the business offers good products. “In the case of Japan,

it is a rich pool of candidates,” he says. “The second way is being a
credible company by demonstrating our operating principals; build
trust, care then act, be clear then aim high.
“SThree does our best to build trust through sponsorship and industry
events, actively listening to our customers’ needs carefully and always
being clear about what we do,” he concludes.
While the Asia Pacific recruitment market seems welcoming for
newcomers, one should not underestimate the level of competition
that does exist in the sector. A spokesperson from Robert Half
describes the market as ‘oversaturated’ therefore presenting a barrier
to entry for those who do not already have a presence. “The best
approach is to tailor and specialise recruitment practices to break into
a niche market,” they advise.
For Robert Half this means speaking with candidates within a
particular sector, understand their jobseeking behaviour and the
challenges they encounter in order to understand precisely what
support they need from a recruiter. As well as keying into candidate
preferences this approach also allows recruiters to understand what
employers in the sector really want.
As for securing a new deal with a client who may not have considered
using you for their business before, if the recruiter can demonstrate
clear knowledge of the sector and market they seem to be more
than half way there. Then all they need to do is “come prepared
with solutions”.
“Clients are convinced when you present the right credentials,”
asserts Sanjay Shetty. “Recruiters with the requisite domain expertise,
previous case studies and a sound understanding of the market.
Clients are happy when you give advice on salary trends, attrition
trends, mapping of key org structures, top reasons for attrition etc.,
for a specific sector.”
Even in challenging times there are always new opportunities for
recruiters to expand their offering, find new clients and build their
businesses further. The Asia Pacific region offers potential and
challenges in equal measure. It is up to the recruitment business to
take a structured, considered and well-researched approach in order
to fully exploit that potential. n
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DO
EVERYTHING
BETTER
Sergio Picarelli, head of professional staffing at
The Adecco Group on the need for upskilling.

Change has always been a fact of life, but the near constant
technological developments taking place today mean that its pace
has accelerated rapidly in recent years (and is showing no signs
of slowing down). This has a number of significant consequences,
not just for the UK economy as a whole, but also for businesses
and their employees. The rise of artificial intelligence (AI) and
machine learning (ML), are just some examples of how the nature
of work is changing. This, coupled with political developments
such as Brexit and rising global isolationism, is creating a tight
labour market where recruiting talent with the right skills is getting
increasingly difficult. In addition, some companies are having to
make more redundancies and are facing greater severance costs
than ever before as a result. In this context, investing in upskilling
the workforce is not just a nice to do, but a business imperative.
Yet, many companies are not currently prioritising these kinds
of initiatives.

The current state of play
To find out what preparations are being made by both
organisations and individuals to meet the demands of the future
world of work and what challenges they are facing as part of
this, we surveyed 4,700 workers across the world and spoke
to global executives. We found that despite the majority of
respondents expecting their job to change at least every five
years due to technological advances, many organisations are
not systematically evaluating potential skills gaps. What’s more,
while most people have acquired some new skills in the last
decade, these are often not different enough from skills they
already have.
Organisations recognise the importance of providing the
opportunity for employees to get new skills, but are not always
putting their money where their mouth is. >
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Upskill challenges

The re-/upskilling imperative

One of the reasons why organisations are not going full steam
ahead when it comes to equipping their workforce with new
skills, is uncertainty. Most businesses know that upskilling is
key, but are at a loss when it comes to knowing what action will
be necessary to close future skills gaps. This means that they
are reacting to changes as they take place, as opposed to taking
a more strategic long-term view.
To avoid action paralysis when it comes to upskilling,
organisations should try to let go of rigid and granular skills
plans and take a more flexible approach. Building agility into
upskilling plans will ensure that changes can be made in
response to any new developments. In practice, this could mean
setting the goal for a portion of employees to get new skills
over a certain period, and providing a menu of skills that can
be adapted in response to evolving needs. This should include
a combination of the hard skills (such as capabilities in data
analysis) and soft skills (including negotiation abilities) that will
be needed in the digital economy.
Once organisations have an idea of the kind of skills they
want to develop, employees who can acquire them should be
identified. The ideal candidate will not just need the right starting
skill set, but also a learning mindset. As such, a willingness and
ability to learn is something hiring managers should increasingly
look out for as part of the recruitment process.
Another challenge currently getting in the way of companies
implementing the upskilling they desperately need, is that many
view it as a ‘sunk cost’ – because employees may leave before
the training has ‘paid off’ – rather than a long-term investment
in value creation. There are a number of ways to get around
this issue, including requiring the employee to stay for a certain
number of years after a significant investment in their
re-/upskilling has been made. But why should organisations
make it a priority to overcome these challenges, through
upskilling, in the first place?

