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This issue of The Global Recruiter was going to be about the impact of Brexit. As we
all know, things change, or perhaps in the case of Brexit, they don’t. However, the
replacement of Brexit with an election serves to show how uncertainty and outside
influences are constantly impacting on the business world and consequently (and also
directly) the recruitment industry itself.
So, instead of looking at the impact of Brexit, we’re considering the plight of the niche
recruiter. Niche recruitment, in theory, can offer a steady, reliable and lucrative stream
of income. That is, until everything changes. Just as a specific niche can emerge from a
market, it can swiftly disappear as trends, demands, technology and processes change.
In this month’s cover story we talk to recruiters about how they can follow their niche, stay
in their groove, or at least manage the impact of a fast moving market.
Marketing also offers another theme for this issue with coverage of the latest Recruitment
Live discussion on the subject. This function is faced with a particularly challenging time
with a plethora of channels, platforms and audiences to consider. Anyone who works in
recruitment would do well to consider the challenges and ideas coming from this area as
it can be key to demonstrating that you are expert in the sectors you serve.
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WORK IS HARD
Morgan McKinley’s Working
Hours and Flexibility reports
have found that UK employees
are having to work harder to
pay the bills, with the vast
majority (91 per cent) working
beyond their contracted hours
on a weekly basis and almost
half (43 per cent) not leaving
the office or taking a break at
lunchtime.
The findings are based on a
survey of 1,500 professionals,
employed in professional
services, banking and financial
services or commerce and
industry. The result showed
that 17 per cent work beyond
their contracted hours by ten
hours or more on a weekly
basis to meet deadlines and
cope with workloads. 31 per

cent of employees feel it is
expected of them to work
overtime, yet they are not
rewarded, with only 10 per
cent stating they receive
compensation for the extra
hours.
In all, 62 per cent of
respondents outlined that
they are available on mobile
devices outside working hours,
checking emails first thing
in the morning, stay online
commuting home and in the
evening. 55 per cent of the
UK workforce expect flexible
working when looking for a
new job. 65 per cent are offered
flexible working by their current
employer, with 84 per cent of
that proportion making use of
the opportunity.

“The way in which we all work
has changed dramatically,” said
David Leithead, chief operations
officer at Morgan McKinley UK.
“Employees have increased
access to flexible working
but end up working a greater
number of hours every week.
It is becoming a widespread
dilemma.”
David continued: “Employees
often don’t take any kind of
lunch break but feel obligated
to work beyond their contracted
hours. When they finally leave
the office, they feel they should
be available on mobile devices.
This feeling of ‘not being able
to down tools’ can negatively
affect an employee’s wellbeing,
causing mental burnout.
"The Labour Party believes

introducing a four day working
week could restore balance in
our lives whilst maintaining
productivity levels – our survey
findings suggest professional
workers would support such
a policy. Unsurprisingly,
business groups are skeptical.
Whilst this may not be the
best solution, it is crucial that
employers recognise the issue
of overworking and manage it
appropriately.”
The survey showed that
78 per cent of respondents
believe flexible working has
had a positive impact on
their company’s performance
and profitability, as well as
highlighting how it is beneficial
to employees with improved
staff wellbeing.

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

RECRUITMENT STRONG,
ATTRITION HIGH
The 2019 Recruitment Index
compiled by Saffery Champness
LLP in association with
Association of Professional
Staffing Companies (APSCo)
has found that while margins
across the recruitment profession
remain strong, staff attrition and a
need to upskill teams remain key
challenges along with Brexit.
Gross margins for contract/
temporary averaged 17.5 per cent
across all respondents although
some sectors were performing
significantly better. For contingent
permanent placements, utilities
& energy generated the highest
average fee as a percentage
of salary at 27 per cent. This
was followed by 23 per cent for
both media & marketing and
accounting & finance.
The report also indicates that
over half of those surveyed (55
per cent) said they were either
partially or highly reliant on

EU contractors, indicating that
Brexit could be a threat to many
businesses over the coming
months and years.
When quizzed on future growth
strategy, a desire to move
into new geographies was
evident, with Germany and the
Netherlands favoured European
destinations for UK recruitment
firms (identified by 29 per cent
and 12 per cent respectively). The
USA still remains a strong pull for
recruiters with over 20 per cent
either having opened offices or
exploring the region.
While Brexit and associated
economic uncertainly was cited
as a barrier to growth by 60 per
cent of those surveyed, the top
hurdle to business advancement
was the need to upskill
employees, which was identified
by 80 per cent of respondents.
In addition, those surveyed saw
average staff attrition rates of 20

per cent and above within their
own businesses, with firms with
an NFI over £10 million seeing
rates as high as 33 per cent.
This may explain why increasing
headcount remains the number
one priority for firms, with 87 per
cent seeing this as their best way
of achieving growth.
Among respondents, the highest
number of women was at the
recruiter level (41 per cent).
However, this percentage
reduced significantly at
leadership level (35 per cent) and
board level (25 per cent). Further
analysis showed that 47 per cent
of firms’ have fewer than 10 per
cent female representation at
board level. This gender disparity
is no doubt linked to wider talent
challenges across the sector.
However, just 31 per cent of
companies have initiatives in
place to retain women, with 23
per cent of respondents offering
flexible working and nine per cent
providing enhanced maternity
benefits.
Commenting on the findings,
Ann Swain, chief executive of

APSCo, said: “It is ironic that our
profession, which is on the front
line in the scramble for top talent,
seems to be battling its own
staffing crisis,” she added. “The
lack of gender diversity across the
profession, particularly at senior
level, remains a key obstacle
which must be addressed
urgently. This data suggests
that talented females are either
being lost to other professions, or
simply not offered the opportunity
to climb the career ladder and
fulfil their full potential. In these
turbulent times, those firms which
can not only attract – but also
retain and develop their own top
talent – will thrive and prosper.”
www.theglobalrecruiter.com
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INCLUSIVE
PARTNERSHIP
JobAccess and SEEK has
created a partnership intended
to break down barriers to
employment for Australians
with disability. “We want
Australians with disability
to have choice and control
over their lives,” said the
Minister for Families and
Social Services, Anne Ruston.
“Workshops run by SEEK will
utilise JobAccess resources
to educate employers and
business to minimise bias in
recruitment practises and build
inclusive workplaces.”
“We are delighted to be able
to utilise the relationships
we have with thousands of
employers across Australia

NEWS

to showcase the JobAccess
services to drive diversity in
hiring.” SEEK Australia/New
Zealand managing director
Kendra Banks said. “We
want to give employers the
right information so they feel
empowered to employ more
Australians with disability.
There are more than two million
Australians aged 15 to 64 with
disability, but only 53 per cent
of that group participate in the
workforce. Helping employers
feel confident to hire people
living with disability is another
way SEEK can contribute to
connecting more job seekers
to jobs.”
The partnership is focused on
educating and encouraging
employers across Australia
through a range of seminars
to utilise JobAccess tools and
resources to drive increased

IR35
CONFUSION

workforce participation
of Australians living with
disability.
JobAccess is the government’s
national hub for workplace
and employment information
for people with disability,
employers and service
providers, providing free and
confidential information.
Seminars will build on the
strength of the Australian
Government’s Employ their
Ability campaign, which
highlighted the benefits of
hiring people with disability
and the government support
services available to help.

We want to give employers the right
information so they feel empowered to
employ more Australians with disability

CEOs
TURNOVER
HIGH

LOW DESIRE
FOR SKILLS
Research published by
the Chartered Institute of
Management Accountants
(CIMA) and backed by the
Association of International
Certified Professional
Accountants has shown UK
workers remain apathetic toward
learning new skills despite
automation and new technologies
putting job security at risk.
According to this year’s Mind the
Skills Gap research, 37 per cent
of British workers said they don’t
feel the need to learn new skills,
a level unchanged from 2018.
Nearly half of workers (49 per
cent) said they believe any
portion of their role could be
automated in the future, up
from 38 per cent in 2018. The
research also indicated a
growing appreciation of the need
to integrate with technology
and be agile, with 26 per cent
of workers saying they think
working seamlessly with new
technologies will be one of the
most important skills. However,
the number of workers wanting

A new report reveals confusion
still reigns around IR35 legislation
among both contractors and the
businesses that rely on them.
The 2019 Harvey Nash IR35
Survey, which interviewed 1,200
businesses and contractors,
demonstrated that over 4/5 (83
per cent) of businesses believe
IR35 impacts negatively on their
industry. Meanwhile 60 per cent
of contractors say they have
experienced increased anxiety,
stressing or worrying about how
the new rules will affect them.
Concerns are deepened further by
the lack of an Autumn statement
to confirm the details on the new
regulation, which is to be extended
to the private sector in April

to learn digital skills fell in 2018
from 27 per cent to 23 per cent in
2019. Instead, the percentage of
workers interested in learning soft
skills, such as critical thinking,
communications and problem
solving, rose from 23 per cent in
2018 to 29 per cent this year.
Contradicting the growing role of
technology in the world of work,
55 per cent of SME decision
makers said sections of their
operations were less likely to be

affected in the next five years,
a decrease from 62 per cent
in 2018.
“This is the second year we’ve
run this research and it continues
to show there’s an apathy
towards learning new skills
and, more worryingly, a lack of
desire to learn digital skills,” said
Andrew Harding FCMA CGMA,
chief executive – management
accounting. “The UK’s goal to be
a leading digital economy cannot

be met if the capabilities of its
workforce aren’t up to scratch.
Attitudes to learning and reskilling
need to change – employees,
employers and policy-makers
need to embrace the philosophy
of learning, unlearning and
relearning to support growth.
A positive approach here
will have a positive impact
on UK productivity and
economic growth.”

