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It has been challenging to cover the progress (or not) of Brexit and its impact 
on the recruitment industry. While there have been plenty of reports as to what 
might happen in the case of negotiated exit or no deal, the fact is there has never 
been certainty of how – of if or when – the exit from the EU will occur. Using this 
as a backdrop our cover story asks how recruiters have dealt with uncertainty 
surrounding their business – and the result is very heartening. 
Maybe we shouldn’t be surprised that a resilient, entrepreneurial sector seems to 
thrive in these conditions, looking optimistically for the opportunities it can exploit 
rather than dwelling on the work that may become too problematic to continue.
Uncertainty also surrounds the technology world. In this year’s technology 
supplement we take a long hard look into the future discussing aspects of what 
technology can do for recruiters, from a functional point of view and in terms  
of what it might do for the industry itself. 
Whatever happens, we’re here to make sure it’s covered.

WELCOME

SIMON KENT
EDITOR
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MANCHESTER EVENT: 
DIGITALISATION  
AND TALENT  

We could use this for pull 
quote or facts and figures
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WIGWAM 
WONDERS 
A tech-driven recruitment 
company is the first business in 
the UK to pay its workers within 
24 hours. RedWigWam matches 
employers online with temporary 
workers seeking short-term, 
flexible work.
So far, over 95,000 people 
aged between 16 and 90, have 
registered with RedWigWam and 
over 2,000 employers are now 
using the online platform to find 
workers for part-time or ad-hoc 
roles.
Lorna Davidson, founder and 
CEO of RedWigWam said: “We 
are looking for people who want 
to do great work and, in return, we 
will reward them straight away for 
doing a great job.”
When registering candidates 
are asked whether they would 
prefer to be paid daily, weekly or 
monthly. Over 80 per cent have 
chosen to be paid within 24 hours.

“The feedback we have had has 
been fantastic. It means they will 
have the money in their bank to 
buy a pair of shoes for a child or 
go out with friends on a Saturday 
night,” says Davidson. “It also 
helps combat the issue of people 
considering taking out payday 
loans and other forms of lending 
– to tide them over between 
monthly pay days – which can 
be hugely expensive in terms of 
interest.

“We believe we are the first 
company in the UK to give its 
workers the opportunity to be paid 
for their work within 24 hours.”
Liverpool-headquartered 
RedWigWam is expanding 
rapidly. Among the companies 
which have used RedWigWam 
are Tesco, Co-op, Morrisons, 
Deliveroo, Carlsberg, Papa Johns 
and The Collective. The business 
is on course to achieve a turnover 
of around £2.5 million this year 

and is targeting revenues of £80 
million within five years.
RedWigWam uses algorithms  
to connect workers with 
employers’ short-term or ad-hoc 
opportunities. The company, 
established in 2016, now employs 
16 people in its Liverpool head 
office. More than 1.4 million hours 
of work have been carried out by 
WigWammers since the company 
launched.

The chance to explore 
what technologies 
can make a real 
difference for your 
business

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

can be improved and how you 
can adapt in order to make 
the most from the cutting 
edge technologies which are 
emerging.
From in-house efficiencies to 
increased communication with 
your talent pool, Digitalisation 
and Talent will help you identify 
the investment you need to 
make to take your recruitment 
business forward.
To register for free and  
secure one of the limited  
places go here:  
https://tinyurl.com/DigitalGR

presentation from Stephan 
Sigrist, founder and head of 
think tank W.I.R.E. Sigrist is a 
highly respected analyst who 
has looked at developments 
in business and society, 
focusing on the implications 
of digitisation in the life 
sciences sector, financial 
services, media and across 
infrastructure and mobility.
Alongside Sigrist there will  
be two industry panels  
from both sides of the fence 
– suppliers and agency users 
– investigating exactly what is 

The Global Recruiter is 
bringing a ground breaking 
insightful afternoon summit 
to Manchester next month. 
Digitalisation and Talent is an 
opportunity for recruitment 
leaders to find out about the 
current and future use of 
technology in the recruitment 
industry, its impact on the 
workforce and its impact on 
their own business practice.
Held on 17th October at 
NatWest, 1 Hardman Boulevard, 
Manchester M3 3AQ, the 
event will feature a keynote 

currently achievable through 
technology in the recruitment 
world and what could be 
achievable in the future. With 
Q&As and the chance for open 
discussion and debate on the 
themes emerging from the 
day, attendees will also have 
the chance to get hands-on 
experience with the latest in 
recruitment technology.
Altogether the afternoon will 
give you the chance to explore 
what technologies can make 
a real difference for your 
business, where your business 

https://www.recruitventures.com
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as a result of digitisation and 
automation are: Openness 
to change or adaptability 
(52 per cent), openness to 
new ideas (33 per cent) and 
communication (32 per cent).
While finance workers in 
the future workplace need 
to adjust their skillsets to 
adapt to new technologies, 
finance employers are already 
optimistic about the benefits 
on their team from digital 
transformation and automation 
initiatives. In fact, more 
than half (57 per cent) say 
digitisation/automation in the 
workplace has led to increased 
innovation, while 55 per cent 

believe it has led to more 
effective communication in 
their team. Other cited benefits 
include increased collaboration 
between team members (54 per 
cent) and enhanced team spirit 
(53 per cent).
“New Zealand’s finance 
sector is already experiencing 
the benefits of disruptive 
technologies, such as Robotic 
Process Automation, cloud 
technology and innovative 
interfaces designed for 
enhanced customers 
experience,” says Megan 
Alexander, general manager 
of Robert Half New Zealand. 
“However, the changing face 

of the industry means finance 
professionals need to adapt 
their skillsets – and fast.”
Robert half notes that 
resilience, adaptability and 
willingness to learn new skills 
are required by employers 
across all industries and are 
essential for professionals to 
remain responsive and open 
to change in the workplace. 
“Professionals with these skills 
will not only ensure their future 
employability in a competitive 
job market, but developing 
these competencies will also 
help make them invaluable to 
the organisations they work 
for,” concludes Alexander.

6 NEWS 7NEWS

THE BREXIT 
PUSH 
A survey by Glassdoor has found 
40 per cent of employees in the 
UK believe that Brexit has resulted 
in their company cutting jobs. The 
online survey, conducted by The 
Harris Poll on behalf of Glassdoor, 
shows the extent to which 
employees are worried about 
redundancies at their employer 
and how concerned they are that 
their own job might be eliminated.
Employees are clearly conscious 
of the impact this is having on their 
employer with half of employees 
(50 per cent) saying that Brexit 
has had a negative impact on their 
company’s financial performance. 
Further, nearly half (49 per cent) 
say they believe their company 
will make redundancies over the 
next year.
In a sign that many people are 
fearful for their job security, nearly 
half of employees (48 per cent) 

BEST PLACE 
Morgan McKinley has been 
named one of Australia’s Best 
Places to Work. Having operated 
in the Australian marketplace 
since 2007, this was the first year 
that the company applied for this 
workplace endorsement. Despite 
being told it was highly ambitious 
to feature in the list, on their first 
attempt, Morgan McKinley has 
made the Top 50 and placed 
10th in the under 100 employees 
category.
“We are absolutely delighted with 
this result, especially given this 
was the first year that we applied 
for this award,” say joint APAC 
managing directors, Vanessa 
Harding-Farrenberg and Louise 
Langridge.
Morgan McKinley has nine offices 
across the globe, and the Sydney 
office is the second within the 
global business to enter and make 
the Best Places to Work Top 50 
list. The office in Ireland – where 
the company was founded over 30 
years ago – have achieved highly 
at these awards for a number of 
years now, with the office recently 
being awarded the sixth best 
organisation to work for in Ireland.

The application process is one 
that leaves no stone unturned – 
there were over 200 questions that 
need to be addressed alongside 
an engagement survey that was 
sent to everyone in the business. 
For many organisations, this 
survey can be the ‘make or break’ 
step in the application process 
as it lets the employees do the 
talking.
Results from this survey are 
benchmarked against 100,000 

employees in Australia. Morgan 
McKinley did not just meet 
the benchmark criteria – they 
exceeded it in many areas, with 
98 per cent of the team saying 
that the company is indeed ‘a 
great place to work’ (2018’s 
award winners had a combined 
average of 94 per cent, and last 
year’s average for the recruitment 
industry was 85 per cent). 
Responses showed particular 
areas of strength for Morgan 

McKinley, including employees 
feeling empowered, secure in 
their jobs, and engaged with their 
roles and the business.
“We have built the business up 
over the past 12 years based  
on our core values” says  
Harding-Farrenberg. “Culture is an 
incredibly important factor within 
the workplace, and we feel we 
have created a culture that allows 
our employees to really be the 
best versions of themselves, both 
professionally and personally.
“We believe, when you look after 
your employees, they, in turn, look 
after your customers. Over the 
years we have put many systems 
in place that show we are listening 
to our employees – we have 
adopted flexible working practices, 
provided unique staff incentives, 
and even revamped our career 
progression journey, based on 
feedback from our people.
“That’s not to say the job is 
completely done. As a business 
we are always striving to improve 
the lives of our people. This 
process has given us fantastic 
impartial insight, allowing us to 
create further change so we  
can continue being one of 
Australia’s best places to work,” 
she concludes.