Most businesses understand that they may not survive, let alone
thrive, unless they capitalise on the opportunities presented by
technology; and that this requires preparing their workforce for
a digital future. But so far, the trend in responding to this has
largely been to recruit new people with these skills, rather than
upskilling existing employees.
Yet, achieving a more even balance between recruiting for
external expertise and upskilling existing employees will help
tackle some of the key issues in skills and employment today,
including:
• New skills for new jobs: Investing in on-the-job training can
help organisations create access to the skills they need (at a
time when it’s increasingly difficult to find candidates qualified
to do new work) while at the same time future-proofing the
careers of their employees. With numerous studies suggesting
that, in the long term, internal employees outperform outside
hires, this approach makes sense.
• Resolving structural challenges in the workforce: An ageing
population means that people need to, and often want to,
continue working for longer. As a result, employees will have
to constantly update their skills in order to remain competitive,
productive and ultimately employable. Yet, some employers
are placing more value on the digital skills associated with
younger workers, and believe that return on investment
for training older worker is lower than that of their younger
counterparts. But investing in young people alone is not
enough, because while some may have key digital skills,
they’ll likely still need to develop their soft skills and gain
real life experience. So alongside on-boarding inexperienced
workers, focus should also be given to re-/upskilling
experienced workers. Doing so will also help keep these key
members of the workforce productive for longer.
• Recouping the cost of severance: While the fourth industrial
revolution will create a wealth of new jobs, there’s also
a chance that some occupations may become obsolete.
Something that could result in the total cost of severance for
businesses becoming higher.
This wasteful cost can be better redistributed by spending it on
employee training and development. A no-brainer considering
that investing in skills is far more cost effective than paying
severance, and could avoid the need to let go of workers in the
first place.
Business shouldn’t lead the charge for upskilling on their own
and the government has a part to play in ensuring that there are
solutions and structures in place to support re-/upskilling across
the board. Working together to create training frameworks is in
the best interest of both parties, as it will not just help support
the rights of workers, but futureproof key sectors and industries
as they develop in the digital era. Ultimately, a focus on
re-/upskilling does not just make good business sense, but is
also the right thing to do at a time when digital disruption risks
leaving some people behind in our labour market. n

To avoid action paralysis when it comes
to upskilling, organisations should try to
let go of rigid and granular skills plans
and take a more flexible approach
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STARTING
POSITIONS
Peter Matthews of Nucleus explains how branding
from the inside-out helped launch Renascent.

Rebranding is as much to do with culture change and employee
motivation as it is to do with design and customer acquisition, providing
a clearly articulated brand purpose that resonates with the company’s
talent and provides a spur to positive internal action. We call this
inside-out branding.
Inside-out branding starts with a simple question; why does this
company exist? If a leadership team can’t answer this simple
question, how are employees ever going to become motivated
around the achievement of corporate goals? Perhaps the absence of
simple answers around corporate purpose is why 31 per cent of UK
professionals feel their expectations ‘are not being met at all’ by their
current employer. This research, by recruiter Robert Walters and
CV-Library also found a further 24 per cent feel their needs are only
just ‘moderately’ being met.
By looking from the inside-out – defining what gives a particular
organisation its ‘reason to exist’ – is where smart branding starts.
Toby Marchant, founder of recently launched leadership mentoring
network, Renascent, asked himself this very question to get a better
sense of how to succinctly communicate his unique service offering.