Research from Robert Half,
published in the 2019 CEO
Tracker suggests CEO turnover
has reached a three year high.
According to the data there has
been increased movement in the
ASX 200, with CEO turnover now
standing at 22 per cent. The third
iteration of the annual study, which
identifies the background and
experience of current ASX 200
CEOs, also shows that while these
CEOs are still overwhelmingly
male (94 per cent), based in
Sydney (45 per cent) and post
-graduate qualified (59 per cent),
the background and capabilities of
these leaders are starting to shift.
The business suggests that as
businesses navigate mass digital
transformation, uncertain economic
forces, and broad sweeping
demographic shifts across their
workforce, Australian companies
are seeking to broaden their
executive profile beyond traditional
leadership models.
Nearly half (48 per cent) of the new
CEOs have been selected from

7

2020. The Harvey Nash report
unearthed significant confusion
among businesses about their
responsibilities, with 42 per cent
believing it was the contractor’s
responsibility to understand
whether IR35 applies to them.
Over half of private sector
businesses (56 per cent) admitted
they don’t feel prepared for the
revised IR35 legislation, and 87
per cent believed HMRC is not
doing enough to support the
transition. Of those businesses
who said they are preparing for the
change, 22 per cent said they may
stop using contractors altogether
after April 2020, shrinking the job
market for contractors, pushing
them towards permanent roles or
seeking alternative opportunities
abroad, outside of IR35 rules.
When it comes to the wider
business landscape, 88 per cent
of those surveyed said they feel

IR35 will have a negative impact
on the UK economy, 91 per cent
say it will damage productivity, and
84 per cent believe it will restrict
innovation. At a time of great
political and economic uncertainty,
it seems IR35 is viewed as an
additional and unwelcome spanner
in the works by both businesses
and contractors.
Colin Morley, professional services
director, Harvey Nash said: “This

insight from both contractors and
private sector businesses points
to a perfect storm on the horizon.
Both sides in the contractor-client
relationship will be affected.
Contractors need to establish their
status and take the necessary
steps to secure their livelihood,
while businesses need to make
their IR35 strategy crystal clear to
their contractors.”

outside their company, including all
new female appointments. External
recruits now comprise 39 per cent
of all ASX 200-listed CEOs, a four
per cent increase since 2018.
However, diversity among CEOs
remains stagnant. In the year to
July 20, 2019, four of the 43 newly
appointed CEOs were female.
Among the ASX 200, the number of
CEOs with technology experience
has grown three per cent since
2018. Today, more than one in
ten CEOs (11 per cent) have a
background in technology. Leaders
need to navigate digital disruption
across all industries, and this
increase is reflective of the growing
pressure companies are facing to
source and hire the right technical
expertise and leadership to
facilitate digital transformation and
remain competitive.
While the number of CEOs who have
already served as a CEO before their
current role remained stable at 26
per cent, there has also been a three

per cent increase in the number of
CEOs who served as a CFO prior
to taking the top job. Overall, 43 per
cent of the ASX 200 CEOs have a
background in finance, highlighting
the value of financial acumen to
business leadership.
“In our third year of this study
we can clearly see that the
composition of the ASX 200 CEOs
is starting to change. Given the
macro-economic challenges facing
Australia, the efforts of certain
sectors like FSI in rebuilding
customer trust and the continued
demand for rapid business
transformation, our current
climate is one in which externally
appointed business leaders can
really thrive,” noted David Jones,
senior managing director of Robert
Half. “However, companies need
to ensure they are continuing to
push for greater diversity and
a variety of perspectives at all
organisational levels. This is key to
building innovative and motivated

workforces that attract and retain
top talent in a skills-short market.
Moving forward, companies must
balance hiring for ‘culture fit’ with
‘culture add’, in order to facilitate
a diverse cohort that is capable of
achieving lasting change.
“Certain skills and experiences
are fundamental to what it takes
to become a CEO such as proven
business acumen, strategic
thinking and interpersonal skills,”
he added. “Aside from these
skills, education, loyalty, cross
border experience and financial
literacy are consistent features
when looking at the background of
Australia’s top CEOs. It’s likely that
demand for technology expertise
will also continue to grow. Leaders
who display these skills are not
only well positioned to drive bottom
line success but can demonstrate
they are extremely adaptable and
capable of leading diverse teams
and innovative strategies during
changing times.”

www.theglobalrecruiter.com
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SUBDUED
HIRING SAYS
REC
Recruitment consultancies across
the UK continued to register
subdued hiring trends during
October, according to the latest
KPMG and REC, UK Report on
Jobs data.
Permanent staff appointments fell
solidly at the start of the fourth
quarter, which was widely linked to
Brexit-related uncertainty, as many
employers had chosen to cancel
or postpone hiring until there was
greater clarity over the outlook.
Growth of temp billings meanwhile
eased to a marginal pace.
Demand for staff was likewise
relatively lacklustre, with vacancies
expanding at the slowest rate
for over seven-and-a-half years.
Notably, growth of demand
weakened for both permanent
and short-term staff. An uncertain
outlook also weighed on overall
candidate availability, which fell
at the quickest rate since June.
Reduced labour supply meant
that employers had to up pay
offers again, with starting salaries
and temp wages rising at
marked rates.
As has been the case throughout
the majority of 2019, the number of
people placed into permanent job

INDUSTRY
MOVES
Acorn has strengthened its
high-level executive search division
with an overseas appointment in
response to increasing demand for
its services in this area. Executive
search partner Stephanie Nestaval
has joined the business as a
specialist head-hunter in executive
search, direct search and interim
projects. She brings more than
a decade of experience within
the automotive industry and
expertise in managing high-level
assignments for supply chain
clients with her, having transferred
from Acorn’s parent company
Synergie’s office in Prague,
Czech Republic.
Based in Acorn’s Exeter

roles fell during October, and at a
solid rate. At the same time, temp
billings growth weakened to only a
marginal pace. According to panel
members, political and economic
uncertainty continued to dampen
hiring activity.
October data signalled only a
modest upturn in overall demand
for staff across the UK. Notably,
the rate of vacancy growth was
the slowest seen since January
2012, with both permanent
and short-term worker demand
increasing at historically weak
rates. An uncertain outlook also
weighed on candidate availability
during October, as people were
reluctant to seek out new roles.
Total candidate numbers fell at the
sharpest pace for four months.
This was largely driven by a steep
fall in permanent labour supply, as
the availability of temporary staff
declined at a softer pace.
Salaries awarded to newly-placed
permanent staff continued to
rise sharply in October, despite
the rate of inflation easing from
the previous month. Average
pay for short-term staff also rose
markedly. Increased pay offers
were widely linked to a shortage of
suitably skilled candidates.
“These figures underline why
this needs to be a jobs election,”
said Neil Carberry, Recruitment
& Employment Confederation
chief executive. “The labour
market is strong, but permanent

placements have now dropped
for eight months in a row, and
vacancies growth has fallen to its
lowest level since January 2012.
One bright spark is the temporary
labour market, which continues
to provide flexible work to people
and businesses that need it during
troubled times.
“Ending political uncertainty and
getting companies hiring again
is vital – but we must also look
to the long term future of work,”
he added. “Jobs must be front
and centre during this election
campaign. We will be urging all
political parties to run on policies
which support and enhance
the UK’s flexible labour market
– allowing businesses to create
jobs, employees to build careers
and the economy to grow.”

branch, Stephanie will work with
businesses UK-wide specialising in
the search and selection of C-suite
executives, board members,
directors and plant managers for
the automotive industry.
Marlin Green has announced
the appointment of Paul Hanley
as CEO. Hanley has been
hired to drive the next phase of
Marlin Green’s success story as
the company turns its focus to
expanding its reach and physical
presence across Europe.
Paul Hanley and the leadership
team will now lead the day-to
-day running of the business.
Former CEO and co-founder Toby
Dixon will become non-executive
chairman alongside co-owner
Lee Nania.
“Taking the reins at Marlin Green
is an opportunity I simply couldn’t
refuse,” said Paul Hanley. “The

ambition of the business, the quality
of the brand and the extremely
fast pace at which it runs provides
all the ingredients needed to build
substantial, sustainable growth and
significantly increase our market
share, which is exactly what I’m
most passionate about.”
Richard Boggis-Rolfe OBE, Chair
of British executive search firm
Odgers Berndtson, and Belinda
Brooke, former head of legal policy
and services at the Recruitment
and Employment Confederation
(REC), have joined the Board
of Alvius, one of the first UK
companies to specialise in talent
pool technology software.
"There is no doubt technology
is shaking up the recruitment
industry,” said Boggis-Rolfe. “New
software solutions like Alvius will
help to accelerate this change.
By automating key processes

like application filtering, and
using the latest data science
techniques to match jobseekers
with relevant opportunities, Alvius
can help recruiters to find the best
candidates for a role in a fraction
of the time. It’s an exciting time to
be involved.”
As well as her position with REC,
Brooke has been legal director at
both Michael Page and Morgan
Hunt and brings more than
20 years’ experience of legal
and compliance issues in the
recruitment sector, she will advise
the Alvius Board on these areas.
"People are the greatest asset of
any company or organisation and
finding the right person for a role is
a vital – but costly – process. Using
Alvius to streamline recruitment
will bring employers huge time and
cost savings,” added Brooke. n
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ON MESSAGE
Sonja van Lieshout, chair of the WEC-Europe advocacy task force, on how
advocacy is a key tool for understanding recruitment.
Advocacy is a high priority for the private employment industry. The
World Employment Confederation is recognised as a large employer’s
federation and as such needs to reach out to its stakeholders to
ensure they are equipped with accurate facts and information on
our industry and how it can meet vital policy goals – including the
upskilling and promoting of flexible and dynamic labour markets. We
do this through meetings, events and special advocacy days where
colleagues from across our membership present our industry, listen to
the views of others and correct any myths or misconceptions.
Both our national association and company members gain a great
deal from our advocacy outreach. Speaking with one voice gives
us extra clout and presents a consolidated industry position. The
engagement brings added value for the institutions with whom we
engage too: we offer strong, in-depth market knowledge and tangible
case studies from our members on the ground.
Strong focus is placed on explaining the World Employment
Confederation strategic approach. The labour market landscape has
changed enormously and we need policies that reflect these new
realities and create inclusive and diverse labour markets able to seize
untapped potential and meet the needs of workers and business.
Ageing demographics in many parts of the world, including Europe
and North Asia will mean that the rise in technology is a necessity and
will leave people free to undertake other tasks. We will need to keep
people in the workforce for longer – up to retirement age and beyond
– and also to encourage more women into the labour market. The
private employment sector is well placed to drive this inclusiveness
and bring more people into the workplace. One way is by focusing on
skills training to ensure that workers have the skills they need to carry
out the jobs that are available.
Our advocacy work supports our thought leadership initiatives and the