PROTECTIVE 
MOVE 
Concilium Seach has taken 
measures to ‘protect’ itself against 
the forthcoming IR35 legislation. 
Richard Ogbogbo, chief operating 
officer at the London based 
recruiter which specialises in 
life sciences, industrials, IT and 
management consulting, said his 
company is ensuring it is ‘ahead 
of the game’ before the new IR35 
rules are introduced next year. 
Mr. Ogbogbo has warned it 
is imperative that recruitment 
agencies prepare themselves for 
the legislative changes otherwise 
they could be faced with tax 
bills of potentially hundreds of 
thousands of pounds for incorrect 
IR35 decisions that have been 
made by their end clients.
From April, 2020, the responsibility 
for assessing IR35 status will be 
passed from contractors to the 
medium and large sized private 
sector businesses that engage 
these workers. These ‘off payroll’ 
reforms were enforced in the 
public sector in April, 2017.
IR35, also known as 
Intermediaries Legislation, was 
first introduced in April 2000 to 

tackle tax avoidance by workers 
and their employers, who are 
supplying their services to clients 
via an intermediary, such as a 
limited company, who would 
otherwise be an employee if 
the intermediary was not used. 
The proposed changes to IR35 
will affect recruitment agencies 
who supply workers through 
intermediaries, such as people 
with significant control (PSCs), 
and medium and end user  
clients who use the services of ‘off 
payroll’ workers.
“The latest changes to IR35 will 
significantly impact the recruitment 
industry so it is vital agencies 
understand the new rules ahead 
of next year’s roll out so they can 
make accurate status decisions 
and protect themselves,” said 
Ogbogbo. “HMRC have stated that 
if a client hasn’t taken ‘reasonable 
care’ when setting IR35 status that 
liability will be passed on to the 
recruitment agency regardless  
of whether they are the fee payer 
or not.
“HMRC have been crystal clear 
that if a contractor falls inside the 
IR35 bracket, then they must be 
placed onto the employer’s payroll 
with income tax and National 
Insurance being deducted,”  
he added.

ADAPT TO 
SUCCEED 
A survey of 100 New Zealand 
CFOs commissioned by 
Robert Half has revealed 
the characteristics finance 
professionals need to respond 
to the latest technology 
trends. As the impact of digital 
transformation and automation 
initiatives continues on the 
workplace there has been some 
apprehension from workers, 
especially as traditional job 
roles within the financial 
sector are set to change due 
to new technologies. Finance 
professionals need to adapt 
their skillsets in order to face 
the challenges the future 
workplace will inevitably bring.
According to the survey, the 
top characteristics that have 
become more important for 
finance professionals with their 
changing role in the company 

40 per cent of employees 
in the UK believe that 
Brexit has resulted in their 
company cutting jobs

say they are worried their job 
may be made redundant over the 
next 12 months. Workers aged 
18-44 are more likely than those 
aged 45+ to be worried about job 
security (59 per cent vs. 33 per 
cent). These fears may be leading 
to a change in spending habits 
as a precautionary measure. 
Over half of employees (57 per 
cent) say they have consciously 
reduced the amount of money 
they spend every month in case 
their job is made redundant. Again, 
this is more prevalent amongst 
employees aged 18-34 (68 per 
cent) and those aged 35-44 (65 
per cent), compared to those aged 
55+ (35 per cent).
“Many UK employees are 
anticipating job cuts and are 
naturally concerned, prompting 
them to reduce their financial 
outgoings,” says John Lamphiere, 

EMEA managing director at 
Glassdoor. “Despite current low 
unemployment levels, this likely 
means the UK labour market is 
experiencing uncertainty and that 
looks set to continue well into the 
next financial year. With roughly 
half the workforce worried about 
Brexit having a negative financial 
impact on their employer, it might 
be a good time for companies to 
engage with their employees to 
reassure them about jobs, growth 
and business momentum.”

Ogbogbo revealed Concilium 
Search had already began 
reviewing its contractors and 
insists the company will be fully 
compliant ahead of next year’s 
roll out.
“At Concilium Search, we are 
getting ahead of the game and 
making significant changes 
to our recruitment procedure 
to ensure that we follow the 
proposed changes to IR35,” he 
said. “We have started to review 
our current contractors in order 

to identify if their IR35 status now 
is correct. If this is found to be 
incorrect, then as a recruiter, we 
will be required to administer 
the IR35 status decision, deduct 
National Insurance Income Tax 
in-house and report to HMRC.
“By implementing these 
considerable changes from the 
offset, by the time April 2020 
comes around, all Concilium 
Search contractors will be fully 
compliable with IR35.”
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MANAGING 
WELL 
The Global State of Managers 
research from The Workforce 
Institute at Kronos Incorporated 
and Future Workplace indicates 
seven out of 10 employees 
worldwide (69 per cent) say they 
can do their boss’s job better, 
despite nearly the same number 
of workers (71 per cent) grading 
their boss’s competence a B 
or better. The study examined 
how nearly 3,000 employees 
in Australia, Canada, France, 
Germany, India, Mexico, the UK, 
and the US would grade their 
manager’s effectiveness across 
five factors: communication, 
competence, empowerment, 
professional development, and 
support.
Overall, managers are felt to 
be good at their jobs, with 

the majority of employees 
grading bosses an A or B for 
competence (71 per cent) – the 
highest grade given – and work 
ethic (70 per cent). Bosses also 
received high marks (B or better) 
for their communication skills, 
people management skills, and 
ability to handle performance 
related issues (all 67 per cent).
While bosses worldwide are well 
regarded by their employees, 
these same employees think 
they could personally manage 
even more effectively, with 
younger Millennial (73 per 
cent) and Gen Z (70 per cent) 
employees most confident 
they could do better. Based on 
grades given of a C, D, or F, at 
least one in three employees feel 
their manager could improve at 
modeling work/life balance (37 
per cent); their ability to coach 
for better job performance (37 
per cent); handling performance-
related issues (33 per cent); and 

MOVES
Watford based life sciences 
recruiter, Mane Contract Services, 
has announced Jodie Wilson 
joining the business as senior 
consultant. She joins from Convert 
Recruitment Solutions Ltd, where 
she was a senior recruitment 
specialist. This hire is part of 
Mane’s overall growth plans for 
this year, following investment into 
a new office and technology.
“We are delighted that Jodie has 
joined Mane and look forward to 
supporting her develop her career 
with us over many years,” said 
CEO, Gary Shayler.
Meanwhile Pedersen & Partners 
has added Marc Kramers as 
principal to the consumer products 

practice based in London, UK. 
Mr. Kramers has over 20 years of 
search and consulting experience 
in the consumer goods sector, 
advising well-recognised global 
brands on the logistics, supply 
chain, operations, and commercial 
areas of their organisations.
“Consumer goods and services 
searches account for a significant 
share of Pedersen & Partners’ 
assignments globally,” stated 
Mark Paviour, country manager 
for the United Kingdom. “For 
this reason, we strive to secure 
executives for our clients who can 
take advantage of volatile global 
economic trends, and harness 
the opportunities of consumption 
driven economies. Marc brings 
two decades’ worth of search 
experience coupled with valuable 

business-related AI application 
knowledge, and this will help 
propel our consumer products 
practice to the frontlines of the 
search industry.”
“Pedersen & Partners has been 
steadily gaining ground in the 
executive search industry and has 
built a reputation for value-centric 
searches with integrated cross 
border solutions, from executive 
recruiting to leadership consulting,” 
said Marc Kramers. “I’m delighted 
to join this team and I look 
forward to matching my business 
background with the firm’s global 
capabilities to strengthen our team 
and allow us to better serve all of 
our clients.”
Finally, Autotech Recruit has 
strengthened its management 
team with the appointment of 
Simon King.
A renowned figure within the 
automotive industry, Simon has 
joined Autotech Recruit as new 
concepts manager in a bid to 
drive strategy and forge new 
partnerships within the aftermarket 
and with OEMs for the dynamic 
recruitment company, which 
continues to grow at a fast pace.
Having spent almost two decades 
with Kwik-Fit, within operations 
and business development 
positions, Simon brings a wealth 

of industry knowledge to his new 
role. 
With demand for the company’s 
services increasing, managing 
director, Gavin White, explains 
how Simon will help steer Autotech 
Recruit as it continues to grow: 
“Our ‘inch-wide, mile-deep’ 
approach has enabled us to fully 
entrench ourselves within the 
automotive industry and we work 
with a wide range of businesses 
and governing bodies.
“We are delighted to have 
Simon on board as not only 
does he have the knowledge 
and industry connections to help 
drive our strategy forward, but his 
experience will help shape our 
processes to ensure we continue 
to deliver innovative, quality 
solutions.”
On his appointment Simon King 
comments: “I have known Gavin 
and the team at Autotech Recruit 
for many years, in fact, while at 
Kwik-Fit, I was their biggest client. 
The team are unsurpassed in 
their ability to listen to the industry 
and create solutions to counteract 
recruitment challenges. For a 
small company, they have made 
a significant impact within large 
national automotive companies, 
and I am looking forward to 
helping them grow in the future.” n

communication (33 per cent). 
For overall people management 
skills, the majority of workers 
would “pass” their boss with an 
A (26 per cent), B (37 per cent), 
or C (25 per cent); yet 4 per cent 
of employees give a solid F for 
performance.
“As the working world continues 
to evolve, and new generations 
enter the workforce, styles, 
preferences, and perceptions will 
continue to change,” said Joyce 

Maroney, executive director, The 
Workforce Institute at Kronos. 
“With the number of millennial 
managers growing, attitudes 
toward aspects of management 
and working style will also 
change. As the student becomes 
the teacher, organisations 
should have a clear lesson plan 
for leadership development and 
effectiveness in key areas to set 
tomorrow’s managers up for 
ongoing success.”