The transition goal

Protect the brand

Renascent is a start-up by a group of sixty year olds who combined
their leadership expertise and vast experience to fill a gap they saw
in talent management. Their aim was to develop unique, tailor-made
programmes designed to help senior business leaders transition from
big corporate roles.
As Marchant points out, leaving a full-time senior corporate role can
represent the greatest bundle of challenges – as well as opportunities
– in a lifetime. These include coping with the sudden loss of influence,
support systems, and a long-established sense of purpose, all of which
are generally underestimated.
Having been through the experience himself, Marchant found that
many senior executives are now transitioning from corporate life earlier
than ever before, and living longer, meaning that, unlike previous
generations, they have decades of active life ahead of them, which
requires careful planning.
Getting the branding right for his start-up was an integral part of
Marchant’s strategic investment. As a marketing man, Marchant knew
how important it was to position the new brand at launch and asked
Nucleus to apply its inside-out branding approach to precisely define
and articulate its business purpose and value proposition and review
the proposed company name. We took a deep dive to better define
exactly what differentiates his team of expert mentors from a multitude
of agencies and life coaches all vying for the same attention.
In this polarised market where a handful of discreet specialists operate
behind closed Georgian doors in plush London squares and large
executive search and consulting firms only alluding to transitioning
advisory services, no clear sector vocabulary exists, so established
benchmarks were few and far between.
We worked with Marchant to deconstruct his business concept and
rebuild it using inputs from our own research, interviews and insights.
The first output was to articulate the brand purpose, which was defined
as ‘To support business leaders with their career transitions’, with the
value proposition ‘Discover your next horizon’.

Having concluded that the company’s chosen name was not
protectable, we used the brand purpose and value proposition as
inputs into the brand naming process, where, after some deliberation,
we recommended the concept of ‘rebirth’, settling on the name
‘Renascent’. Before recommending this distinctive and meaningful
name, we filtered our shortlist to identify any possible trade
mark infringements and also secured appropriate high-level
domain names.
To avoid subjective reactions, we filtered the shortlisted names
through our name evaluation criteria and Renascent scored highly.
Our trade mark attorneys at Nucleus-IP applied for registration in
August 2018, which was accepted on to the UK trade marks register
in December.
The founders together with the network of experts assembled by
Marchant coalesced around the new brand narrative and immediately
saw how the name reinforced the business purpose. The brand
design and website then followed, with the brand mark expressed in a
crisp lowercase classic serif font, with colour emphasising the first two
letters. The design suggests an approachable and highly professional
organisation, structured to provide one-to-one help and guidance.
The website is simple and straightforward, with copy aligning with
the value proposition and a home page image of a Lynn Chadwick
sculpture – featuring a lone figure at sunset – to evoke the emotional
challenges of senior executive transition.
Deconstructing and then rebuilding a brand in a step-by-step process
is an effective way to ensure it becomes a powerful and practical
business tool, with a distinctive and meaningful brand name and
proposition reminding everyone inside and outside the organisation
of why the business deserves to exist and prosper.
The Renascent brand was launched in February 2019. It is still
early days to judge its commercial success, but everyone in the
Renascent Network has enthusiastically embraced the new brand
name and identity. n
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THE
DIFFERENCE IS
EXCELLENCE

Companies in the
top-quartile for ethnic/
cultural diversity on
executive teams were
33 per cent more likely
to have industry-leading
profitability

Jane Hatton, director, Evenbreak on making inclusion
an everyday habit.

Some years ago, businesses largely viewed diversity and inclusion as
a pink, fluffy issue that bore no relation to their success or otherwise.
If inclusion was considered at all, it would be shoved into a ‘corporate
social responsibility’ cupboard somewhere.
Times are changing and businesses are now beginning to realise that
diversity and inclusion isn’t just a moral, ethical, ‘nice to have’ issue, but a
commercial imperative. Many studies have demonstrated that companies
who embrace diversity and inclusion enjoy greater commercial success.
McKinsey (2018), for example, found a “statistically significant correlation
between a more diverse leadership team and financial outperformance”.
Companies in the top-quartile for gender diversity on executive teams
were 21 per cent more likely to outperform on profitability and 27 per
cent more likely to have superior value creation. Similarly, companies
in the top-quartile for ethnic/cultural diversity on executive teams were
33 per cent more likely to have industry-leading profitability. Diversity
including LGBTQ+, disability, age, socio-economic background and
other ‘differences’ all lead to greater chances of financial and sustainable
success for organisations.
This being the case, it may be surprising to learn that we still have a way
to go on implementing really effective diversity and inclusion strategies into
our businesses. We know that there is a disproportionately low number of
people from these groups in the workplace at all, let alone in influential or
leadership positions. The gap between disabled people and non-disabled
people in paid work, for example, remains stubbornly at around 30 per
cent. Why aren’t organisations leaping at the chance to grab hold of this
commercial opportunity?
For some, sadly, it may be that their unconscious (or maybe conscious)
bias still dictates their decisions. Maybe some people still believe that
somehow white people make better employees than people from ethnic
minorities. Or that men make better leaders than women. Or that disabled
people have fewer skills than non-disabled people. Or that people who
are gay or transgender or from a different culture or some other irrelevant
difference, might find it difficult to ‘fit in’. Education is key in combatting
these myths.