Social Innovation agenda is currently a crucial focus. Markets need to
urgently reform social protection systems, many of which date back
to the 1960s and 70s and no longer reflect today’s labour market
realities. We need new solutions for promoting ongoing learning
and providing social protections that are portable and belong to the
worker, not the job.
Access to skilling, reskilling and upskilling needs to be made easier
and we have some great examples to share, demonstrating how
training funds are used to support flexible workers and enhance their
employability.
As the number of flexible contracts in the workplace grows so we
need greater social innovation. We also have some great best practice
examples from our sector to share with policymakers – such as the
‘Prospect Statement’ in the Netherlands which provides flexible
workers with access to mortgages to buy their own home.
The growing gig economy and the need for greater flexibility, has
been unsettling for some – and in particular the populist and green
parties. In some markets this has resulted in adverse regulation
being adopted and implemented over the past ten years. People are
naturally suspicious of new things and with the employment landscape
changing so quickly they can feel vulnerable and confused. Agency
work is the most visible form of flexible work and so a focus for
this disquiet.
Through this continuous process of education and putting our
messages across clearly and carefully we are working to turn fear
into confidence. People want to feel secure and empowered and to
know that there is a new job waiting for them. Skilling can be key to
providing them with this confidence. WEC is working to ensure that
policymakers know where to turn to for sound knowledge and advice
on how to deliver labour policies fit for the future of work. n
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EFFICIENT THINKING
Danny Steel, managing director, Rocket Software gives his view on the
current and future state of tech.
Like other industries, recruitment has had its fair share of disrupters that
have entered the market. Some have succeeded and some have failed.
One thing’s for sure, technology will continue to advance and shape
the recruitment market place. Those businesses that embrace tech are
more likely to be able to adapt to the changing landscape and be more
agile to customer demands.
The rise in usage of mobile devices, in particular smartphones, has
had a huge bearing on the industry and has enabled recruiters to reach
out and interact with their workers at the push of a button. Whether it
be live availability, push notifications for assignment notices or payslip
information, texts and emails are slowly being replaced.
Manual paper based systems, excel spreadsheets and even server
based software systems are becoming outdated as the web and SaaS
technology gives you so much flexibility and enables you to interact with
workers and clients on a tri-part technology platform.
Previously the tri-part technology was limited to neutral vendors which
enabled them to penetrate the market. I see this shifting back to a more
traditional recruiter/client relationship model with technology being at
the heart of it. If workers can submit timesheet information via their
smartphones and clients can sign off the hours, what else is needed?
Taking this even further, the payroll and billing cycle will eventually be
done without the need for human beings as it’s just a process.
Hours submitted with be checked and authorised and payslips and
invoices will be automatically created saving huge overheads
as recruiters grow and continue to combat reducing margins.

Engaging times
A huge growth area in recruitment tech is worker engagement. This is
a great way to differentiate yourself from your competitors. Margins are
usually dictated to a certain extent so having another point of difference
and providing great engagement with your workers will give you a
competitive edge.

Some of these include offering a rewards and benefits platform, again
through mobile apps, giving your workforce discounts on major retailers
including supermarkets and petrol stations, which are two of the biggest
areas of expenditure. Using geofencing and biometric technology that
already exists within smartphones, recruiters can reuse the tech to
provide location based information ensuring that its secure and verified.
The power of data is enormous and using tech can vastly increase your
business’ value. Traditional recruiters with not a lot of tech are likely to
be valued less than those who embrace tech as purchasers look for
automation and scalability.
Another area that’s advancing quickly is business intelligence and
the use of dashboards. Clients now expect to be able to see what’s
happening within their business using a client portal. From booking/
vacancy information through to accessing their own invoices and
submitting requests, we are moving to a truly transparent world
where agency, client and worker are all part of the recruiters tech
eco system.
Tech is here to stay and should be embraced and used as an asset
within your business. With advances in Artificial Intelligence man and
machine continues to get closer together and in my view, those temp
recruitment businesses who continually strive for automation and are
open to technological advancements will be best placed to deal with the
challenges of the current economic climate.
The recruitment business of the future, as I see it, has a minimal back
office function. Automation will remove unnecessary overheads and the
focus will be on fee earners. More time will be spent on building and
maintaining client relationships rather getting involved in ‘business as
usual’ admin.
The technology is there, ready to use and those bold enough to adopt
will reap the rewards. n

AVOIDING THE
TALENT DRAIN
Matt Fryer, Group Compliance Director at Brookson Legal
on the impact of IR35.
Research from Brookson Legal has found UK businesses are at risk of
a significant contractor talent drain if they do not adequately prepare
for IR35 tax reform in the private sector. Three out of five contractors
said they would jump ship and seek alternative work with another
business if they were found to be inside IR35 and therefore required to
pay additional tax to HMRC.
Recruiters must now have up front and honest conversations with both
their contractor database and their business clients. Do expectations
match? The conversation needs to be carefully balanced so that you
do not risk alienating your valuable and flexible resource or leave
companies with a skills shortage.

IR35 risks
Ensuring IR35 compliance can be complex – especially as it’s not
easy to identify where the responsibility lies. In short, clients must
make all reasonable efforts to apply the legislation properly, or they
are exposed to a potential tax liability. However, where clients do take
‘reasonable care’, HMRC will then look to recruitment agencies to
ensure that the information is passed down the supply chain in a timely
manner and there are no rogue or non-compliant intermediaries in
the supply chain that could leave the contracting agency holding the
liability if HMRC do identify a tax shortfall.
The new rules present a number of dangers. There is the very
real prospect of wrongly categorising thousands of genuinely
self-employed contractors within IR35 and this could lead to long-term
disputes. Additionally, if contractors are asked by their recruiter to
move on to the payroll, they may well ask for a sizeable pay increase
and additional employee benefits to make up for the increase in tax.
At least half of the contractors who we spoke to confirmed this. It will
be up to recruiters to represent both parties and relay the information
clearly and professionally in order to guide them towards a mutual
agreement. Around a third of contractors also told us that they would
refuse to go on payroll, which means businesses either need to rethink
the nature of the project and the contractor’s involvement (i.e. they
could continue working outside IR35) or find a new contractor
all together.
This means there is huge pressure on businesses to get IR35
assessments right. For recruitment teams, the priority should be
coaching their clients through the process and encouraging them
to make a thoughtful rather than knee-jerk response.

For recruitment teams, the priority
should be coaching their clients
through the process and encouraging
them to make a thoughtful rather
than knee-jerk response

Next steps
Training will be hugely important and will need to take place across
the agency. This is because IR35 will not just impact one person in the
office – everyone will face questions from contractors and clients, so
being able to provide a level of consultancy will be vital.
When it comes to advising clients on a contractor audit, recruiters
should also think about what will help them cover their own back if
the time comes. Some contractors will clearly be outside of IR35 and
others will undisputedly fall inside. The key contractors to identify are
the pool of ‘grey area’ contractors who could be helped to keep their
contractor status by making a few changes to working practices.
Clients should be encouraged to evaluate contractors on a case by
case basis as this will ensure they meet the ‘reasonable care’ criteria
and will also mean they don’t unnecessarily lose vital contractor talent.
Due to the complexity of the legislation, seeking specialist support is
advisable. Recent tribunals have shown that HMRC’s IR35 assessment
tool is often unreliable and those making the decision on employment
status need to be supported by expert guidance. It is important that
you point clients in the right direction though, as there are a lot of
people offering support that do not have the appropriate knowledge,
experience or qualifications.
There is a big opportunity for recruiters to position themselves
as their clients’ ‘compliance partner’, helping them navigate the
legislation, secure specialist support when necessary and keep open
communication channels with contractors. While this will involve a lot
of work over the next six months, it should result in increased trust and
the chance to win new business from less proactive recruiters. n
December’s issue of The Global Recruiter will feature the IR35 Special
Supplement – all you need to know about the changes in 2020.
www.theglobalrecruiter.com
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THE FRENCH
WAY
Sabine Smith-Vidal, employment partner and associate
Laetitia de Pelet in Paris, Louise Skinner, employment partner in
London at global law firm Morgan Lewis on gender pay equality.
Generally, all companies in France must comply with the principle
of gender pay equality no matter their size and business and must
pursue the objective of eliminating any gender pay gap.
To ensure compliance with this general principle, the law, “For
the Freedom to Choose One’s Professional Future”, voted on
August 1, 2018 (the Law), introduced several new obligations for
companies employing more than 50 employees. These include
transparency on gender pay gaps, obligation of result in equal
pay – and not obligation of means as previously – and financial
penalties for violations of these obligations for companies. When
a company reaches 50 employees, it has three years to apply
these provisions.
In particular, companies employing more than 50 employees
must disclose, each year, on March 1, the score of the index on
gender pay equality on their website. Information on methodology
and content of the index must be included within the social and
economic database provided to staff representatives.
The index is based on five indicators:
• Gender pay gap, calculated on the basis of the average pay
of women compared to men, by age group and equivalent job
category
• Difference in the rate of individual pay increases between
women and men
• Gap in promotion rates between women and men (only for
companies with more than 250 employees)
• Percentage of employees who returned from maternity leave
during the reference period and who benefited from an increase
upon their return during the same period
• Number of employees of the underrepresented sex among the
10 employees who received the highest remuneration.
The indicators are calculated according to a scale ranging from 0
to 100 points, broken down as follows:
• 40 points depend on the elimination of the wage gap between
women and men of comparable position and age
• 20 points depend on the percentage of men and women whose
remuneration has been increased