https://www.mangopay.co.uk


Ranjit de Sousa, Chairman of the WEC’s Career Management Group and 
Member of the WEC Board on career management services.
In the human resource world, we all seek the same goals. We want 
to help our organisations to sustain and thrive in an era where labour 
markets are more fluid and diverse than ever before. The economies 
in which we work are being transformed by technology, emerging 
industries and new forms of work. This has created a relentless 
demand for new skills and capacities, some of which did not even 
exist a few years ago.
The challenge is as important as it is immense: how can we help 
business organisations find the right people with the right skills and 
– perhaps most importantly – the capacity to embrace change and 
evolve with future, as-yet-unseen demands for even newer skills and 
capabilities?
Anticipating the very scenario we face today, the employment industry 
has developed a range of Career Management services to help 
workers and employers navigate increasingly complex labour markets. 
These services can be external (career transition), or internal  
(re-/upskilling, redeployment and mobility support). Put simply, Career 
Management helps promote a smoother, more dynamic labour market 
that can benefit businesses, individuals and society. 
For companies, Career Management helps to reveal a long-term 
perspective for employment and recruiting. It allows an employer to 
engage in truly strategic workforce planning that will help secure and 
retain employees that have the skills to be competitive. In other words, 
it helps employers adapt to change. Career Management leads to 
sustainable, effective restructuring by emphasising redeployment and 
reskilling over layoffs. 
A focus on redeployment and re-/upskilling helps companies control 
the costs associated with change and hence remain competitive. It 
also enables organisations to act in a socially responsible manner at 
times when their reputation is challenged. This strengthens employer 
brand and engagement from remaining employees, who see that they 
are working for an organisation that cares about its people.

The work/life journey 

For individuals, Career Management provides people with a clear 
understanding of the job market and the skills needed to secure 
work now and in the future. As people work longer and follow less 
linear careers, these insights can help enjoy a more exciting and 

fulfilling career. It can also allow them to move jobs more easily within 
companies, sectors and supply chains, thereby giving them the best 
chance to remain employed and avoid the stress and strain of a layoff.
In those instances where a transition is unavoidable, workers with 
access to Career Management services following layoffs are better 
able to seize new opportunities and enter new employment more 
swiftly. They are offered guidance and training to equip them with the 
skills they need to secure their long-term relevance in the workplace 
and hence change becomes an opportunity, not a threat. 
Career Management can also serve the interests of society. It offers 
support for vulnerable groups such as women, youth, older people and 
refugees in entering the labour market not only boosts their personal 
development, but also makes them more attractive to employers on a 
longer term. Career Management reduces demand for unemployment 
services and benefits thanks to smoother, shorter labour market 
transitions. All together this creates a virtuous circle that can make 
government intervention cost neutral. Career management can act 
as a facilitator in bringing employers and social partners closer and 
collectively finding innovative solutions to labour market evolutions.
To achieve all these goals, we must make a greater commitment to 
Career Management. Right now, far too many organisations ignore 
the importance of Career Management, choosing instead to embrace 
a costly and destructive cycle of firing and hiring that really does not 
serve the interests of employer or employee. This is where the Career 
Management Group within the World Employment Confederation 
becomes so important.
We need to work together to promote inherent value of Career 
Management services, to convince stakeholders about the myriad 
of benefits that will accrue from a labour market that can adapt to 
changing skill needs without leaving anyone behind. The pace of 
change right now is so severe, unless we work together to make  
Career Management a staple of the employer-employee relationship, 
we will be left behind.
By delivering added value throughout the work experience, Career 
Management services enable work, security, adaptation and prosperity. 
They equip people and organisations to weather the storm of change 
rather than fleeing its wrath. It will help us build a more resilient, socially 
responsible world of work where individuals are fulfilled, companies 
perform sustainably and society flourishes. n
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REALITY BITES
Justin Parry, COO of Immerse, on how VR is revolutionising 
corporate training.

Virtual reality (VR) isn’t just for gamers. Recent research has suggested 
that nearly three-quarters of small to midsize businesses will be 
experimenting with immersive technology by 2022. Companies that are 
not exploring the potential of this technology risk getting left behind. 
Increasingly, businesses and HR professionals are recognising the 
potential of VR to revolutionise corporate training. VR replaces traditional 
training methods with a highly realistic simulated environment where 
trainees can learn and practise real skills without any risk. 
Using VR for training can reduce costs, increase the absorption of 
information and generate a wealth of actionable data. From a recruitment 
perspective, businesses that use VR may soon have an edge, using their 
training approach to demonstrate their commitment to both L&D and 
the latest technology, and thereby increasing their appeal to the highest 
calibre candidates. 
These are some of the ways that VR can change the face of company 
training. 

More engaging training 

The multi-sensory, immersive nature of VR means that trainees are more 
engaged with the training material. The VR headset eliminates external 
distractions and focuses users on the training environment, improving the 
uptake and retention of information. University of Maryland researchers 
found that people remember information better if it’s presented to them in a 
virtual environment: 40 per cent of participants scored at least 10 per cent 
higher in recall ability when using VR, compared to a desktop display. 
Gamification can further increase engagement, stimulating healthy 
competition between trainees and encouraging people to return to the 
training to improve their score. For example, a VR training module created 
for shipping company DHL challenged staff to stack virtual packages 
against the clock while following standard operating procedures. 
Employees from across the world could compete for a place on the global 
leaderboard. Gamification elements drew employees back to the training: 
80 per cent of employees wanted to return to improve their score. The 
engagement benefits of this approach reached beyond the training itself, 
with a higher level of staff retention amongst those who had taken part in 
the trial. 

Making training more efficient 

Ideally, companies may want to deliver training face-to-face, and give staff 
the opportunity to practise techniques in a real life scenario. However, 
often this is just not practical. For example in high risk industries, when 
teams are geographically dispersed, or when access to equipment is 
limited. In these cases, VR training platforms can be an excellent solution. 

Oil and gas and healthcare are two sectors where this is particularly 
valuable. For example, the use of VR by oil and gas giant Shell meant 
that employees could be trained in safety and emergency response 
procedures without the need to travel to a particular location, or be 
exposed to any real danger. In the healthcare sector, VR training for 
completing CTCA scans (a special type of x-ray that can accurately 
detect those at risk of developing heart problems) is helping to overcome 
limitations such as scarcity of equipment, time and location limitations,  
and a reluctance to practise on real patients. 
VR environments can be highly detailed and realistic so they can be the 
perfect solution when in-situ training isn’t practical, isn’t ethical, or would 
involve a lot of time and expense. The brain is tricked into thinking these 
environments are real, which provokes visceral emotions such as fear and 
vertigo, allowing workers to practise working in stressful scenarios while 
they’re actually in a safe, controlled space without physical risk. Users 
can interact with believable digital versions of objects using tracked hand 
controllers, and colleagues can collaborate in the same environment. 

Measures and metrics 

One of the most valuable aspects of VR training is the wealth of data that 
it captures and generates. A training platform can capture dozens of data 
points per user per second, comprehensively tracking every action a user 
takes while in VR. This level of data capture brings several benefits:
• Trainee analysis: Data from the VR training platform can be stored for 

playback, providing the opportunity to review and analyse training 
performance via the web or in the VR platform. Trainers can see where 
mistakes were made and identify areas where further training may be 
needed. 

• Auditable proof: Data capture and playback also means that recordings 
can be used as proof that a user has been trained in a particular 
area, which is particularly helpful if businesses need to satisfy the 
requirements of auditors or regulators. 

• Consistency: The data that’s fed into the VR training dashboard shows 
that all employees have been trained to a certain level. This removes 
the risk of important material being missed because an instructor has 
skipped a module or a trainee has got distracted, for example. 

• Assessing performance: Actionable data on both an individual and 
aggregate level can help employers to assess the performance of their 
workforce. This can help them identify both star performers and those 
who may need more training. 

• Improving training programmes: Employers can act on the data to make 
improvements to the training programmes. For example, the data may 
indicate that an instruction isn’t clear enough because all trainees are 
failing to complete a task properly. 
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• Proving the value: VR training provides a suite of metrics to evidence 
the value and effectiveness of a company’s L&D programme. This is 
hugely helpful for measuring the benefits of training, and can help HR 
professionals prove ROI to their leadership teams. 

The new world of company training

In a world of increasingly fluid working patterns, high staff turnover, and 
persistently low productivity levels, businesses must find new ways of 
recruiting, training, and retaining their staff. 
VR has the potential to completely change the way that corporate learning 

is delivered. With the help of VR, training can become engaging, effective, 
and measurable. Immersive environments, highly detailed simulations, 
gamification elements and data collection are all tools that will enhance 
corporate training, and make employees – and therefore businesses  
– more productive. 
As the technology improves, company training will improve too. The data 
capture, in VR platforms, for example, will soon extend to eye-tracking, 
biometric data capture and even brainwave monitoring. VR technology 
enables business to look at training in a different way, providing tools that 
help to maximise human performance, resulting in a more engaged, better 
equipped and safer workforce. n

VR environments can be highly detailed 
and realistic so they can be the perfect 
solution when in-situ training isn’t 
practical, isn’t ethical, or would involve 
a lot of time and expense

https://www.recruitventures.com/?utm_source=GlobalRecJan&utm_medium=PDFMag&utm_campaign=Vanta&utm_content=TH%EF%BB%BF
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Simon Kent and a round table of industry professionals tackle the 
issue of productivity in this month’s Recruitment Live.

