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January 6 is red letter day for the recruitment industry, the day
entries open for The Global Recruiter UK Awards 2020.
This is your chance to shine, to go head to head with your
contemporaries on a level playing field, responding to clear
criteria and be judged by a panel of industry professionals
who understand what it’s like to build a business, and to rise
above the competition.
Offering unique market exposure, the awards have enabled
winners and shortlisted entries to attract new clients, new
employees and market leading candidates.
Categories are open for entries via The Global Recruiter
website on 6 January 2020 and the finalists are invited to join
us at the awards ceremony taking place on 2 July,
at Café de Paris, London.
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The New Year will pack a punch for the recruitment industry. Challenges abound
– not least through the forthcoming IR35 changes featured in our special
supplement this month. By the time this magazine reaches you we may have a new
government in power – will that make a difference to IR35, to Brexit or even to the
wider employment market?
Technology is also set to revolutionise practically every workplace, every worker and
therefore every recruiter. Whatever your view on technology in the industry, 2020
will see more dedicated solutions, more promises of efficiency and more choice
for recruiters to decide what piece of kit might just make the big difference for their
business. Check out our cover story to decide what your approach will be to meeting
the demands of industry 4.0.
Finally the New year will also see the opening of entries for The Global Recruiter
Industry Awards. The reputation and importance of these award is unquestionable
and the recognition from being shortlisted to winning a category can super-charge
a recruiter’s work among their contemporaries and within their sector. Be ready to
download your entry form and show us what you’re made of in the New Year.

CONTENTS
07 NEWS
12 VIEW FROM WEC: SOCIAL
VALUE

Enter for free: 6 January 2020

14 FINANCE: INTERNATIONAL
FX
16 DIVERSITY: WOMEN IN
NETWORKS

Deadline for entries: 31 March 2020
Awards Ceremony: 2 July 2020, Café de Paris, London

18 COVER FEATURE: DIGITAL
THINKING
22 ANALYSIS: CONSTRUCTION’S
GENDER GAP

28 UP CLOSE: WHITE
RECRUITMENT
30 CULTURE: PREPARING FOR
THE FUTURE
32 INNOVATION: APSCO’S LEVY
FUND
33 SECTOR WATCH: THE
TREASURY RECRUITMENT
COMPANY

24 VIEWPOINT: HEATH AND THE
NHS – RECRUITMENT LIVE

www.theglobalrecruiter.com/events

Events: @GlblRecruiter News: @globaleditor #GRAwards

26 FRONTLINE: RECRUITMENT
AND RESILIENCE

22

Subscribe online: www.theglobalrecruiter.com
Publisher: Gary King E gary@theglobalrecruiter.com
Editorial: Simon Kent T +44 (0)1923 723990 E editorial@theglobalrecruiter.com E simon@theglobalrecruiter.com
Advertising: Trevor Dorrell T +44 (0)1923 723990 E sales@theglobalrecruiter.com E trevor@theglobalrecruiter.com
Marketing & Communications: Leigh Abbott T +44 (0)1923 723990 E leigh@theglobalrecruiter.com
Design & Production: Julie Harris T +44 (0)1923 723990 E julie@theglobalrecruiter.com
Twitter News @globaleditor Events @GlblRecruiter
The Global Recruiter is published 12 times a year by Westrade Group Ltd I 112-114 High Street I Rickmansworth I WD3 1AQ I UK

Associate sponsors

Category sponsors

THE RECRUITMENT
NETWORK
TM

For faster smarter growth

6 CATS
INTERNATIONAL

Contributions: Contributions are invited, but when not accepted will only be returned if accompanied by a stamped
addressed envelope. Articles should be emailed or delivered on floppy disk. No responsibility can be taken for drawings,
photographs or written contributions during delivery, transmission or when with the magazine. In the absence of an
agreement, the copyright of all contributions, regardless of format, belongs to the publisher. The publishers accept no
responsibility in respect of advertisements appearing in the magazine and the opinions expressed in editorial material
or otherwise do not necessarily represent the views of the publishers. The publishers accept no responsibility for actions
taken on the basis of any information contained within this magazine. The publishers cannot accept liability for any loss
arising from the late appearance or non-publication of any advertisement for any reason whatsoever.
ISSN 2049-3401

www.theglobalrecruiter.com

SUMMIT 2020

Digitalisation & Talent
Recruitment 4.0 is a revolution in the way recruitment is carried out. It
reflects the adoption of technology in order to better source, manage
and place candidates with clients. Recruitment 4.0 is the recruitment
sector’s response to the wider fourth industrial revolution, now taking
place globally and must therefore deliver the talent organisations need
as the workplace evolves.