• 15 points depend on maternity leave and the number of women
who receive an increase upon their return to the company,
provided that increases have been granted in their absence
• 15 points depend on the percentage of employees promoted in
each professional category
• 10 points depend on the number of women among employees
with the highest salaries.
Not all employees of a company who are present during the period
chosen by the employer for the calculation of the indicators (the
Reference Period) will be taken into account. Apprentices, holders
of a professionalisation contract, employees seconded to the
company by an external company, expatriate employees, as well
as employees absent for more than half of the Reference Period,
are excluded from the company's workforce for the purposes of
calculation of the indicators.
The remuneration of each employee is reconstituted in full-time
equivalent over the Reference Period. The compensation items
taken into account exclude severance and retirement indemnities,
bonuses linked to a particular hardship (on-call duty bonus for
example), seniority bonuses, overtime, as well as payments
made in mandatory profit-sharing and incentive schemes
(“Participation” and “Intéressement”).
The French mechanism is therefore quite complex compared
to what currently exists in other countries. With regard to
international groups in particular, challenges stem mainly from the
definition of the professional categories to be taken into account
and the elements of remuneration to be taken into consideration
for the calculation of the index.
When the wage gap results obtained on the basis of the listed
indicators are below a certain level (i.e. 75/100), there are two
consequences:
• The employer must propose, in the context of negotiations
regarding professional equality between men and women (which
must occur at least once every four years), a catch-up plan.
• If, after three years, the wage gap results are still below a
certain level, the employer will incur a financial penalty set by
the labour authorities of up to one per cent of the employer’s
total payroll, unless the employer is granted an additional
one-year delay.

Index publication
By March 1st, 2020, all companies with more than 50 employees
should have published their index. However, based on the results
already published for companies of 250+ employees, there is still
a lot of work to be done.
Of the 4,772 companies that published their indexes, only 167
companies demonstrated real equality, i.e., obtained scores
of 99 or 100. No company listed on the CAC 40 or SBF 120
has maximum ratings. Worse, nearly 17 per cent – almost 800
companies – score below 75.
The Minister of Labour commented that there is still a glass
ceiling preventing women from accessing management positions
in companies and that companies continue to ‘forget’ to increase
the pay of their employees returning from maternity leave by the
same amount as their colleagues in equivalent roles who have not
taken leave. In this respect, and for many years now, legislation
and case law have made clear that companies are prohibited
from slowing down professional or wage progression for women
returning from maternity leave.
The Minister of Labour also indicated that labour inspectors will
increase the number of companies controlled to ensure their
compliance. Already 5,500 controls have been carried out, and
7,000 are planned for the year. Formal notices, which precede
sanctions, were issued by the French Labour Inspection to
eighteen companies to rectify the situation.
The government is drawing on employers’ fear of reputational
damage associated with non-compliance in its approach. The
names of companies which are deemed not to have promoted
equal pay for men and women may be published. This ‘naming

and shaming’ is likely to act as incentive to companies who wish
to maintain a positive reputation for equality to have an index of
75 and more.
This reflects the position in the UK, which has had mandatory
gender pay reporting rules in place since 2017. Employers with
250 or more employees are required to report on the mean and
median gender pay gap between men and women, as well as
comparative bonus data and the number of men and women
making up each quartile of the workforce. While the enforcement
mechanism is relatively limited, it has been the power of the
media that has really pushed employers into action. The media
called out employers which had not reported by the deadline
in the first reporting year, and also challenged calculations
which did not appear credible. This resulted in a steady stream
of additional figures being published, with some companies
amending their data several times.
The reaction to gender pay reporting in the UK has generally
been positive. Although the data itself reveals more about the
distribution of women across the organisation than it does about
pay equity, the obligation to report and the level of public scrutiny
have elevated gender pay to a board level issue. Customers
and potential recruits are comparing gender pay data across
companies within given sectors and taking these figures, and the
explanations given, into account when making decisions about
who to work with. The narratives which typically accompany
gender pay figures provide employers with a platform to talk
about the positive steps they are taking to improve diversity
and gender representation. It is to be hoped that once fully
implemented, the French gender pay requirements will have a
similar effect. n
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STAY ON
TRACK
Simon Kent explores evolving niche recruitment.
It is generally acknowledged that recruiters should either be
general and go for volume, or be specific – very specific. Niche
recruiting means identifying a clear demand – which hopefully
very few have spotted – and matching that with unique access
to talent – which again hopefully, few others have found. But
as Louise Gatenby, founder of The Good Board points out,
time, tide and markets wait for no man. Quoting Mark Carney,
Governor of the Bank of England, she highlights the everchanging nature of the business world and how it can negatively
impact on recruiters as much as any others: “if some companies
and industries fail to adjust to this new world,” said Carney,
“they will fail to exist."
The constant evolution of the recruitment world cannot be
ignored. Lucas Howman, managing consultant for Capital
Markets, La Fosse, says niche areas are constantly materialising
and evolving, due to market trends and new regulations. “Take
the emergence of DevSecOps,” he says. “Scaremongering from
the media alongside new legal obligations has driven people
to panic over security, which created an increased demand for
protection against vulnerabilities – and in turn, an amalgamation
of two niches.”
The emerging demand was not exactly an obvious one to predict
and arguably few companies would set-up purely to address this
market, and yet being ready and willing to identify and switch
to satisfying this demand means a useful new area of business
has been created: “The key is striking a balance between your
internal processes and outward-facing presence,” explains
Howman. “Internally, our promotion criteria ensures that we
effectively manage our people. Each niche vertical has
a designated head of practice who will lead their community
by actively driving forwards to make sure they’re ahead of
the market.”
As well as having a business model ready to deliver into a
niche, Howman also emphasises the importance of being ‘in’
your candidate and client community in order to understand
what’s going on and what might appear. This is the knowledge
that enabled his business to identify DevSecOps before
others. “When something in your specialist area blossoms
into an industry-leading trend, it’s evidence of your company’s
foresight,” says Howman, “so in many cases it’s inevitable that
niches won’t be niche forever.”

A niche model
Louise Gatenby also believes her business is geared up for change,
reflecting the skills mismatch that already exists in the workplace
and a capability to adapt to the ongoing march of artificial
intelligence, digitalisation and robotics: “We believe that the world
is changing at an unprecedented rate and that sustainable success
tomorrow depends on the leaders we develop and the way we do
business today,” she says. “That goes for our own business and
the business of our partners. This is our focus and it is intertwined
in all that we do.”
Interestingly Gatenby suggests that identifying their niche is more
about attitude and values than sector/subject area and as such,
the approach of the niche recruiter can be applied to any emerging
market rather than dedicated to only one in the hope that that will
remain lucrative in the future. "The grass can always look greener
on the other side,” she points out. “The niche agency may well be
moving away from sector specialisms but look to match values and
culture with skills and expertise to fuel positive sustainable change,
adding to that financial success, and the niche recruitment partner
will always have a place at the table.”
Similarly Zoe Morris, president at Frank Recruitment Group says
that her business has had success in niche markets because of
the way it does business. “For us, the key to achieve sustained
success in niche markets has been two-fold,” she explains. “Firstly,
we developed a service model that would act as a foundation for
our business, whichever way the market developed. We work in
niche technology markets, but delivering exceptional, personalised
service is our big differentiator – that’s our USP. Once we’d nailed
down that approach, we became agile enough to apply it to any
niche tech sector that presented an opportunity. With those values
at our core, we’ve been able to apply our model to emerging
markets."
As a result the business has been able to swiftly create seven new
brands addressing demand in the market as it rises.
Morris’ second step has been to become a learning organisation:
“Nothing is static, even in the most niche of industries,” she
says. “Any good recruiter will have a lifelong attitude to fostering
adaptability and developing specialist knowledge. If you can embed
that outlook into your company culture, you’ll be well equipped to
roll with the punches.” >

The world is changing at an
unprecedented rate and sustainable
success tomorrow depends on the
leaders we develop and the way we
do business today

www.theglobalrecruiter.com
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Even if you have your finger on the
pulse of a constantly shifting niche
market, you still need to be able to
put your expertise into practice

Know it all
Chris Stappard, managing director at Edward Reed Recruitment
advocates industry knowledge above all else in order to understand the
niche you’re in and to be ready to shift the business as than niche moves
and develops. However he adds: “Even if you have your finger on the
pulse of a constantly shifting niche market, you still need to be able to
put your expertise into practice and that means being able to
consistently deliver.”
He also notes that finding the right people for the opportunities which
arise means getting out into the field and tracking down suitably talented
individual who are ready for the challenge: “The best candidates to fill
your niche are probably not looking for new roles, so you will need to be
proactive and have several paths to market to supply your clients with the
best talent,” he says. “If you know precisely what skillset to look for, you
should be able to identify the best candidates to meet their needs. Then,
through your market knowledge, you should be able to adapt when a
short-lived niche is filled or transforms into something else.”
Ricky Martin, CEO of Hyper Recruitment Solutions advocates the niche
approach as the most straightforward way to start-up a recruitment
business: “Hving a defined niche is the best way to get traction early
on,” he says. “Without it, you’re likely to spend your first year in business
constantly spinning plates without getting anywhere in the industry.”
That said, every recruitment company must understand its niche in terms
of how long it may last, where the niche could move to and what the
company can do in order to continue exploiting that particular opportunity.
“The key to success is to be consistently assessing where your niche is
going, and to not be afraid of a move or a change. If you’ve exploited your
USP in your current geography, look at where else in the world there’s a
similar gap that you can take advantage of.”