GET 
PRODUCTIVE

For some time now the UK has been saddled with a challenge 
around productivity. According to reports, the country has lagged 
behind its fellow economies, producing less per hour than workers 
in the US, Germany or France. Assuming recruitment as a sector is 
also beset with this challenge, The Global Recruiter, in association 
with Access Group, set about exploring this aspect of running a 
business, attempting to discover what precisely productivity means 
for the industry and how, if at all, the situation can be improved. 
Indeed, is productivity something that rests on the agenda of 
recruitment businesses and if so where, and what is being done 
about it? Attending and contributing to this debate were:

Vivienne Barclay, VP of Quality and Operations, Korn Ferry
Ross Gorton, CFO, Marlin Green
Simon Pridgeon, MD for HR and Support Services, The Curve 
Group
Tony Goodwin, Chairman, Antal International
Kris England Smith Group HR Training & Development  
Director, Penta
Rory Ferguson, Chief Operating Officer, RP International
Kathy Walker, Associate Director, Marketing, McGregor Boyall 
Associates Ltd
Ben Batten, Senior Vice President & Managing  
Director – International. Volt
Simon Lythgoe, Head of International Marketing, Volt
Brian Van Aken, Managing Director, FastTrack
Simon Kent, Editor, The Global Recruiter
Tony Gale, Enterprise Sales, Access Recruitment
Steve Barnhurst, Commercial Director, Volcanic
Chris Spires, Sales Consultant, Access Recruitment 

It became clear very quickly that there was no easy way to define 
productivity. Moreover the idea of what it meant differed within 
different parts of some organisations. While the concept is a  
good one for focusing the mind and enabling progressive  
work for a business, actually identifying what has to happen to 
increase productivity is not so straight forward.
Simon Pridgeon kicked off the discussion by highlighting how in 
his business the idea of productivity differed according to what part 
of the company you were referring to. With a three-way split across 
recruitment, RPO and HR services, creating satisfied customers 
required different approaches in each case. “Productivity on the 
HR outsource side of the business comes down to how much work 
they are doing for a client,” he noted. “The on-demand recruitment 
side is clearly about filling roles and RPO is about hitting KPIs but 
also about the added value you’re giving clients.”
KPIs certainly featured in many company’s approach to 
productivity – as Tony Goodwin noted, how else are you to know 
what the business is doing and how well it is doing it? – but there 
was also the element of ‘value’, a more intangible part of service 
delivery which, while important for a business, was more difficult to 
position in terms of productivity.
Rory Ferguson wondered whether this was a case of the 
recruitment industry trying to over-complicate matters and that, 
at the end of the day, productivity simply came down to delivering 
more profits. “It doesn’t matter what you do,” he said, “it just has to 
have an impact on the bottom line.”
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Measuring difficulties

But even then, the concept isn’t that easy. The bottom line might 
be impacted by the number of candidates placed, but there are a 
myriad of steps and processes to make that happen, and to make 
sure that continues to happen in the company’s future: “We have 
measures that are revenue based,” noted Vivienne Barclay, “but 
you also need to consider how many roles a recruiter should be 
able to fill in this market, in this country, at this time? And then 
there’s a more qualitative piece to the process – so I hesitate to put 
numbers and labels around productivity because you don’t want to 
dehumanise it,"
Kathy Walker agreed that despite being output led in their business 
they don’t have excessive KPIs: “At the end of the day these are 
humans not statistics,” she said, “and while someone may not 
appear to have been productive in the short-term they might be 
building on another project that will pay off further down the line.”
Another viewpoint on how productivity may not necessarily 
indicate the type of behaviour required by a recruitment business 
was raised by Simon Lythcoe who noted that big billers within 
companies may well appear to be doing very well, but in actual fact 
their attitude in other areas was not good for the business. High 
billing may, in fact, be a result of simply attacking the market as 
hard as possible and dumping clients and candidates if they didn’t 
work out. This might be good for the bottom line, but not so good 
for the business’ credibility and image. 
This led to a further discussion on the importance of quality in the 
delivery of recruitment services. Certainly for some, perhaps in the 
RPO environment, there is a clear importance on service as well as 
actual roles filled, and sometimes it can be that even if the RPO is 
fulfilling the client’s requirements in terms of filling vacancies they 
can still slip up by not providing a great service.
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For some around the table there was certainly potential within their 
use of technology to achieve higher levels of productivity. Vivienne 
Barclay said that finding a seamless technology to book interviews is 
a continuing challenge, an admin heavy and overall frustrating task 
for anyone to do, but especially so within large volume recruitment 
projects. Others around the table confessed to being frustrated 
with their current CRM systems, but also trying to integrate the 
use of these systems with online platforms such as LinkedIn and 
communication technologies such as WhatsApp which, while 
generally being viewed as a very good way to make contact with 
candidates and clients proved elusive in terms of being able to 
measure how many communications were being sent out and how 
successful those communications were.

The use of technology

“There is a clear desire to utilise technology to address the issues 
of productivity and efficiency, but recruitment businesses are all in 
different places with successful implementation, software use and 
view on what productivity means to them,” remarked Tony Gale 
from Access. “However it is just as important to introduce the ‘right’ 
technology at the right time to demonstrate a good result and then 
consider how to best implement this technology to ensure success. 
According to Gale, recruiters are often faced with the challenge 
of balancing whether to choose fully integrated software versus 
selecting specific point solutions to simple meet different stakeholder 
needs. At Access, the advice is that companies need both. “In 
practice this means carefully selecting best of breed products that 
immediately solve your pain points today – whether consultant 
productivity, candidate attraction, scalability, compliance or faster 
smarter placement – as well as having a clear understanding from 
the software provider about what integration is available today and 
coming soon,” said Gale. “The best providers will give you details 
about their strategy so you can make sure you are backing the right 
horse for the long run. If the emphasis is too much on solely solving 
today’s problems and not thinking holistically you are never going to 
achieve a step change in performance, productivity and growth.”
Brian Van Aken suggested that to some extent technology had been 

designed with productivity in mind, the idea being that with the 
right solution a newcomer to the recruitment business could swiftly 
become as productive as someone who had been with the  
business for longer. However, he says, this approach does not  
take into account the softer skills which are also required by 
successful recruiters:
"The guys who are really successful today have the same 
competencies and approach as they had ten years ago,” he said, 
"and that’s not to do with technology or AI – it's deciding how to 
engage, when to engage with candidates, having good listening 
skills and being good influencers.”
That said, Van Aken does see a place for technology in helping 
recruiters be effective in their behaviour. With the right system in 
place, he says, it is possible to record crucial information such as 
when recruiters put calls into clients and candidates and when 
those calls are successfully answered and so on. Technologies may 
therefore reveal successful behaviour that even the best recruiters 
didn’t realise they were doing, actions they were carrying out 
simply through instinct, but which others can mirror successfully. 
“Technology can help make you more efficient,” he says, “if it means 
you can see what you’re doing and are willing to reverse engineer it.”
Commenting on the discussion, Access’ Steve Barnhurst noted: 
“With everyone keeping a keen eye on AI it was fascinating to see 
and hear during the session that people don't believe it is truly 
available yet, or not at least in the way in which it is being suggested 
in the marketplace. The reality seems to be that it is a number of 
years away, at least for the 'typical recruiter’, and for now, our best 
chance of realising AI is in fact if we were to consider it more as 
Automation and Integration.”
As Barnhurst points out technology does more than drive efficient 
processes, it helps to attract and retain talent: “As the job of 
recruiting becomes harder as competition increases and clients 
themselves become more sophisticated, there is less of a reliance on 
agencies to fill 'standard job roles' and more of a focus on them to 
work the hardest to fill assignments,” he says. “That, in turn, brings its 
own challenges as organisations look to fulfil those roles quickly and 
efficiently and why integrated systems that remove as much of the 
mundane manual tasks are so critical to their ongoing success.” n

The guys who are really successful today have the same competencies 
and approach as they had ten years ago and that’s not to do with 
technology or AI – it's deciding how to engage, when to engage with 
candidates, having good listening skills and being good influencers
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The directors of Redline discuss its formula for future success.

SECURING 
TECH TALENT
Gazing into the future may seem speculative, or even 
whimsical. Experience tells us that predictions about what 
the world of recruitment will look like years from now are 
destined to be inaccurate. What could the recruitment 
sector look like in the 2020s? What we do know is that the 
combination of two core elements to succeed in such a 
dynamic industry has always remained as the principal 
drivers for success; relationships and knowledge. 
Bedfordshire-based technology recruitment specialist 
Redline Group has enjoyed phenomenal growth over the 
last five years and it’s all down to the relationships and 
knowledge-led approach. Redline co-leaders, Martin Crapper, 
Adam Walker and brothers Nick and Peter Livingstone talk 
about the group’s strategic approach and challenges they 
face in securing their future workforce. 
Today, Redline remains true to its focus of executive, 
R&D/engineering, sales and marketing, operations and 
manufacturing, finance and HR in the high-technology and 
engineering arena. From its creation over 35 years ago it has 
evolved alongside the global technology industries.
“It is not possible to predict the future,” says Martin. “Twenty 
years ago, there was a widespread belief amongst the UK’s 
recruitment industry that the defining feature of the future UK 
labour market would be radically reduced working hours and 
increased leisure time. This has still not materialised.
“Fast forward to 2014, the year in which mobile was set to 
overtake desktop to access the Internet,” he continues. 
“Work and leisure hours have become blurred by our 
increasingly problematic ‘always on’ lives. Jobs are 
being done on the move, at any time of day, in almost any 
location. This example highlights the difficulties involved in 
forecasting change and the need to take a cautious attitude 
when communicating the results of such an exercise. Yet the 
way we think about tomorrow influences what we do today. 
“We do not have definitive answers about what is around the 
corner,” he concludes, "but we make sense of the direction 

of the technology recruitment sector and assess the key 
uncertainties that we know exist to secure the best talent for 
our own business and of our clients.”