ETC. VENUES
8 FENCHURCH PLACE

LONDON

4 March 2020

Work is changing. The workplace is changing. The recruitment industry is being challenged
to address new needs, to work with the new employee models and company models. At
the same time, recruitment companies need to adopt new technology to stay efficient,
effective and relevant.
With input from future thinkers, workplace and recruitment sector experts, practitioners
and end users, this is a chance to understand what lies ahead and to identify the processes,
systems and solutions which will power you and your business to greater success in the
years to come.

The Summit is *free of
charge to attend. Limited
space is available so early
registration is advised.

Event Partners:

The future may be hard to predict, but this is your chance make it work for you.

Programme highlights
Keynote presentation: Future Perfect?

Technology Panel:

The future of the workplace: employers, employees
and recruitment: new models and new ways to
do business.

Representatives from technology businesses
explore the opportunities and possibilities of new
technology in the recruitment function.

Keynote presentation: The Robots are
coming – but not taking over

Agency Panel:

Based on new research, this session will reveal what
can – or should – be automated and what new roles
are likely to evolve as a result of the seemingly
endless march of AI.

*If you are a supplier to the industry or R2R, there is a
£1500 fee to attend

Voices from the frontline of the industry draw from
their experience as the future of recruitment kicks in.

HR Panel:
End users of recruitment services discuss how their
demands are changing and adapting to the new
world of work and digitalisation.

The organisers reserve the right to amend the programme or exchange speakers if it should be necessary.

Register now:

Conference Partner:

Supported by:

THE RECRUITMENT
NETWORK

www.summit.theglobalrecruiter.com or
email summit@theglobalrecruiter.com

TM

For Exhibition and Sponsorship enquiries,
please contact:
Trevor Dorrell: trevor@theglobalrecruiter.com
Tel: +44 (0)1923 723990

#GRUKSummit
Events: @GlblRecruiter News: @globaleditor
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THE GLOBAL
RECRUITER UK
SUMMIT 2020
The Global Recruiter is pulling
together leading edge thinkers
and practitioners from the world
of work for our flagship summit in
March 2020. Held at etc.venues,
Fenchurch Street, 8 Fenchurch
Place in London on March 4th,
this event will be a must attend
for recruitment leaders and
business managers who want to
stay ahead of the curve and at the
front line of delivering a valuable
recruitment service to candidates
and clients alike.
The world of work is changing
rapidly but that change is now
effectively supercharged by

technology. Technology not just in
the recruitment sector but in every
part of life. From big data systems,
AI and machine learning solutions
to the countless ways social
media, apps and smartphones are
connecting individuals, the ground
rules of doing business and
delivering a service are changing.
Never before have the
opportunities for success in
delivering greater efficiency and
value been so great, and never
before have the risks been higher.
How can recruiters judge what
processes, approaches and
technology will be effective in
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Digitalisation & Talent

the future? How can they avoid
making investments which don’t
deliver on their promises? How
can they keep up with their clients
and candidates, providing a
relevant and must have service.
Recruitment 4.0: Digitalisation &
Talent recognises the step change
recruitment companies must now
take and are already taking. We’re
assembling future thinking keynote
speakers, working in partnership
to secure new and ground
breaking research into what
could happen and what already
is happening. We’re identifying
the leaders in technology and the

agencies whose insights into the
development of the recruitment
industry will bring you the facts,
figures and stories you need
to make the best informed
choices for your business and
recruitment practice.
Join us on March 4th for an
unparalleled insight into the world
of work and where you fit into
the future.
For more information and to
register to attend please go to:
www.summit.theglobalrecruiter.com

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

NURSING
CHALLENGE
Indeed have found the number
of people searching for UK
nursing jobs has fallen by nearly
a fifth over the last two years.
While election manifestos from
Britain’s major political parties all
make promises to boost the NHS
workforce, Indeed’s analysis
shows jobseeker searches
for nurse jobs fell by 17.4 per
cent between October 2017
and October 2019, suggesting
recruiting on a large scale could
be challenging.
The most recent figures from the
NHS shows there were 287,457
nurses and health visitors in
full-time employment in England
in August, a 3.9 per cent
increase from 276,763 from
five years earlier, and a 3.2 per
cent rise over the last decade.
However, there were also 39,520
nursing vacancies in England
in the first quarter of this year,