What emerges then, is not a restricted view of a niche, not a narrow focus
which becomes difficult to change, but an awareness of the possibilities
created by serving your niche. If you’re great at doing one thing, there
are bound to be other areas where doing that one thing will be equally
appreciated. While generalists may be able to convince new clients of
their capabilities through scale and track record, the niche recruiter can
still be impressive for the value they deliver to their clients (hard to find
talent, mission critical talent) and if they’ve performed well under pressure
for one particular part of a particular sector the chances are they can
do it again.
“My top tip to keep your team at the top of their game is to encourage
them to attend conferences in their marketplace not to sell, but to
understand the sector in more detail,” says Martin. "If they do that, they
will become knowledgeable enough to understand the risks and threats
around their sector. More importantly, this will enable your recruiters to
find parallel opportunities from other niches that will be beneficial to
your business.”
That said, as Martin points out the biggest risk to the niche recruiter is
losing your identity, perhaps ultimately being seen as a generalist. Taking
on a different kind of project – a different scale of work or even a client
who doesn’t fit your previous models – could lead to compromising the
brand or a watering down of the value you can deliver. Of course, this
may not necessarily be a bad thing if the intention is to move the company
away from its niche and into broader waters – but that is another story.
Ultimately, perhaps, the niche recruiter becomes lost when they no longer
care about where the recruitment work comes from or the client and
sector they serve. As Martin says: “Never forget, the moment you allow
the process or functional approach to take over is the moment you need
to step aside and let somebody else from within your business step up to
the table, else you risk losing your seat entirely to a competitor.” n
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THE RECRUIT
VENTURE GROUP
AWARD WINNERS
REVEALED
The Recruit Venture Group Recruitment Awards are all about
celebrating success and this year’s awards were no exception.
Hosted by comedian Zoe Lyons at the De Vere Grand Connaught
Rooms in Central London, the awards celebrate the talent,
successes and achievements of the individuals, teams and
companies that The Recruit Venture Group has helped launched.
The Recruit Venture Group, formerly known as Recruit Ventures
was founded in 2011 by John Buckman, with the aim of helping
entrepreneurial recruiters set up and own their own recruitment
businesses. In Spring 2017 Recruit Ventures merged with Jark
Recruitment to form The Recruit Venture Group. Today, The
Recruit Venture Group has help launch over 46 business, turning
over in excess of £145 million.
This year’s event comprised of 15 awards, including Boss of the
Year, Best Newcomer, Most Effective Compliance and the special
recognition John Buckman Award, in honour of The Recruit
Venture Group’s late chairman.
The chair of the judging panel for this year’s awards was David
Head, the founder of Recruitment International Magazine, one
of the UK recruitment sectors longest running and most trusted
publications. Other members of the panel included Paul Mizen,
The Recruit Venture Group’s Managing Director who has been in
the industry for just under three decades and helped launch and
grow over 45 start-up recruitment agencies.
Attended by more than 200 industry professionals, directors,
managers and consultants, the awards are now in their third year
and are growing year on year, in size and prominence as the
number of businesses competing for awards increases.
The Recruit Venture Group’s Managing Director, Paul Mizen said
the evening was an overwhelming success.

“I was delighted with how the evening went, we had almost 50
joint venture business attend and it was great to celebrate their
achievements over the past financial year.
“We had so many excellent winners in the room, who have all
exceed expectations over the past year.
“The mix of well-established and newly launched businesses
featured on shortlists was really pleasing to see.
“The night shows the incredible things you can achieve if
you have the courage to break out on your own and follow
your dreams.
“If there is even one small part of you thinking I could do
this, then my message to you is get in touch and at our
next Recruitment Awards we could be celebrating your
achievements.”
Tom Brooke Managing Director of Rotherham-based recruitment
firm Staff 365, who picked up the Best Candidate Care Award on
the night was thrilled to see his team’s success recognised.
He said: “We only launched in December 2018, so to be standing
here just 10 months later with an award under our belt is an
incredible feeling.
“We pride ourselves on the service we offer to candidates, we
look after them and go the extra mile to make sure they are
happy.”
The Award for Best Candidate Care was sponsored by Global
Recruiter Magazine. n

The night shows the incredible things you
can achieve if you have the courage to break
out on your own and follow your dreams
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REWARDING WORK
Get and keep the very best talent
for your business by enhancing
the way you recognise them.
In the fiercely competitive world of recruitment you want your
business to attract the best in consultant talent – and keep
them. Getting your reward and benefit strategy right is crucial
to doing this. It’s not just about the amount of money you’re
offering either. Today’s workforce prizes diverse methods of
recognising effort, of achieving more and of creating greater
value for clients, candidates and ultimately your business.
Face it: your workforce is more diverse than ever before. Age,
background, likes, dislikes, beliefs and more mean every
individual in your workforce wants to be rewarded, at least to
some extent, on an individual basis.
Flexibility is certainly part of your benefits and reward
strategy, but so too is creating a company culture that
encourages, enables and recognises effort from everyone.
Businesses should also be clear about the behaviours and
targets expected from their workforce and there are many
solutions which can offer clear and accessible ways to
motivate staff on a daily basis.
From visual data solutions, the gamification of performance
measures, to a clear and flexible reward structure, today’s
recruitment company has a wealth of solutions to choose from
and combine that will encourage, recognise and reward their
consultants. Getting this right not only leads to an engaged
and productive workforce, it leads to the creation of a great
employer culture, a fantastic employee value proposition and
the chance to become an employer of choice. n
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THE
COMMUNITY
SPIRIT
Scott Saunders, managing director of Savi Recruitment Ltd. on a new old
way to find candidates.
If you’re out there networking among employers and keeping
your ear to the ground, you’ll have heard the concerns and
worries over the lack of people for the jobs on offer. Strip aside
the familiar arguments that all too often spring up around this
predicament – you know the ones. The one that says it must
mean low unemployment – which is a good thing, and the
one that says it’s now a ‘candidate driven market’ which, for
employers and recruiters, is not such a good thing.
Instead, focus on the reality of the situation because that’s
all about employers feeling frustrated and recruiters reeling
from accusations that they’re not delivering. Any time of any
kind of commercial shortage is a time for resourcefulness and
innovation. Those who simply complain about the situation
usually succumb to it. Those who find solutions to it survive
and succeed.
I have to introduce an irony here. The biggest single innovation
we can introduce into this situation is rooted in a very old idea
and it can be implemented by a relatively new one.

Online activity – bigger than job boards?
The digital revolution has brought us some of the most
sophisticated communications media ever known and some of
us are already taking them for granted. Sure, you’re ‘engaged’
with online activity but with all of that going on we still have a
‘candidate shortage’. So let’s mix up the wisdom of old with the
opportunities of the new. How best to raise awareness, spread
the word, get people engaged? Good old community spirit.
How do we engender community spirit into the ‘candidate poor’
recruitment sector? Use the social media.
At Savi Recruitment Ltd. we have built an online community and
we’ve developed and engaged with it by providing content, news,
videos and information that’s relevant to its members. As vital as
they are the (already!) traditional methods of using job boards
do not deliver this level of ongoing dialogue with a community
attuned to your clients’ recruitment needs and vacant roles. This

new era of community, infused with traditional, and positive,
spirit is an organic, receptive and finely tuned target audience.
I have witnessed vacancies being filled within minutes of their
being conveyed to such a community.
As much as this technique performs the valuable service of
finding gainful employment for candidates online activity is easily
monitored, and identifying a company who has been advertising
a role for a sustained period is not difficult. Offering that
company exposure to a community that, in the nicest possible
way, I own is a valuable new business tool. It will demonstrate
innovation. It will work.
Plainly there are people who have made fortunes from the
internet. Stand up Mr Zuckerberg, among others. The legends
and stories around many of these successes are rooted in a
mythology of ‘it cost them nothing to set up and then the money
rolled in'. Well, there may be some truth in it but the fact is very
few rewards come from zero investment. That said, the biggest
investment you’ll make in building a social media community will
be your time. At the outset you have to work at it. It takes tenacity.
Once it’s there though you have an asset worth far more than the
investment. You own a forum, a market place, an all but tangible
community linked in spirit by their common interest in finding
work, or candidates. You and your brand are seen as having
facilitated a genuinely helpful and truly engaging service.
The magic of the social media is there in the name. They are
social. And they are media. By definition then they are better
at, or at the very least an invaluable addition to, the traditional
process of advertising a role by putting it in front of a potentially
wasteful target group of candidates and waiting for them
to respond.
It’s better to tell a proactive, highly informed, dynamically
interlinked community that the vacancy exists – because you
built it.
You’ll find that, contrary to the perceived overall climate, there’s
no shortage of candidates in a carefully constructed social
media community. n
www.theglobalrecruiter.com

28 FRON TL INE

S UPPLY SID E 29

BENEFITS AND
BEYOND
Centralus examine the impact of engagement in the workplace.

PEOPLE POWER
Carlos Gil, author of The End of Marketing, discusses how marketing
can be revived in the digital age.
As of March 2019, 56.3 per cent of the world’s population has internet
access – that’s an estimated 4.3 billion people who have access to a
world that primarily exists on a cell phone or computer (Internet World
Stats, 2019). With the size of this online community, the internet today
isn’t just a place to shop or research. Unlike other forms of mass media
like TV, radio and newspapers where the communication primarily
flows from one to many, the internet and social media in particular
– naturally facilitates multiway communication, providing an interactive
place to chat about celebrity gossip and politics, rant and rave about
our favourite sporting events and awards shows, or react to brand
campaigns and social movements like #MeToo.
Since communication has shifted, marketing must too. Today,
marketing and advertising require a new way of thinking and
an understanding that the digital landscape is built on genuine
communication instead of mass communication. To that point,
potential audience want to be engaged and be a part of a movement.
Your challenge isn’t ‘how to market’ to your target audience; instead,
your objective should be how do you engage your target demographic
to become an advocate.
What is disappointing about this is the lack of awareness that comes
from the C-level at many companies, which seem to choose to think
of social media as a secondary or even tertiary medium for marketing
and advertising. Most major corporations employ dozens of highly
educated, annual six-figure earners to work in their marketing
departments, yet by not tapping into the potential of social media,
they’re not getting the most out of their employees.
That disconnect is because, often, we fail to separate who we are
as consumers from who we are as professionals. What we want as
consumers often doesn’t align with what we expect as marketers from
our customers. Meanwhile, there is a 16-year-old kid somewhere in the

world right now who’s making six figures per month with an Instagram
meme account or a Shopify or Amazon store drop-shipping products
like t-shirts and nutritional supplements without owning a single
printing press or warehouse.