The war for talent

“Every engineer and technology employer today knows the 
war for talent is very real,” says Adam Walker, Redline director, 
a qualified engineer who started as a consultant for Technical 
Recruitment Ltd – later to become Redline Group. 
“We pride ourselves on our partnership approach and believe 
many of the old principles of Recruitment 1.0, are still pertinent 
today,” he says. “With companies capturing trillions of bytes of 
information about customers and candidates and with the rise 
in multimedia, social media and quality management systems, 
candidate care programmes, etc. recruiting was and still is 
about building relationships.”
For Walker the core principles are picking up the phone, 
building relationships with candidates (even if they aren’t a 
candidate today), identifying key motivators, understanding 
business strategies and cultural fit, advising the business and 
being a consultant on the talent market.
“We cannot ignore technology and mass communication which 
assists the industry,” he notes, “but it is more important how 
we utilise the data we have and personalise/ humanise it.
“At Redline, we focus on knowing the available talent, where 
they are and how to reach out to them. We understand 
candidates’ expectations, available skillsets and hiring 
complexities,” he says. “Recruitment is an art. We are not just 
an intermediary between company and candidate, we’re highly 
skilled and knowledgeable of the technology sector, which 
enables us to add value by truly understanding our client’s 
business. Our attentive approach empowers us in finding 
the right professional candidates that fit not just our client’s 
requirements, but also the company’s culture and ethos.”
Walker believes it all comes down to communication. Building 
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relationships and rapport through people, whether it’s 
clients, candidates or employees. “Whilst drowning in a sea 
of recruitment tools and software, through job boards, social 
media and digital advertising, it is traditional recruitment 
practices which are leading the art of sourcing technology 
talent,” he says. “Regardless of all the tools now available, 
in a talent-scarce market, personal, verbal and face-to-face 
communication are key. 
“The focus on service, client relationships, and 
professionalism in niche markets is as important now as it 
was when we started back in the eighties. These values are 
bound into the DNA of Redline.
“We don’t overcomplicate things, we are to the point,” he 
says. “Everyone has a voice and opinion which is aligned to 
create an extraordinarily energetic and positive ‘let’s make 
it happen’ attitude. We need to hire the best talent to meet 
the increasing requests of clients who seek the wealth of 
industry knowledge and specialist technical and technology 
recruitment expertise and support.”
 
Open minded search

“Hiring the best candidates or recruiter isn’t about 
sentimentality,” says Nick Livingstone, another longstanding 
member of the board. “It’s about being open minded in our 
search, attractive in employer brand, and competitive in 
package and benefits. Recruitment methods have certainly 
experienced an evolution since the dawn of the digital 
age. What’s more, job descriptions are unrealistic, merely 
character counted and search engine optimised text. We all 
want the dream candidate, with the soft skills, hard skills, 
experiences and the best qualifications to appear in front of 
our eyes. However, in today’s full employment you can’t stay 
rigid, you do have to widen the talent pool to find  
good candidates. 
"At Redline, we understand that today’s technical recruiter 

can be taught through the knowledge and personalities of our 
60+ strong team with over 300 years’ of combined recruitment 
experience and knowledge. We’ve demonstrated continual 
investments in the training and development of our people 
are the way to achieve our ambitions in this highly  
competitive sector.”
“The future of Redline looks different today from even 
five years ago,” says Peter Livingstone, Redline director 
responsible for building the contracting business. “As a 
result of the forthcoming generation’s engagement and 
work/life balance preferences, we are already planning for 
the next ten years. Faced with growing complexity and 
performance pressures in the work environment, individuals 
are increasingly seeking a more suitable balance and  
better boundaries between the requirements of work and  
private life.”
The majority of Redline employees are millennials, many who 
have graduated via their ‘InspiRED’ our recruitment training 
programme. “These employees have grown up entirely in the 
digital age, which further drives this trend which identifies 
flexibility as a top priority for those who want to work for us,” 
says Livingstone. “We’ve already improved our productivity 
through investing in robust, ‘work-anywhere’ cloud-based 
ICT solutions enabling greater business flexibility  
and innovation. 
“The future workplace will be multi-generational, with four 
generations working side-by-side,” adds Livingstone.  
“What will continuously drive us is that personal candidate 
and client feedback which is critical in the current  
candidate driven market.”
Redline is looking forward to its next chapter and the 
opportunities it will bring. The company will continue  
to provide their consultants with industry recognised  
training and the latest resources, building on existing 
permanent and contract teams and divisions to continue  
our strategic journey. n

Quote
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WHAT’S 
COMING?
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A high proportion of workers are 
unhappy in their careers but feel 
constrained and unable to change 
their career paths because of 
factors beyond their control

At the time of writing uncertainty surrounds the future of the 
current government, Brexit, and as a consequence almost 
everything else. Without a doubt the past few years have seen 
some of the most uncertain times for the country as a whole, 
and the repercussions, one way or another, have fallen on 
the recruitment industry. According to a study from Michael 
Page, despite the apparent demand for skills and much touted 
‘candidates’ market’ the nation’s workforce has become 
‘immobilised by apathy’, with 50 per cent of employees saying 
they would like to change career if they had the opportunity, but 
more than half of those doing nothing to try and improve their 
prospects.
The number one barrier to seeking a new role, says the recruiter 
is political instability and economic uncertainty. Indeed, the 
volatile current political and economic climate, means only 16 
per cent said that now would be a good time to change career.
“A high proportion of workers are unhappy in their careers 
but feel constrained and unable to change their career paths 
because of factors beyond their control,” observes Nick Kirk, UK 
managing director.
But within the recruitment industry, dealing with uncertainty 
and Brexit in particular has produced a mixed response. “So 
far, as a recruitment company and to those hiring technical 
talent, we have not noticed a significant impact of Brexit,” says 
Samm Green, co-founder and director, of tech recruiter Knowit. 
“Currently, clients are hiring and candidates are moving across 
the channel and joining British companies.” Green admits 
that when Brexit came into play there was a small period of 
uncertainty from candidates about what it would mean to  
take a job in the UK but as time has passed these fears have  
lessened – perhaps due to the continual delays rather than new  
certainty – and the recruiter has gone back to business as usual. 

Fear of the unknown

Interestingly, for the company the political situation has 
promoted more adventurous moves: “Brexit has encouraged us 
to push forward with our international expansion plans, largely 
through fear of the unknown,” says Green. “We wanted to ensure 
we have options.” There is no denying, however, that Green’s 
company could do with some certainty on what it will mean to 
bring EU talent to the UK in the future. “We require certainty on 
the visa process and need to understand how challenging it will 
be. We quite simply don't have enough technical talent in the UK 
to fill the demand from clients. The doors need to remain open 
on this front and any process that holds this back will certainly 
cause problems for the tech ecosystem in the UK, which is 
currently a world leader on many levels."
Paul Robinson, COO of VHR Global Recruitment which also 
operates in technical recruitment feels Brexit uncertainty has 
had a big impact on the international recruitment industry, 
impacting on the talent pool, candidate availability, the right to 
work, and international clients’ confidence in their UK based 
recruitment suppliers.
“We’re now seeing more hesitation from clients and partners in 
dealing with UK firms, and a slowing demand for UK workers,” 
says Robinson.
Ongoing uncertainty has created practically non-stop work in 
other parts of the business. The company’s compliance team 
has been trying to anticipate the outcome of a no deal Brexit and 
through that ensure the business stays compliant as it places 
talent. Measures have included incorporating new companies in 
Ireland, Germany, Italy, and the Czech Republic, and shifting up 
to 200 workers from the UK to these new branches.
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Simon Kent examines how recruiters are dealing with uncertainty.
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“This is an area where uncertainty hits hardest,” says Robinson. 
“There are so many variables about which EU employment laws 
might be applied differently to British workers following the end of 
free movement. There are still so many things we cannot control 
or anticipate, so we’ve focused on preparing for the worst no deal 
scenario.
“We’ve attempted to prepare for anything,” he continues, “so we’ve 
implemented new training programmes for our staff to increase 
versatility, moved into new markets and implemented new offerings, 
but we still don’t really know how much Brexit will impact our 
business.” 
Ultimately, says Robinson, Brexit made them realise that things can 
change virtually overnight.