with around 11 per cent of roles
vacant. A proportion are filled by
agency or contract workers.
Indeed’s data shows interest in
nursing jobs among jobseekers
has waned in the past two
years, and its analysis of some
of the UK’s biggest cities shows
decreased searches for nurse
roles across the board.
The starting salary for Band 5
newly-qualified nurses is around
£24,214, up from £21,176
in 2010/11. However, taking
inflation into account, nurses are
earning around £2,458 less than
they might have done had their
salaries gone up at the same
rate, equating to a nine per cent
reduction in pay in real terms.
The Conservative Party’s
manifesto includes a promise
for 50,000 more nurses in the
NHS, although subsequent
reports following its publication
suggested that figure includes
18,000 existing nurses who will
be encouraged to remain in the
NHS, or rejoin. Labour did not
make a promise for a specific

number of new nurse roles, but
pledged to “end the crisis in
our health and care service”,
making commitments to the NHS
workforce including training
bursaries for nurses, and pay
rises in real terms every year.
Meanwhile the Liberal
Democrats have promised to
review the NHS’ future needs
and create a workforce strategy
with an emphasis on retaining
staff and training more people.
“Nurses are the bedrock of the
NHS, providing vital support in
hospitals and GP surgeries, but
with an 11 per cent vacancy
rate, even a small fall in
jobseeker interest makes an

enormous difference to staffing
levels,” states Bill Richards, UK
managing director at Indeed.
“With both private and public
sector employers competing
hard for every recruit, the NHS
could tap multiple talent pools
at once, persuading tens of
thousands more people to train
to be nurses, or luring former
nurses back into the profession.
Nursing is a challenging job
with long and antisocial hours
but at the same time nurses
enjoy a unique sense of
social responsibility, trust and
respect, as well as a profession
which provides variety and
opportunity.” >
www.theglobalrecruiter.com
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THE HYBRID
WORKPLACE
The IDC whitepaper, Content
Intelligence for the Future of
Work, sponsored by ABBYY,
indicates that the contribution
of software robots, or digital
workers, to the global
workforce will increase by over
50 per cent in the next two
years. These results, from a
survey of 500 senior decision
makers in large enterprises,
illustrate a fundamental shift to
a future of work dependent on
human-machine collaboration.
“A growing number of
employees will find themselves
working side-by-side with a
digital coworker in the future
as technology automates many

NEWS

work activities,” commented
Holly Muscolino, research
vice president of content and
process strategies and the
future of work at IDC. “Think
human and machine. The
human-machine collaboration
is not just the future of work,
but it is the new normal for
today’s high-performing
enterprises.”
It is not just mundane,
repetitive jobs like data input
that new digital colleagues
will help human workers
complete in the years ahead.
The growth of machine learning
(ML) through human-centric
artificial intelligence (AI) means
robot assistants will also
help employees make better
decisions. In most cases, these
technologies enhance

We believe that company culture
matching is of the utmost importance
when navigating the hiring process

rather than replace human
capabilities. For example, the
survey found that technology
evaluating information will
grow by 28 per cent in two
years, and 18 per cent of
activities related to reasoning
and decision making will be
performed by machines.
Over 40 per cent of survey
respondents have experienced
a notable increase in
customer satisfaction and
employee productivity by
deploying content intelligence
technologies into their
digital transformation
strategy. Additionally, more
than a third of respondents
saw an improvement in
responsiveness to customers,
new product or revenue
opportunities, increased

visibility and/or accountability,
or increased customer
engagement.
“The IDC survey proves that
automation can and should
be human-centric, augmented
with artificial intelligence,”
said Neil Murphy, VP global
business development at
ABBYY. “Ethical, responsible
automation will create a more
productive, happier future
where human workers can
focus on higher-level, creative
and socially responsible
tasks, and customers get
better experiences with faster
service. Businesses that are
early-adopters of incorporating
content intelligence within their
automation platforms will gain
a significant competitive edge.”

BREXIT
DEMAND

WORKING
PLATFORM

process by offering specific
types of accounts depending
on what the member is looking
for. This includes: the Graduate,
the Explorer, the Start Up, the
Freelancer, the Fresh Start,
the High Flyer, the Established
Worker and the Cloud Worker.
“We want to ensure our
members are happy at work
which we believe stems from
them being matched with
the right opportunity,” says
John Cofie, CEO & founder
of Chesamel Group Ltd. “We
believe that company culture
matching is of the utmost
importance when navigating the
hiring process, yet it is often
overlooked.
“With 80 per cent of recruiters
saying that employer branding
has a significant impact on
hiring talent, we endeavor
to put this at the forefront of
our process,” adds Cofie.
“DiscoverWork combines what
is important to candidates and
employers to produce an optimal
experience.”