Marketing now
While marketing as we know it is dead, clearly humans will always
need jobs. As humans, we all feel a need to be acknowledged, wanted
and loved. As such, marketers need to become better at making their
audiences feel valued, and that requires understanding who your
target audience is and where to connect with them.
Social media makes it easy to find and directly connect with your
target audience. Imagine being able to go to Google right now and
type ‘Find employees who are looking for a job in XX’ and seeing
real-time search results. It already exists. By tapping into Twitter or
Instagram as search engines, you can run searches to find your ideal
candidate.
But before you start implementing these strategies and using social
media to its fullest potential, it’s important to first understand the ethos
behind why it can work so effectively. It’s a challenging notion, and
one that can be difficult to implement – and this is the notion I want
to convey to you:
People don’t buy from logos, they buy from people. People
trust people.
We are living in a new era whereby people have the power to influence
the masses from an iPhone anywhere in the world. The game of
marketing is no longer played exclusively by billion-dollar corporations.
However, if you want to win the game, you need to make people – not
your logo – the face of your brand. n

The benefits available through many employee engagement
consultancies are often intangible and difficult to quantify, making it
challenging for potential clients to measure the possible advantages
of implementing an employee engagement strategy.
Centralus, a leading employee engagement consultancy, is
committed to providing concrete business benefits; making staff feel
rewarded beyond their salary, resulting in improved staff retention.
“We are reducing the likelihood of people leaving a business,” says
David Callaghan, CEO of Centralus. “Some of the industries we work
in are extremely competitive, and the supply of people forms a large
part of the overall service. As a result, the difference of just a few
pence an hour can mean people move to another company.”
A number of these labour intensive, tight-margin organisations have
already worked with Centralus to help reduce the high attrition rates
present in their sectors. Cambridge based security services and
systems specialist Dardan Security saw a decrease in staff turnover
from 34 per cent last year to 26 per cent this year. Alton Nutile, head of
commercial formerly at Dardan Security, believes this improvement is
thanks to the Centralus employee engagement portal.

Ask the employees
Earlier this year, an internal survey confirmed their team members
were both aware of, and happy, with the ‘benefit tools’ on offer
to them. The company is also reaping the rewards of improved
employee satisfaction in financial terms, having raised more than
£1.5 million in revenue over the past year.
Stuart Lodge, chief executive of Lodge Service International,
recognised that in a challenging labour market, it is essential to
provide benefits that are relevant to their people.
“Throughout our 100 years of service, we have always hired great
talent,” he said. “We take great pride in our social values, and so we
looked at ways of improving our employment proposition. Through
our partnership with David and the team, we have been able to offer

an array of additional benefits, including a doctor-on-call service,
medical and health advice, and a well-managed pension scheme. We
recognise this is helping us attract great quality talent and the results
have shown the average cost to hire reduce substantially, through
increased levels of retention.”
For industries where staff are paid the minimum wage, which
currently stands at £8.21 an hour, even a relatively small pay increase
could lead to skilled staff moving to another company; effective
employee engagement can help prevent this. With employee
turnover costing businesses thousands of pounds per employee,
rising to tens of thousands for senior management, even a slight
enhancement in this area can transform an enterprise.
Derek Scott, managing director of Project Resource, is a firm
advocate of Centralus as an engagement partner for this reason.
“Since our partnership, we have seen a dramatic improvement in
staff retention, performance and morale,” he says. “I would estimate
the savings in staff turnover in recruitment, training and lost
opportunities to be in six figures.”
Mr Callaghan comments: “Providing the opportunity to have
significant discounts on cinema, food shopping, travel and insurance
for staff could be far more than the difference over a year of a minor
pay increase. This is win-win for our clients as they have better staff
retention without losing their profit margin, which in turn means they
are not paying significant fees to recruit new employees.”
David Marchio, national accounts director at Brooknight Security,
agrees that to retain employees, businesses have to offer the most
competitive benefits in their industry sector. “Clients are looking
for staff retention and a stable workforce when agreeing contracts
and this has improved recently. We have offered our employees the
portal, which in turn means we are retaining clients and growing our
business,” Mr Marchio says.
While reduced staff turnover is a major advantage for businesses,
partnering with Centralus can also position firms with a competitive
edge to acquiring new talent. n
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MESSAGE SENT

Company senior managers had great
stories to tell about recruiting and what
the company was aiming to do, but were
reticent to actually articulate that message

Simon Kent reports from a Recruitment Live discussion from within the
recruitment marketing function.
Technology has brought complication to the marketing function within
recruitment – indeed, it has probably challenged marketing in every
industry sector. However, for the recruitment industry, where talent and
candidate attraction is as important as attracting clients and customers,
social media, employer review sites, apps and more are creating
opportunities and headaches for those looking for the most effective way
to present their message. Moreover, as some of these channels seem
to be ‘free’ for business use, while others attract a premium, there is
the added challenge of understanding which channel to use when and
how much time to devote to certain channels to ensure effective and to
measure the impact of every initiative.
These issues were among those debated by recruitment marketing
leaders attending The Global Recruiter’s Recruitment Live discussion
in London last month. Held in association with Volcanic, now part of the
Access Group, the following were in attendance:
William Geldart, Marketing Director, BPS World
Simon Lythgoe, Head of International Marketing, Volt
Aimee Treasure, Head of Marketing, VHR
Faye Lewis, Head of Marketing, La Fosse
Claire Knights, Group Head of Marketing, McGinley Group
Amber Boniface, Associate Director Marketing, SSQ
Emma Lloyd, Marketing Manager, Cordant People
Dana Cripps, Brand Director, Cordant People
Owain Wood, Head of Marketing, Carmichael Fisher Executive
Search
Simon Kent, Editor, The Global Recruiter
Gary King, Publisher, The Global Recruiter
Darren Curtis, Sales Director, Volcanic
Craig Howard, UK Sales Manager, Volcanic
Adam Povall, Sales Consultant, Volcanic
Initially there was a clear consensus that one of the main challenges
created by the brave new world of technology was connecting these
channels with existing and central corporate systems. If it were possible
to record channel use, to accurately record what candidates were
responding to and especially to understand which of those candidates
were ultimately placed with client organisations, then the function would
be able to deliver provable and repeatable results. However, without this
interconnectivity, delivering clearly effective marketing campaigns, while
not impossible, was occurring through distinct specific initiatives.
Cordant People, for example, are using Twitter for the general
communication of jobs available through a simple listing each week.
However, marketing are also working across other channels in a more
general way to increase brand awareness. With more than fifty branches
under their care, charting the impact of the work is difficult.

McGinley Group is a business which has grown swiftly through
acquisition. The benefit of this being that their marketing division has
comparative insight into the effectiveness of differing technologies. The
challenge however is in the streamlining of these systems and creating
consistency. Platforms with open APIs (software intermediaries allowing
two applications to talk to each other) help, but the level of customisation
to connect marketing tools to recruitment industry tools often makes
integrations extremely difficult and often cost prohibitive.
Meanwhile, even though LinkedIn and Instagram may achieve results
anecdotally, Faye Lewis noted that at La Fosse, without any clearly
collected or understood data, marketing would always be guess work
as to what works and what doesn’t. This was very well illustrated by a
discussion of social media use – while some marketeers found their
businesses were impressed by the number of followers they have,
there seems less attention paid to whether those followers are actually
engaging and working with the business.
Marketing departments are in a difficult position: On the one hand they
are expected to be complete experts in gaining followers on social
media, creating fully SEO optimised websites and content, and in
implementing automation where necessary. At the same time they are
expected to accept instances where anyone from a senior executive
level downwards defend their use of a specific channel by saying that
it’s just what works for them.
This situation can become even more complex for businesses with an
international footing. As Volcanic’s Darren Curtis noted, while Facebook
may be regarded as ‘dead’ by some in the West, in Asia the platform
is still massive. Others around the table noted how specific platforms
appeal for particular sectors and age groups (TikTok, anyone?) and
regional knowledge of the social media for specific countries is also
important in order to reach the required audience.

Get with the program
Into this maelstrom of options comes the use of programatic advertising.
On the face of it, programmatic advertising has some promise for
recruitment companies. Here is a solution which enables you to identify
the type of candidates required and then leave it to the technology to
use the most effective channels and routes in order to find and engage
with that talent.
"Personalisation has been a driving force in the changing landscape
of the recruitment industry, and it is something we discuss a lot at
Volcanic,” said Darren Curtis. “Delivering the ultimate candidate
experience in today’s digital age is all about instant gratification, and for
that, you need a combination of great UX, data, and speed.
“Programmatic advertising is undoubtedly the next step here,” he said,
“and will not only improve candidate acquisition but also reduce the
thousands spent on job boards every year."
As with many technologies and platforms before, however, the solution
seems unlikely to entirely revolutionise the sector. While some around
the table were positive about the impact of programmatic advertising it
seems to be something that should be used strategically rather than as an
all-rounder. Some round the table had found it difficult to gain buy-in for
these types of solutions as they appeared to conflict with the consultant’s
idea of going with ‘gut instinct’ rather than trusting to an algorithm.
The conversation also moved on to consider marketing in order to
secure recruitment talent for the companies themselves. Many of those
round the table felt frustration because their company senior managers
had great stories to tell about recruiting and what the company was
aiming to do, but were reticent to actually articulate that message. The
main stumbling block is the feeling among more senior employees – and

among consultants generally – is that time spent on social media can
be time wasted. There’s a sense that if there isn’t a swift return or impact
through this activity they’re not interested – certainly a problem as such
initiatives are seen as ‘a long game’ for brand promotion.
To address this some participants had tried integrating promotional work
within incentive schemes and job descriptions. Other initiatives had also
been created to cash in on the knowledge and expertise held within
recruitment companies: videos of internal experts discussing current
issues, events and round tables where recruitment companies invite
sector experts to address invited audiences of clients and candidates
– all these initiatives could be used to boost the company’s profile and
standing among critical audiences.
Certainly the challenge for marketing at the moment is high and likely
to grow, but at the same time the creativity of this particular function is
very much in evidence. It is clear that even with the strong pull of certain
tech and social media based platforms, marketing still very much has
its feet on the ground, keen to measure, explain and capitalise on the
effectiveness of certain channels rather than blithely agreeing to use
every channel for every message in the hope that something somewhere
will have an impact.