Diversifying for strength

“Thankfully, we are yet to see any negative fall-out from the 
uncertainty, with the low unemployment rate and current candidate 
shortages ensuring there is still a high demand for quality recruiters,” 
says David Morel, CEO, Tiger Recruitment. “Businesses have also 
shown incredible resilience so far and, while we have seen some 
caution expressed by some London based SMEs, this has been 
more than offset by other parts of the business.” 
Refusing to rest on their laurels, Brexit encouraged Tiger to diversify 
their offering – both to minimise exposure to future declines and to 
establish a foothold in markets that look set for growth in the future. 
As part of this the business is looking to open a New York office later 
this year while their decision to set up in Dubai in 2017 is paying 
dividends. 
Work has also been carried out closer to home: “We have also built 
stronger ties in Europe to ensure that we can take advantage of the 
shift of business operations to major cities across Germany, France 
and beyond,” says Morel. “This investment has already borne fruit, 
with a number of our financial services clients opening offices in 
mainland Europe, sparking an increase in demand for multilingual 
candidates, which we now have the networks and expertise to fulfil.” 
Sector wise diversification has also been undertaken by the business 
with the establishment of a hospitality division last December. 
This move was taken in part as a result of the likely impact of 
Brexit measures – increased demand together with restrictions on 
Europeans taking roles. “The key is to ensure that the business 
evolves with the times, and that we’re ready to jump on opportunities 
like these as and when they arise,” says Morel.
Spencer Symmons, director, CPS Group also explains that his 
company has opened a limited company in the Netherlands, 
specifically so that the impact of Brexit on the business is reduced: 

“We can continue to operate while the politicians hash out the future 
relationships,” he comments. 
The move illustrates a deeper technique for dealing with uncertainty, 
however. Acting in a pragmatic way, the recruitment company has 
identified what it does know and what it can do and acted upon that 
rather than becoming derailed by things which remained uncertain. 
“Instead of focussing on what we did not and could not know, we 
made our decisions based upon the information we did have,” 
says Symmons. “And that would be my advice for any recruitment 
business in times of uncertainty – let go of the indeterminable and 
concentrate on the known variables. Never make a decision based 
on a what if.”
This message is echoed by James Calder, CEO of Distinct 
Recruitment: “I think it is important to control the controllable and 
focus on the areas you can impact,” he says. “What I mean here is 
you cannot do anything to control or affect Brexit, so focus on the 
things you can.” 
Calder lists areas such as ensuring the business’ cash position is 
strong enough to safeguard against a worst-case scenario; ensuring 
the business has and retains strong relationships with customers and 
if investment plans are put on the back burner, ensure they will be 
ready to go as soon as the circumstances and wider environment is 
right for them. “Where possible, continue with business as usual,” he 
adds.
The best-prepared businesses argues Calder, will be best placed to 
maximise the opportunities that may come should Brexit be resolved 
positively and, likewise, a well-prepared business will be best placed 
to ride out a difficult economic period should there be an economic 
downturn.
It is interesting to note that while uncertainty has the potential to stifle 
and inhibit action – both among individuals and businesses – it can 
also promote action and new ideas. True entrepreneurship – the 
lifeblood of the recruitment industry – thrives in adversity, or at the 
very least determination and enthusiasm will always finds an outlet. 
To some extent the recruitment sector is well placed to weather the 
storms – being a function which can swiftly move to any industry 
sector where demand exists and continually meeting the talent 
challenge every business faces. As these strange and challenging 
times continue there remain potential for the industry to do more and 
grow its influence and value. n

It is important to control 
the controllable and focus 
on the areas you can impact
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Employers may well face an award 
of legal costs against them if they 
fail to draft appropriate covenants
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STING IN 
THE TAIL
Michael McCartney, partner in the employment department at Fladgate 
on the recent UK Supreme Court ruling on non-compete restraints.

The UK’s highest national court, the Supreme Court, has recently  
re-appraised the UK’s approach towards enforcement of  
non-competition provisions in employment contracts. 
These have long been regarded as restraints of trade and the starting 
point in the UK is that such covenants are void and unenforceable, 
unless the employer can show that the protection sought is the 
minimum necessary to protect their legitimate business interests, such 
as confidential information, goodwill and the stability of the workforce. 
The Courts have shown reluctance to save provisions which are overly 
wide or uncertain notwithstanding that this can lead to devastating 
consequences for employers who may find that a stray word can leave 
them with absolutely no enforceable protection at all. The extent to which 
the UK courts have licence to save a covenant by severing (or ‘blue 
pencilling’) offending words came under scrutiny by the Supreme Court 
in the case of Tillman v Egon Zehnder. 

The facts 

Caroline Tillman started work with the recruitment company, Egon 
Zehnder (EZ) as a consultant in January 2004. She was touted as a 
potential ‘rising star’. In 2006 she was promoted to principal and then 
in 2009 to be a partner. By the time she resigned in December 2016 
she had made her way up to being EZ’s co-head of Global Financial 
Services. The employment agreement she had signed in 2003 was, 
however, never updated and as a result her restrictive covenants 
remained those in her original contract. This included a non-compete 
which required Ms Tillman to promise that she would not for a period of 
six months after her termination date:
“directly or indirectly engage or be concerned or interested in any 

business carried on in competition with any of the businesses of the 
Company or any Group Company…”.
On 30 January 2017 she left EZ and confirmed that she intended to 
start work with a competitor after serving out her three months’ notice 
period in April 2017. EZ brought High Court proceedings to restrain her 
from joining for a further three months, namely until 30 July 2017. At first 
instance they were successful. However, the case was then referred to 
the Court of Appeal. 

Court of Appeal decision  

Lord Justice Longmore held that the six month non-compete provision 
was impermissibly wide and the restraint could not be justified in its 
present form. He agreed with Ms Tillman’s argument that by excluding 
her from holding an “interest” in a competing business EZ had sought 
to prevent her from holding shares. This was fatal because her contract 
of employment had allowed her to hold shares in a competing business 
during her employment provided this was limited to only a five per cent 
interest. EZ could not justify imposing a wider restraint on shareholdings 
post-employment than it had required during her employment. 
The crucial question was whether the Court could strike through the 
offending words “interested in” and save the remainder of the covenant. 
Longmore LJ felt he was bound by an earlier Court of Appeal decision 
(Attwood v Lamont) which did not permit severance of part of a 
single covenant. He determined that the non-compete clause had 
to be read as a unitary promise from Ms Tillman to her employer. He 
doubted whether parts of a single covenant can be deleted without the 
contractual promise itself being changed so as to become ‘not the sort 
of contract that the parties entered into at all’. 

The Supreme Court 

At the core of the Supreme Court’s approach was the need to strike a 
balance between, on the one hand, protecting the legitimate interests 
of employers from the very real damage which could be done by a 

high-ranking employee, and, on the other, discouraging employers from 
overreaching the permissible level of protection. 
The Courts recognised that there was an inequality of bargaining position 
with employers holding the cards, as such, it would seem unfair if an 
employer could include wide ranging restraints on an employee in the 
knowledge that the Court will exclude offending parts and enforce the 
protection it considers appropriate. 
In deciding to reverse the Court of Appeal and uphold the covenant, the 
Supreme Court introduced a new test for severance that required judges 
to ask themselves the following questions:
(i) Is it possible to sever the unenforceable wording without adding to or 
modifying the remaining wording (re-emphasising that the Courts may 
“blue-pencil” a restrictive covenant but they will not rewrite it)? 
(ii) Has the employee received adequate consideration for the restriction 
which is left? 
(iii) Would the legal effect of the removal of the offending provision 
generate a major change in the overall effect of all the post-termination 
restraints in the contract (in essence would it unfairly change the deal 
struck by the parties)? 

Legal costs 

The Supreme Court went on to issue a warning to employers. It 
recognised that employers might feel encouraged to draft wide ranging 
or cascading covenants in the knowledge that the Court would step in 
to sever any extraneous or over wide language and save the remaining 
covenant. This could have the effect of discouraging employees from 
ever challenging their restraints. 
The Court referred to the unreasonable parts of restrictive covenants 
as being like “legal litter” casting an “unfair burden on others to clear 
them up”. The judgment concludes, “the Company should win … but 
there might be a sting in the tail.” This implies that employers may well 
face an award of legal costs against them if they fail to draft appropriate 
covenants and require the Court to intervene. 
Ultimately the Supreme Court’s pro-business approach should be 
welcome news but going beyond that, employers who might be 
considering extending the protection available in their current contracts 
in reliance on this decision should take note that there may well be a 
“sting in the tail”.  n
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‘Millennials’ has been the labour market buzzword of the decade and 
this demographic is still regarded by many as the up and coming 
generation of workers. But time flies, and in just five years, two-thirds 
of workplace leadership roles could be filled by millennials. Enter 
Generation Z: the rising generation powered by the digital age that is 
set to make up almost a third of the workforce by 2025. 

Make room millennials, Gen Z are here

Generation Z – or Gen Z – born between 1995-2009 are starting to 
enter a world of work which is changing fast. The jobs of tomorrow 
won’t be the same as today – in fact, 65 per cent of the jobs that these 
young workers will do don’t even exist yet. Adding to the complexity, 
the global talent shortage is at a record high as 45 per cent of 
employers say they can’t find the skills they need.
At ManpowerGroup, people are our priority. We find work for 3.4 million 
of them every year and we believe it is our responsibility to help the 
next generation get Ready for Work, which is why it’s a key pillar of our 
Sustainability Plan.
Gen Z workers are the first global generation of digital natives that are 
ambitious to learn, place great value in aligning with their organisation's 
cultural values, and value work/life balance. Here are four ways 
organisations can help prepare for, and help, young people entering 
the workforce: 

1. Encourage early work experience

Jobs from retail to hospitality help build digital and soft skills for future 
roles and give people a significant advantage when entering the 
workforce. Only six per cent of graduates who didn’t have a job or 
internship during college said they had a good job upon graduation, 
compared to 40 per cent of those who did complete a relevant 
internship, demonstrating the clear need for students to gain as much 
experience as possible.
We are proud to have partnered with Junior Achievement for a 
number of years. Together, we help young people develop workplace 
readiness skills such as leadership, creativity and relationship building 
that we know employees are looking for.