INDIA’S HIRING SURGE

Growth management
consultancy Chesamel have
designed and launched a new
platform. DiscoverWorkTM is for
job seekers and businesses
to connect, and as nearly 80
per cent of millennials look
for people and culture fit with
employers, the intention of this
approach is to enable employers
to build out their brand on a
more personal level. The new
platform enables companies
to create engaging employer
brand messages and videos,
as a point of differentiation with
other employers. The aim is to
give equal importance to both
employers and job seekers, to
enhance the talent experience
and therefore attract the perfect
candidates to the ideal company
and vice versa.
The platform will also
personalise the job discovery

WR Logistics, one of the country’s
foremost transport & logistics
recruiters, has warned businesses
and authorities to ensure skills
shortages are addressed as
uncertainty around a no deal
Brexit continues. The warning
comes as the business has
recorded a staggering 183 per
cent rise in demand for customs
professionals.
The upsurge, noted when
comparing company data from
August – October 2019 with
the first quarter of the year,
was especially visible amongst
those with experience of the
customs clearance process,
documentation knowledge, and

A report from HireRight says
majority, 84 per cent, of Indian
organisations are expecting
a hiring surge in the coming
12 months. HireRight’s 2019
India Employment Screening
Benchmark Report, found
that fewer companies in India
anticipate any form of decline

tariffs and rate negotiation skills.
With a potential no deal Brexit
meaning that workforces may
face unprecedented challenges,
the TUC has stated that there will
be a need for ‘up to 5,000 extra
people’ to cope with Brexit-related
strain. However, this has not been
reflected in government plans,
with Treasury Secretary, Rishi
Sunak, suggesting only 900 more

in their workforce this year
compared to the last report (11
per cent in 2019 versus 13 per
cent in 2018).
That said, the report found 33
per cent of respondents cite
finding, developing and retaining
talent as one of their top three
business challenges of 2019

9

staff would be put in place.
“Employers we work with are
desperate for professionals with
awareness of customs tariffs
and systems, with many looking
to alleviate potential Brexit risk,
and others using the climate
of uncertainty to grow their
businesses,” said said Lewis
Richards, managing director
of WR Logistics. “Ultimately,

these workers play a crucial
role in supporting the country’s
infrastructure, so it’s essential
that skills shortages are quickly
recognised and addressed. By
acting now, businesses can
continue to shape the future
of the country’s network and
infrastructure, regardless of what
happens after we leave the EU.”

demonstrating how this area is
still problematic for businesses.
“With India aspiring to
become a USD 5 trillion
economy by 2025, we can
expect heavy investments in
infrastructure, digitalisation
and entrepreneurship,” said
Marcellus Solomon, general

manager, India at HireRight, “but
to power these ambitions, India
needs good talent. We need to
ensure India is able to attract,
retain and nurture the best
talent; all while standing on the
global stage.”

www.theglobalrecruiter.com
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SKILLS NEED
Independent research by
specialised recruiter Robert Half
suggests that a degree may no
longer be enough in the eyes of
an employer as organisations
prioritise technical and soft
skills to further their business
transformation goals.
An independent survey of 620
hiring managers in Australia
shows that 78 per cent forecast
it will be more challenging to
find qualified professionals in
the coming five years, despite
68 per cent of the population
holding a qualification. What’s
more, the qualities required
to lead companies to success
are evolving in line with this
digitised shift. The top three
skills managers will look for in
candidates to successfully lead

MOVES
Emerging technology talent
specialist mthree has made a
string of senior hires as part of its
continued growth. The company
works with leading global
investment banks and fintechs,
and now employs more than 600
staff across four continents.
Rebecca Roycroft has joined the
team as client services director
– a newly-created position.
Rebecca brings almost two
decades worth of recruitment
and management expertise to
the team, having held influential
senior positions at the Adecco
Group and Harvey Nash. Jenifer
Habib and Barbara Goodwin have

a company into the digital
future are technical know
-how (57 per cent), delegating
decision making processes
(53 per cent) and communication
skills (52 per cent).
“Higher academic qualifications
are no longer the primary
pathway for those entering
the workforce to achieve their
career goals,” says Andrew
Morris, director of Robert
Half. “Given the rate at which
technology evolves, the skills
and knowledge required to fulfil
a role successfully are changing
at a greater rate than traditional
university courses can adapt to
so holding formal qualifications
is becoming a less relevant
indicator of a candidate’s
suitability for a job.”
A strong academic record
remains a valuable asset
when looking for a job as it