Supported by:
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TECHNOLOGY
TO SUCCEED

The most important point was
investment for growth, we had
access to capital and were able
to make decisions fast

Simon Kent speaks to Albert Ellis, CEO of Harvey Nash, a company
which went private to adapt to their market.
The past year has been a remarkable one for Harvey Nash.
Acquired by DBAY Advisers a little over 12 months ago, the
company underwent this change strategically to gain an
opportunity to make several swift and critical changes to
company structure and, perhaps more importantly, to adjust
and crystallise its positing within the marketplace. As an already
successful business, the intention was to capitalise on its
reputation and distill the brand identity of the company in order
to sharpen delivery and satisfaction among clients.
“Although we were a successful public company for over ten
years we believed we would benefit from a period of private
ownership,” explains Albert Ellis, CEO of Harvey Nash. “There
were a number of tweaks we wanted to make to the overall
structure and design of the company. We wanted to ensure
we were fit for purpose, to disentangle the cross-over we had
in some of the service lines and create a simpler go-to market
strategy.” These changes and the underlying investment
required, while not impossible under public ownership, would
be quicker to achieve with fewer stakeholders. Moreover, the
company’s new owners were keen to make the necessary
investments and engage in the ‘deep dive’ analysis the business
required to identify the way ahead.
“The most important point was investment for growth,” says
Ellis, “we had access to capital and were able to make decisions
fast rather than waiting for the monthly board meeting.”
While the company’s clients already loved the service they
were receiving, there had always been some confusion over
Harvey Nash’s brand, particularly whether the company was a
technology brand or an employment brand – it was effectively
being both for different customers. The portfolio of services on
offer was good for the flexible solutions it offered but could also
lead to confusion within the business itself – compromising
the focus on where profits should be developed and company
priorities.
Having created what has been dubbed ‘Harvey Nash 4.0’ the
business now channels executive/leadership appointments
through their Almuni brand, with technology recruitment coming
under Harvey Nash. Meanwhile IT solutions are now delivered
through the NashTech brand.
“The organisational and design perspective is complete,”

comments Ellis, “we’ve corrected the accounting structures
and the right revenues now match the appropriate service line.”
This means there is more clarity for customers and for the
business. It is easier to approach and use Harvey Nash, easier
to understand what it does and easier internally to manage and
develop the services on offer.
“In terms of change one can never say change is finished
forever,” admits Ellis. “We are in constant change, but all
the initial major changes identified by the new owners
are complete.”
Perhaps unsurprisingly the benefits of these moves have already
been seen. Albert Ellis reports record profits and revenues for
the first six months since the reorganisation.

Sector challenges
The refocus comes at an important time as the recruiter works
to meet the needs of an increasingly demanding and complex
sector. Ellis describes the marketplace as crowded and
fragmented so the newly designed service lines offer a sensible
way to approach to meet the corresponding challenges.
“There are skill shortages and these are exacerbated by the
sheer pace of technological change,” says Ellis. “It’s happening
so quickly that it is difficult for training, development and
candidate experience to keep up.” Ellis also notes clients
are resistant to paying a premium for head hunting top tech
talent and instead are trying to attract the talent they need
through delivering impressive, more holistic, employee value
propositions: Google, Facebook and Amazon are perhaps the
most high-profile brands disrupting the sector simply because
they are so good at securing and keeping the talent they have.
Candidate confidence, the belief among talented workers that
there are great – and even greater – jobs out there, is also
extending the gap between a vacancy occurring and being
filled. "Candidates are always looking for new opportunities
and projects,” says Ellis, “but they are also more cautious. This
means it is becoming more difficult to attract them from new
roles and if employers are investing in their employees and
giving them new skills and challenges then it is likely they will
keep those people.”

Supply side
With the war for talent then in full flow, there is insufficient supply
of talent coming in from the education system. STEM subjects are
growing in Asia but across the UK in particular the lack of supply
seems set to remain for some time.
The supply of skilled workers is also being frustrated by a slowing
down of the global movement of talent within the sector. From the
US to Australia Ellis sees more barriers and less encouragement
for workers to move in and out of different geographies to meet
demand, a move which naturally drives up the cost of homegrown talent. Unsurprisingly Ellis is also frustrated by the
continuing uncertainty of the movement of talent around Brexit.
This too has caused frustration in the identification and delivery
of candidates. Ellis forecasts companies investing in specific
training schemes to bring in the talent they need and make them
ready for their organisation rather than spending time negotiating
work Visas and transferring them over to existing countries
and locations.
Ellis also sees an influx into the profession of talented people

who do not have a traditional ‘hard-core’ technology background.
Instead, this talent is arriving with good commercial sense and a
clear understanding of what digital means for companies. They
may not know the full details of either project management or
technology, but they do have enough understanding to know how
it should work and how it should be implemented. With these type
of leaders coming into businesses seeking digitalisation, any
programming engineering will either be outsourced to the cloud
or developed offshore. “Ultimately the way forward will by more
about innovation, creativity, marketing and the business case,”
says Ellis.
That said, Albert is still encouraged by the amount of technology
activity within the UK. He identifies London and the South East
as the country’s Silicon Valley explaining that recruiters such as
Harvey Nash have played their part in enabling large companies
to achieve a strong base in the region. Certainly the scale of
work among some of the tech companies in the UK still outpaces
anything the continent can offer. As such, Harvey Nash is now not
only ready to key into an exciting and ever expanding market, it
can do so in a more effective and client orientated way. n
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STRENGTH
IN NUMBERS
Emma Reeves of The Recruitment Network reviews the
organisation’s recent Huddle.
The Recruitment Network’s 2019 Autumn Huddle was focused
on being Positively Courageous in an uncertain market. Political
uncertainty, economic uncertainty, legislative uncertainty all mean
we are faced with VUCA – volatility, uncertainty, complexity and
ambiguity – and every week seems to bring new twists to that
uncertainty, partly as a result of the less than predictable political
leadership. An election, possible breakaway from the EU, a potential
economic downturn all require a steady hand on the tiller if we are
to navigate our way through the waters ahead. The Huddle focused
on the choice of mindset we face as business leaders in such
circumstances – fear and nervousness of the stormy waters of
uncertainty or positive and proactive courage exploiting business
opportunities.
We know from research carried out by Cain and Co that in
recessions 10 per cent of businesses in any sector thrive. We also
know from previous economic downturns that many recruitment
businesses emerge stronger (while others fall by the wayside). So
let’s have some self-confidence about what can be achieved.
So how can we embrace the concept of being Positively Courageous
in a slow market? Tom Hadley from the REC joined us at the Huddle
and shared the latest data reporting the sixth successive reduction
in permanent staff appointments with marginal and regional gains in
temp billings. (REC – Reports on Jobs – September 2019). There’s
no denying the reality of where we’re at, so how do we make sure
we emerge stronger, fitter, leaner?
One approach might be to be better than the rest and we
were delighted that TRN Members won every single one of
the relevant Best Recruitment Business awards at APSCo’s
October Awards ceremonies. Another approach might be to start
thinking differently and accessing ideas and thinking from fellow
recruitment business leaders.
Equally we might decide to accelerate the pace of progress. Sophie
Devonshire, self-confessed acceleration addict, provided some
thought leadership from her analysis of 100’s of business leaders
she had worked with while researching her book Superfast. Sophie
shared how to unlock growth through focusing on her 3 E’s
– Empathy, Energy and Editing.

We must practice empathy in order to really understand our
clients' and candidates' needs, to strengthen relationships we
have to put ourselves in their world and feel what they feel when
we are making business decisions. Research we’ve done at The
Recruitment Network shows that this – consistently excellent client
and candidate experiences – is the exception rather the norm and
therefore a strategic opportunity. We must manage our energy and
focus effectively to ensure that our personal and team performance
is world class. Finally we must also edit out the least important
tasks and projects, implementing ruthless prioritisation and putting
our focus on the most important tasks that will create the biggest
impact. Think slow and act fast:
• What can we do less of?
• How can we do what we do faster?
• Who can we use to speed things up?
Learn from the hummingbird. The reason why hummingbird
behaviour is such a great metaphor for business leaders operating
in a super-fast world and a climate of uncertainty is that the it is the
most agile bird there is, and can fly backwards, sideways, upside
down. They have a great brain, exceptional eyesight and listening
ability which allows them to pivot and respond quickly when
needed. The hummingbird is unbelievably good at timing things just
right, but most importantly the hummingbird knows when to just
hover for a second and pause to build their energy back up to make
things happen. We all need to consider pausing occasionally to
build up our energy and plan for success. Think slow and act fast.
Tom Hadley confirmed the need for recruiters to develop as experts
in talent acquisition, using data to educate clients such as using
local jobs market data to educate clients and to validate expertise.
How much do your clients truly understand the impact of getting
recruitment wrong and data about job specific shortages? Data can
be used to change mindset, it’s not just about the cost of the hiring
process itself but also the impact it has on the team if a new hire
doesn’t work out.
REC research shows that 55 per cent of business leaders are not
quite sure they are doing the right thing – hence why The Recruitment
Network is proving such an engaging experience for members.