2. Help them learn 

Learning is no longer bound to a classroom nor ends with a bell. It is 
continuous and a crucial component of a successful career when new 
roles emerge as fast as others become obsolete. Millennials know this, 

which is why 93 per cent of them willing to spend their own time or 
money on further training, and four out of five millennials would change 
jobs for a role with the same pay, yet more training opportunities. 
Our research found that 80 per cent of responding employees believe 
NextGen work is about learning and using new skills. We know Gen Z 
will not only absorb their predecessors’ hunger to learn but also hold 
their employers’ accountable for providing this opportunity throughout 
their career. 

3. Give them purpose

Young workers care about communities and giving back. Around half 
of young people go as far as saying that when choosing a job, working 
for a company that helps make the world a better place is as important 
to them as their salary. 
This desire for purpose is not a new trend but one that is growing in 
importance for workers of all ages. Organisations need to be explicit 
about their responsibility to the communities in which they operate, both 
internally and externally. Clearly outlining how they are contributing to 
make the world a better place is important to all employees and will 
ensure they remain competitive and retain the best talent.

4. Prioritise wellbeing and work/life balance

Earlier this year, the World Health Organization redefined burnout 
as a form of work-induced stress. Young workers are more aware of 
wellbeing and mental health related issues than any generation before 
them, as 58 per cent of younger workers said they plan to change jobs 
this year in search of a better work/life balance. 
Employers that create a supportive and open culture that offers 
flexibility, the opportunity to develop new skills and prioritises work life 
balance will attract the best talent. Making this not just a perk, but a 
business imperative. 

Prepare now 

The qualities of a Gen Z friendly environment are becoming 
increasingly attractive for older workers. Our data shows that four in 
five people over 50 say that they are open to NextGen work defined by 
flexibility and purpose.
It might still feel like millennials are the new workforce, but in reality, 
Gen Z are right behind them. Organisations that create an environment 
for Gen Z to thrive before they arrive are best positioned to create a 
future-proofed workforce, as what works for Gen Z, works for all. n
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ManpowerGroup outlines four ways to prepare for the arrival of Gen Z.
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There is a huge cost in wrong talent, whereas the right hire can 
transform an organisation. How to spot, rather than miss out on 
talented employees is a serious challenge for HR directors and 
recruiters alike.   
As digital innovation opens up opportunities in markets across 
the world, talent has also taken on a whole new international 
dimension. It’s not just large global multinationals that 
find themselves in need of employees who can thrive in an 
international context, but organisations of all sizes. 
However, it’s often difficult for recruiters to identify which 
candidates will make a success of an overseas posting, work 
well in a global team or have the capability to grow a company 
internationally. Previous research from CEMS – the Global 
Alliance in Management Education – among HR Managers found 
that almost half of respondents struggled to find good global 
candidates with an international outlook. The research suggested 
there were seven attributes to look for which could indicate a great 
match for a global role:
Global mindset: This is not just the ability to think globally but 
also to act on it. In order to have that mindset in the first place, 
an employee needs deep interest and knowledge of the political, 
economic, social, environmental and legal systems of different 
cultures. They need an ability to deal with unfamiliar situations, 
behave according to different cultural practices and use the 
appropriate verbal and nonverbal behaviour. Someone with a 
global mindset will understand the nuances of what a decision 
means in various different markets and apply this thinking 
seamlessly to every aspect of the business.
Change agility: In a globally interconnected world, everything 
is changing so fast that on a daily basis you have to constantly 
reinvent the wheel. Today’s successful global employees won’t 
be able to easily draw from the past in order to know what to do 
in the future and will be expected to leverage new technologies in 

ways that can’t currently be anticipated. The mindset of a global 
employee should be malleable, meaning that they don’t get stuck 
on one particular concept – instead they innovate and find creative 
solutions that aren’t always obvious. 
Digital knowledge: Many companies declare that ‘data and digital 
is a big thing’ but then do absolutely nothing about it. They hire 
new people and technologies but keep putting an automated 
interface on old systems. It’s like patching up a badly broken leg 
with a sticking plaster.  The best global candidates will not only 
have excellent practical knowledge about new technology, but also 
awareness of how to change concepts within an organisation to 
anticipate customer needs. This is where millennials have huge 
potential, as they are not tainted by old systems and live in a world 
where digital is in their DNA.
A great example of such a digital strategy is the way Disney 
is redefining the customer experience through electronic 
MagicBands, which can act as a room key, park ticket, and even 
an optional payment method, Disney draws on data to discover 
how visitors behave and shop while in its Parks. In this way, they 
meet consumer needs before they even know what they want 
themselves. 
Multicultural experience: If possible, a candidate should have 
experience of living in a number of different global locations for 
a sustained period of time; however of course not everyone can 
live in multiple countries. At the very least they need to be able to 
demonstrate curiosity and tolerance as a life skill; a rare quality, 
but one which will get them ahead. If employees can demonstrate 
curiosity and tolerance, they will be able to ask the right questions, 
easily source information, understand meaning and nuances, 
appreciate individual working styles and connect with colleagues 
and customers across the globe. Importantly they will be able to 
appreciate that another perspective is a good perspective.
Great leadership potential: In a VUCA world (volatile, uncertain, 

Sunita Malhotra, MD of People Insights, and professor at many 
Universities including Université Catholique de Louvain (UCL) 
on how to spot a global candidate.

complex, ambiguous) intuition and psychological aspects of 
leadership – softer skills – will be increasingly relevant. Despite 
leadership becoming increasingly virtual, human nature will 
never change, which means future leaders will need to be able to 
build authentic relationships. People with true global leadership 
potential will be able to get the very best from others. In this 
remote environment, a leader will also have to be able to pick up 
more quickly on signals of working styles, so will need to be highly 
intuitive.
Networks and connections: The ability to activate extensive 
international networks is crucial. Rather than employee’s social 
media feeds being a nice place to post photos of their lunch, or 
holidays, they should be able to use these effectively to connect 
globally, reach out to stakeholders, find key information and 
come up with fresh ideas. I frequently see inspiring ways in which 

forward-thinking employees are creating a culture of innovation 
using their contacts. For example hackathons challenge people to 
come up with collective solutions, with teams working overnight, 
connecting with their networks to come up with brilliant ideas. 
A sense of purpose: The next generation of leaders has so 
many options to choose from in the global business world and 
sometimes that can be overwhelming. The CEMS students I teach 
sometimes ask my advice on how to best navigate so many 
opportunities. I encourage them to think clearly about their values 
and life purpose, to help them focus. If I recognise my own life 
mission, it will enable me to be agile, creative, and open to other 
people’s maps of the world. I believe that if a candidate can show 
awareness of such values, purpose and focus, they will have 
the potential and power to positively transform businesses in a 
globally interconnected world. n
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Stephen Veness, group manager, Projects & Operations at Davidson, 
director with of APSCo Australia on how to add real value.
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Standing out from the crowd is something we need to strive for as 
recruiters if we are to remain competitive in a saturated market, but 
just how do we do that and do it in the right way? In NSW, the need 
to stand out from the competition is arguably stronger than other 
Australian markets purely because of the volume of recruiters  
we have working in the space and the jobs required, thanks to  
key and long term infrastructure projects in the CBD and 
surrounding regions. 
Based on what I’m witnessing and my previous experience in busy 
markets, in particular during the resources boom in Queensland, 
I take a look at what can be done to separate you from the 
competition for the right reasons.
 
First contact

In a strong market, clients are telling me they are being called up 
to 10 times a day by recruiters eager to secure their business so in 
many ways the first challenge is getting through in the first place 
(where there is no prior relationship). If you get through, what is 
going to make your call and contact stand out? If you don’t get 
through on the phone, what is your next move?
In most cases, the only difference you can communicate quickly 
is your credibility, networks and enthusiasm to be not just a 
recruiter, but a business partner, an advisor who can value-add all 
the way through the process and beyond. If you can be referred or 
introduced to a new client even better, as nothing beats a referral 

and introduction from a person they already know and respect.
No matter what level you have reached in business, it remains a 
truism that people want to talk to people and know they are being 
heard and understood. Further to this they don’t want to waste their 
time. They want to speak to an expert and someone who gets their 
challenges, needs and can truly be advisor and support, rather than 
just providing a transactional process. 
How are you communicating that? Have you researched the 
business and can demonstrate to the client you understand 
where they have been and where they are going? If you are able 
to demonstrate empathy, industry knowledge and understanding 
during this first contact, you are already streets ahead of some of 
the competition.

Follow up

It cannot be said enough – deliver what you say you are going  
to deliver.
Getting the ear and interest of the client is the first step, but you 
will lose them quickly on the recruitment path if you do not keep 
listening and do not follow through with what you say you are 
going to do. A recruiter’s client may have a sterling reputation and 
their positions may attract a lot of applications but if the recruitment 
experience of candidates does not match the hype, it will result in 
damage to the brand of the client and recruiter alike.
We cannot control what our competitors are doing. But we can 

control what we are doing and that means delivering a quality 
service and outcome. Clients want to know the person recruiting 
for them understands the business, the culture and the role. It is 
our role to demonstrate to them that we do.
Obviously, every chance we have as a recruiter to value-add  
should be seized upon.