For others, the desire to be more inclusive is not the problem. They know
that their companies will benefit in many ways by reflecting the diversity
of the population. The problem is that it can seem too big a mountain
to climb. Culture change is complex and can take a long time to effect.
It all seems too complicated, and even knowing where to start seems
too difficult. The good news is that embedding diversity and inclusion is
more about making small changes consistently rather than embarking
on expensive and time-consuming initiatives. Those initiatives can be
valuable, but until inclusion is mainstreamed into the everyday life of the
company it will remain, at best, unsustainable and patchy.
In terms of recruitment, there are many changes which can be made
to increase effectiveness in attracting, assessing and appointing a
more diverse range of people. These can appear in all stages of the
recruitment process.

Identifying the vacancy
Consider flexible working. Someone leaves, or a new post is created,
resulting in a role to be filled. At this stage, it’s important to consider
the options around how this role might be carried out. Could it be done
part-time? Or through job share? Could some or all of the role be carried
out remotely or from home? Are flexible hours or term-time working
appropriate?
Consider job carving. Does every task within a role need to be done by the
same person? Would dividing the tasks between two or more people who
have strengths in those areas be more effective?

Writing the job description/person spec
Focus on the qualities necessary for the role. Does the manager really
need a degree, and if so, why does it need it be from a particular
university? Do they need a driving licence, or just need to travel between
sites? Does English need to be a receptionist’s language, or do they need
to be fluent in English?

Does a coder really need to be a ‘team player’ or a ‘good communicator’?
Think about terminology. Some job descriptions use biased terms, which
can discourage women, or older people to apply. Ensure the terms are
neutral and factual and are genuinely relevant to the role being described.

meaning it doesn’t reflect their capabilities. Blind CVs are a step in the
right direction, but the above issues still remain.

Advertising the vacancy

Help candidates to shine. The point of assessing candidates is to see
how they might perform in the role. Ensure they have the opportunity
to demonstrate this in different ways. Being grilled by a panel of five
people might not bring out the best in them.
Be more creative. Most assessment processes revolve around the
interview. Interviews are excellent at discovering which candidates
are great at being interviewed, but pretty poor at identifying which
candidates would be the best for the role in question. Consider
observing tasks which are relevant to the role, or offering work trials.
Ensure assessment is relevant. Sometimes assessment centres
include, for example, team discussions. For people who having hearing
loss, or speech impairments, or who are autistic, they are unable to
participate on the same level as others. If a test is part of the process,
ensure that candidates have access to any adjustments (e.g. assistive
technology) that they would have in the workplace, otherwise the test is
not relevant.
Look for evidence. Many candidates may have the skills you are looking
for, but may have gained them outside of the workplace. Managerial and
organisational skills can be developed and honed in the family, in the
community and in voluntary roles, for example.

Target wider audiences. If you advertise in the same old places, you are
likely to receive applications from the same kind of candidates. Are there
specialist job boards you could use? Could you advertise in specialist
journals? Could you partner with community organisations to engage with
different people?
Consider the wording. Do you make it clear that you welcome candidates
from different backgrounds? Do you ask what adjustments candidates
might need in order to shine in the recruitment process?

Attraction strategies
Be credible. Give candidates confidence that you are genuinely
inclusive. Just saying you are is unlikely to cut it. Enter awards (e.g.
the Recruitment Industry Disability Initiative), gain accreditation (e.g.
Stonewall Index), offer case studies of diverse people succeeding in your
organisation.

Application process
Make it easy for candidates to apply. Do you insist on a timed online
application form or test which could exclude some good candidates?
Do you offer a telephone number and email address for candidates
to ask questions or request support? Offer different formats for people
(e.g. hard copy alternatives or larger print).
Place less emphasis on CVs. A CV can tell you something about the
history of a candidate, but very little about their potential. Also, previous
discrimination may have impacted negatively on their work history,

Assessment

The decision
Make an objective decision. Include diverse people in the decision.
Many recruiters are subconsciously drawn to candidates they can
identify with, or with whom they share characteristics. Rather than
looking at ‘cultural fit’ or ‘will the team like them?’, consider the qualities
required for the role. Consider the potential of the candidate, not just
their previous performance. n
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