Peer to peer networks are vital in these constantly changing
times and at the Huddle TRN Members and industry experts took
part in an exercise to ‘manage the moment’ and collaboratively
identify local and global challenges, risks and opportunities.
Embracing the Positively Courageous theme, many of the
challenges and risks that were identified were very quickly
flipped into opportunities. An example being the repositioning
of recruiters as Talent Solution Partners, rather than focusing
purely on Talent Acquisition, having an even greater impact on
talent solutions that could positively impact clients’ business
performance. A number of TRN members are making innovative
moves to make themselves even more indispensable. The
Recruitment Network has always sought to encourage our
members to think outside the box, beyond their businesses and
beyond the recruitment ‘norm’. The collective thinking of leaders
in the room is always hugely powerful when asking questions
like ‘is your business model fit for purpose in 2020?’
Jeff Grout joined the Huddle to make sense of how to navigate
the changing economy, climate, political landscape, customer
demands and technology. Building on the principle of customer
empathy Jeff said the common greeting in the Zulu tribe is
Sawubona – which literally means I see you, you are important to
me and I value you. When consultants think about their clients as
fee generators the focus is what they can get extract from them
hence why we are seeing the shift from account management to
talent acquisition partnership (language matters!).

“What leaders really do is prepare organisations
for change” – John Kotter.
Change is a constant – Jeff challenged the membership to
unpack their mindset and the mindset of their teams, and
challenge themselves to adopt a growth mindset rather than a
fixed one. The collective growth mindset required to navigate
and embrace change is a prerequisite for successful change.
This process can be made a lot easier and quicker if the leader

prepares people for change in the right way and avoids classic
leadership shortcomings such as poor communication, pace,
not dealing with resistance, lack of momentum, doing too much
at once, underestimating the emotional impact of change and a
fear of failure. If a golfer changes their golf swing in order to get
better, in the short term their performance will seem worse, but if
they see it through and keep moving forward they will experience
the better results they were striving for. Are you prepared to
destabilise what you have, to achieve what you desire? If we
don’t push ourselves and the team out of our comfort zone, we
stagnate. Equally if we don’t reflect learning, we’ll just do more
of the same.
Being Positively Courageous is a mindset and the day, which
was hosted on World Mental Health Day, ended with a session
from Penny Mallory who had battled mental health issues in
her teens before building a career culminating in her becoming
world rally champion. Penny not only shared her extraordinary
personal journey, she challenged our understanding of ‘mental
resilience’ and how self-management of mental toughness can
help business leaders equip themselves for the highs and lows of
the world of work.
Recent CIPD studies suggest that while more and more business
leaders have wellbeing on the strategic agenda (up six per cent
to 61 per cent – CIPD). Money worries are a growing issue and
a significant source of employee stress. Inevitably research like
this provides business leaders with the opportunity to do the
right thing by their employees. Equally it provides an opportunity
to develop an employee wellbeing programme which responds to
today’s challenges and helps us stand out as employers.
Involvement in memberships such as TRN can help recruitment
businesses outperform the market however it is those business
leaders who choose to change who reap the rewards and be
positively courageous.
To find out more about The Recruitment Network please drop us a
line at support@therecruitmentnetwork.com n
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GOING PUBLIC
Margarita Fedoseyeva, business director for the public sector at
Macildowie discusses the challenges of the sector.
With regular reports of redundancies and restructuring, pay and
pension freezes, professionals would be forgiven for thinking
that the public sector offers little to desperate job-seekers.
However, the reality is quite different. Austerity budgets have
led to various cuts, pay and recruitment freezes and you’d be
forgiven for believing that there was little confidence in the
public sector jobs market. Yet despite the budget cuts, it’s not
all doom and gloom as the sector has seen a huge surge in
opportunities.
To keep up with demand, we set up a brand new division at
Macildowie, and in 17 years working in this sector, I would argue
this is the busiest the market has been. The question is though,
with so few candidates on the market and so many requirements
to fill, what is the best way to recruit?

Understand the cross-sector movement
As public services and not-for-profit organisations strive to
become more commercial, they are under increasing pressure to
forecast income from commercial ventures and work efficiently
to reduce spend in relation to existing service delivery. Finding
employees with the right skills in a candidate driven market,
however, is an ongoing challenge. Overcoming the obstacles
though, recruiters and hiring managers are beginning to look
beyond previous employment and are prepared to take on
professionals with transferable skills from other sectors – this
is what’s known as the ‘cross-sector’ movement.

Skills like project management, commerciality and
communication are incredibly important to any profession and
so recruiters should be focusing their time on candidates who
already possess the ‘right’ tools, but have the potential to gain
knowledge in a brand new sector.
It’s also worth noting that the cross-sector movement has begun
to fuel the job market and it is up to recruiters to understand the
value of a candidate’s skill, sometimes placing them in roles far
removed from their background. If your candidate is making the
move from private to public sector, it’s also useful to highlight
the benefits of this career path, from staff training programmes
and job security to pension schemes and flexible working hours.

Get the most out of your social media
As a society that revolves around social media, spending
30+ hours monitoring our personal channels, it’s crucial that
recruiters take advantage of this online and active market.
LinkedIn is often the first port-of-call for many job seekers, so
build connections with them and offer them a helping hand in
finding the perfect role.
Many users turn to LinkedIn as a tool for finding a job, as it feels
like a less daunting way of applying for a role compared to job
platform sites. Recruiters though, can help make the process
simpler still by handling the logistics from arranging interviews
to negotiating salaries.

Think carefully about when you go online too, with many
users finding time after work or in between hobbies to log on
and search for opportunities. From experience, I spend every
evening on LinkedIn between 7pm to 10pm to grow my network
of candidates and let them know about the opportunities and
incentives available in the public sector.
LinkedIn also breaks down barriers with its informal approach;
so you might find you build up a stronger relationship with the
candidate throughout the process. The connection you forge will
often mean that the candidate remains loyal to you as they climb
up the career ladder.

Do your homework
It goes without saying, ‘fail to prepare, prepare to fail’ – that
much is true in recruitment. As recruiters, you are expected to
be experts in each industry and it’s vital that you are aware of
what is going on in the market. Find out what sectors are falling
behind and which are booming – at present, there is a boom in
education procurement, thanks to the rise of academies and the
fact that universities are becoming more commercially driven.
As well as optimising LinkedIn, other social media platforms
like Twitter and Instagram can also provide a window into a
company’s culture and atmosphere. It’s your role to make sure
you thoroughly examine this before setting a candidate up for an
interview. It’s vital the ethos and setting is right in order for the
candidate, and indeed the business, to flourish.

Build a reputation
Reputation is everything in this industry and it’s important people
remember your name. Over the last 17 years, I have dealt with a
number of clients and candidates and have been able to assist a
number of them over their entire career. Working with candidates
so closely also enables you to get to know their transferable skills
and character inside-out, which will in turn make placing them in
a role less challenging.
The aim of a recruiter is of course to place candidates, but high
on the list is to build connections with various organisations.
Fundamental to our operations is that we belong to recognised
frameworks including OPUS and CCS NMNC (Crown Commercial
Services Non Medical Non Clinical) which enables access to
NHS as well as a vast amount of other public sector and NFP
organisations nationally.
Feeding directly into their organisations puts us on the frontline
and, if successful, helps us to build a relationship with some of
the most well-known organisations in the country. A large portion
of our work comes from client and candidate recommendations so
making sure you are approachable and knowledgeable is key.
Ultimately, success comes down to the strength of your
relationships with clients and candidates. At Macildowie, we pride
ourselves on taking a personal approach and becoming trusted
business advisors, rather than simply recruiters. Your personal
brand will take you a long way – but just as important is having
a strong brand behind you, with expertise in the public sector. n

The cross-sector movement has
begun to fuel the job market and it
is up to recruiters to understand the
value of a candidate’s skill
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UNCERTAIN
BUT ACTIVE
Simplicity discusses the Margin Index: Q3 2019 versus
Q2 2019.
Ongoing Brexit uncertainty is having a major impact on the hiring
plans of employers and the willingness of people to change jobs.
As Neil Carberry, REC chief executive, said: “Businesses are
positive about their own prospects, but ongoing Brexit uncertainty
has led many firms to delay projects and hiring decisions.”
Despite this, it’s still a candidate’s market in certain sectors where
skill shortages exist. However, many employers are looking at
temporary staffing solutions until more clarity about Brexit
is given.
The sales sector saw an increase in margins by 5.77 per cent to
36.68 per cent in Q3. September was reported to be a strong month
for hiring. Sales professionals with knowledge of new technologies
were in demand. Those who could self-generate sales were of
particular appeal to new companies looking to increase market
share, in areas such as fintech.
Margins remained steady within the construction sector at
17.10 per cent in Q3. However, ongoing economic uncertainty
is prolonging a downturn in building activity across all areas.
Companies are also under pressure from rising input costs and
competition. As a result, budgets are constrained with staffing
levels held at a minimum.
Margins increased in the financial sector by 2.04 per cent to 29.19
per cent in Q3. Apart from Brexit, wider structural changes to
the banking sector are taking place which have resulted in cost

cutting amongst many of the big banks. However, recruitment is
still ongoing within the risk and compliance areas as regulatory
requirements increase.
Meanwhile margins in the healthcare sector have increased to
29.01 per cent. Demand for temporary staff in nursing, medical and
care remained high in Q3. Student nursing numbers in England
are currently falling short of current and future needs. Hence,
there are calls for a reform of student funding to better support
potential nurses.
The IT sector remained top of the demand list for permanent
staff at the end of Q3 with no major change in margins at 19.04
per cent. Competition remains high for tech talent across many
sectors, with the UK seen as attractive to overseas jobseekers.
Brexit uncertainty, trade tensions and a slowing global economy
have created a perfect storm for the manufacturing sector. Margins
decreased by 3.25 per cent to 18.01 per cent in Q3. A decline in
export and domestic orders has resulted in reduced cash flows
and constrained budgets. Staffing levels have either been frozen
or reduced.
Margins in the oil and gas sector decreased by 0.74 per cent to
24.60 per cent. However, ongoing upstream deal activity in the
North Sea, combined with investment in new technologies and
efficiency drives, means the mood is one of optimism for the
remainder of 2019. n
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