Why cheaper is not always better

We have seen the cut-price tactic in recruitment used since the 
industry was even considered to be an industry. It can be easy to 
attract the attention of clients by offering a cheaper service than the 
competition. And for some clients this may be perfect, but as a rule 
of thumb, you get what you pay for.
Cutting costs usually means cut corners in delivery to save costs 
and make the effort financially worthwhile for the recruiter. But it is 
a short-term strategy, which is best left to those who are interested 
in a race to the bottom.
It is certainly not a strategy to build a sustainable business upon.
The rule of thumb should be simple: if you want to stand out for  
the right reasons, treat clients well from your first contact until  
your last. Do what you say you are going to do and more. 
Be an expert in your space and go beyond just providing a 
transactional service. Instead, be an advisor long after the dust 
settles on key projects. Not doing so will make you stand out, but 
for all the wrong reasons. n

It remains a truism that 
people want to talk to 
people and know they 
are being heard and 
understood



With the recent news that Love Island’s Curtis Pritchard was pressured 
into labelling himself as bisexual following an interview on Good Morning 
Britain, serious questions have been raised around what is deemed 
unacceptable behaviour towards someone’s sexuality. 
The 23-year-old was repeatedly asked whether he is bisexual in an 
interview with Adil Ray and Kate Garraway, leading LGBT charity 
Stonewall to reiterate that labelling an individual’s sexuality needs to stop, 
and that no one should feel under pressure to come out.
In the recruitment industry, as with any UK industry, targeting an 
employee because of their age, disability, race, religion or beliefs, gender 
or sexual orientation are all forms of unlawful discrimination under the 
Equality Act 2010.
It is also important to note that employers are responsible for preventing 
any form of discrimination in the workplace and are, therefore, liable for 
any harassment suffered by an employee(s).
As with all employees, those who are lesbian, gay, bisexual and 
transgender (LGBT+) are protected under the Act against any direct or 
indirect harassment throughout the term of their employment, including 
during the recruitment stage and probation period.

Harassment must not be tolerated

From violating an individual’s dignity, to creating an intimidating, hostile, 
degrading, humiliating or offensive environment, harassment must not be 
tolerated and should always be reported to an employer, who can then 
seek legal advice and guidance on how to resolve the situation.

If employers make their staff aware of what constitutes acceptable 
behaviour from the very start of their employment, teams will be unified 
in working together to eliminate discrimination of any kind, before it 
becomes an issue.
Unfortunately, this can’t be said for every business in recruitment and 
cases of harassment against LGBT+ employees still occur on a regular 
basis. It is important, therefore, that employers take the appropriate 
action to create an open culture within the workplace, where staff can 
feel comfortable and safe.

Code of Conduct

By creating a clear Code of Conduct for employees to adhere to from the 
outset, an environment of respect and open communication is developed 
and nurtured. It will also help to create a sense of camaraderie between 
employees, meaning that should an employee exhibit unacceptable 
behaviour, more people are likely to speak out against it.
These policies and the organisation’s Code of Conduct should be 
introduced to employees at the induction stage and reiterated throughout 
the term of employment. 
As with any workplace culture, it is important the principles start from 
within. Establishing a strong corporate vision which encompasses 
internal values and staff engagement, as well as external ones, will help 
to create a culture to which everyone is attuned.
Communication should be a key component of an effective culture. 
Employees should feel able to freely open up and discuss any issues 

Kirsten Cluer, HR consultant and owner of Cluer HR addresses sexual 
discrimination.

THE RIGHT 
CODE

33DIVERSITY

www.theglobalrecruiter.com

they may have within the workplace, no matter how serious in nature.
There should be zero tolerance of bad behaviour within an organisation 
and this should create a whistle-blowing policy, where all employees 
feel able to report such behaviour whether they have experienced it or 
witnessed it.
Not only should employees feel free and comfortable to talk about such 
instances, it should also be clear to them who they should be talking to. 
By opening clear communication channels for complaints, employees will 
feel they can share anything they believe is unprofessional.
It is also important to develop procedures to deal with unacceptable 
behaviour. Managers and leaders should be well equipped to not only be 
able to identify such behaviour, but also handle any possible complaints. 

In line

Line managers are usually the first port of call for many employees, so 
they should feel capable of dealing with complaints and confident in the 
next steps. If they need to seek advice, they should know who this is 
with. Many companies have in-house HR departments, but if they do not, 
they must make sure employees know where to pursue such advice. 
As previously discussed, it’s important that managers, like staff, know the 
correct procedures in dealing with an incident of sexual discrimination 
and the resulting complaint. It can be tempting to rush through 
procedures and skip steps in an attempt to get a quick, and desired, 
result but it is important to do things correctly. 
Not only will this reassure the employee that their manager is taking their 

complaint seriously, but as already mentioned, it is the employer who 
is responsible for preventing discrimination in the workplace, so it is the 
employer who should be seen to uphold those values and procedures.
As with the procedures for reporting incidents, discipline procedures 
should also be well documented and upheld. Brushing off incidents could 
be seen to condone them, which will do little to prevent unacceptable 
behaviour.
Ultimately, while a lot of the reports currently in the media have come as 
a shock, creating a culture which focuses on eliminating discrimination 
and harassment of any kind from the outset, will ensure staff are aware 
what constitutes acceptable behaviour and will be unified in working 
together to eliminate it. n
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When people give red herring 
or vague descriptions of their 
jobs, it shows they are probably 
not very connected to their 
true responsibility

John Durant, CTO, of IT monitoring solution 
Kaseya on cutting through the jargon.

My mother worked at Target, the eighth largest retailer in the US, in 
1974 when there were 23 stores, until 2003 when there were more 
than 1,000. She worked in something called ‘CRC' and ran off loads of 
boring reports, but that was not what she told me when I asked what 
her job was. She told me it was to eliminate inefficiencies in Target’s 
inventory system and relationships with suppliers so they could 
reduce costs and offer better selection to customers. 
Aha! Unlike my mother, though, it’s rare that people know what their 
true job is. Over the years, I have interviewed many people, and I like 
to get to know them. During those encounters, I usually ask, “What’s 
your job?” The answers I get back are revealing.
Most often, people just state their title, sometimes with a little extra 
added on to the end. “I am the west regional sales VP” or “I am the 
procurement manager.” If you have been around long enough, you 
know that titles are often very poor indicators of what a person’s job 
actually is. On other occasions, people will tell me their reporting 
structure. They will say, “Well, I report to the VP of sales training,”  
or “I am part of the support organisation.” 
When you drop your car off for repairs, would you have more 
confidence in the expected results if the person grabbing your keys 
says, “I am an auto mechanic,” or if she or he says: “My job is to 
make sure you are thrilled with the performance and safety of the car 
and the value of these repairs?” 
When people give red herring or vague descriptions of their 
jobs, it shows they are probably not very connected to their true 
responsibility and the vision and mission of the organisation they  
are involved with. Being able to draw direct lines between themselves 
and that mission is a must-have for personal, team, organisational, 
and company success – and it is up to company leaders to instill  
this philosophy.

A complex situation

This all seems so obvious, doesn’t it? But it turns out, it is harder to 
do than one might think, especially as your organisation grows in 
complexity and sophistication. Despite most of today’s HR systems 
which make it easy to see everyone’s titles and reporting structures 
with the click of a button, I am not sure most people are any closer to 
understanding what their colleagues do precisely and what they are 
responsible for.
Whether you are in management or not, true leaders have a duty to 
create a culture in which people understand what they are there to do 
and can explain it to themselves and everyone else.
As Steven Covey, the American educator, author and businessman, 
once said, “Management is efficiency in climbing the ladder of 
success; leadership determines whether the ladder is leaning against 
the right wall.”

Making sure this important and often overlooked attribute is given 
attention and corrected (if needed) will require a great deal of 
commitment from all managers and executives.
Why is this important? When people don’t know what their jobs are, it 
can lead to tremendous inefficiency, poor morale and confusion. The 
inefficiencies can take a lot of shapes and forms.
First, there is the risk of people working on things that are no 
longer important. Second, it can breed duplication of effort. Third, 
responsibilities can become vague. Perhaps you have seen the worst 
manifestation of the problem where, like Milton in Office Space you have 
someone coming to work and guarding their stapler, without having any 
known duties or accountabilities. Sadly, through the decades, I have 
seen this more often than I would like to say.
Making sure everyone knows their job fosters better communication, 
enhanced efficiency, improved job satisfaction, and the ability to 
achieve your goals more quickly and easily.

What do you do?
 
The first step is working out where you are. For you to understand your 
current state in your teams, even if you are not a manager, I recommend 
launching a simple open-ended survey. Ask people what their job is. 
Read the qualitative results and decide for yourself how well members 
of the organisation are connected to their real role. 
Second, make this a topic in your one-to-ones and team meetings. Have 
people prepare the elevator pitch answer to the question, “What’s my 
job?” Work on this with them in your weekly one-to-ones or individual 
briefings. Help them understand it. Help them accurately describe it.  
Get them to explain it to the people around them. Make it a fun part of 
town hall meetings and other group events and offer a prize to every 
person you call on who can accurately and enthusiastically describe 
what they do. 
Third, model this behaviour yourself. In my recent annual kickoff event 
for my organisation, we all met as a worldwide team across a variety of 
countries and time zones. We covered a lot of valuable topics, and at 
the end, I felt strongly that I owed them an explanation of my job. One of 
the things I shared in that job description was that a top responsibility 
for me is hiring the best possible management team to lead them in 
fulfilling the vision I had laid out. 
It has been interesting to me how at least several times in the past few 
weeks, as I have made strategic appointments, individual contributors 
and line-level managers have, without prompting, said that they 
recognised that my recruitment decisions aligned to what I told them  
my job was. 
We can all learn a lot from what my mother taught me: Know what your 
true job is, not just what you think your title says it is. n
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