demonstrates intellectual
capability, a learning mindset
and a drive for success. As the
Australian Bureau of Statistics
Education and Work report
indicates, more than 77 per
cent of the population who are
employed hold a non-school
qualification, with 33 per cent
holding a bachelor’s degree or
above, indicating that nonschool qualifications contribute
to employability in Australia.
Robert Half’s research
also found that technical
know-how is considered the
most important skill necessary
to drive an organisation into
the digital future, according
to 57 per cent of Australian
managers.
In a period of automation,
employees are central to driving
human-machine collaboration
by overlaying automated

processes and big data with
human insight. This extends
from extracting critical and
analytical value from data,
creating cross-functional
collaboration between
teams and processes, and
communicating value back
to stakeholders.
In line with this, research
suggests that strategic thinking
will not only be the most
in-demand soft skill over the
next three years, according
to 39 per cent of Australian
managers, but also the most
challenging to find, as indicated
by 34 per cent of leaders. This
followed by leadership skills,
with 35 per cent of business
leaders considering it an
in-demand skillset and 33 per
cent acknowledging it will be
hard to find.

both joined the business as client
services leads, having previously
worked at businesses such as
Hays, LMA and Mansion House
Consulting.
Resource Solutions has brought
in Jon Bennett as managing
director in their global leadership
team. In his new role Jon will be
responsible for driving operational
excellence and business growth
across Resource Solutions’
largest international clients.
Commenting on this appointment,
Nick Dunnett, Resource Solutions’
COO said: “Jon’s wealth of
experience, in both specialist
and general recruitment, will add
invaluable depth to Resource
Solutions’ expertise across our
global markets. I am delighted

to welcome Jon to our Resource
Solutions team, and we are
excited about the future of our
business driving continuous
improvement and superior
programme delivery for our clients
across the globe.”
The Adecco Group has
appointed Ralf Weissbeck as
group chief information officer
(CIO), effective 1 January, 2020.
Weissbeck joined the Adecco
Group in February 2019 as chief
technology officer, responsible
for the Company’s corporate
IT infrastructure, enterprise
architecture and global solution
delivery management. Mr.
Weissbeck will report to Adecco
Group CEO, Alain Dehaze.
Commenting on the appointment,

Mr. Dehaze said, “Ralf is a
seasoned CIO with a strong
track record of delivering IT
transformations inside of global
companies. As we continue
to strengthen our technology
infrastructure and deliver
enhanced digital tools, Ralf’s
experience will be a true asset
to the Group. Ralf’s focus will
be the continued advancement
of our global IT transformation
as a key pillar of our
GrowTogether program, and
an important enabler of future
profitable growth.”
Ralf Weissbeck succeeds
existing chief information officer
Rob James. n
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GLOBAL
IMPACT

Denis Pennel, managing director, World Employment Confederation
on the power of private employment services in the labour market.
In the context of structural changes brought about by an ageing
population, the increasingly automated workplace and more frequent
job creation and destruction, a new report from the World Employment
Confederation explores the social impact of private employment
services. Labour Market Activation, Transitions and Inclusiveness:
The contribution of the private employment services industry, provides
insights into the sector’s contributions in facilitating labour markets and
provides examples of initiatives from different countries and regions.
A key finding is that private employment services raise labour market
participation. Acting as intermediaries, specialised in matching supply
with demand, the global industry found jobs for 54 million people
worldwide in 2017, contributing to the UN Sustainable Development
Goal 8 of ‘promoting sustained, inclusive and sustainable economic
growth, full and productive employment and decent work for all’.
By reducing barriers to job entry, employment agencies reduce
unemployment and support jobseekers in finding their way back into
the labour market.
Without temporary work agencies, employment rates would be
significantly higher – in the Netherlands research shows there would
be a nine per cent rise in unemployment without agency work. The
sector is also responsible for a sizeable proportion of job creation.
Figures for 2017 show agency work accounted for 24 per cent of new
positions in Brazil, 19 per cent in Germany and 12 per cent in France.
The sector is responsible for other schemes promoting employment.
For instance, in the Philippines, a national Job Fair Caravan tours
the country offering human resource development activities, training
modules and information campaigns.
Working as an agency worker has a positive impact on employment
prospects compared to unemployment and almost three-quarters of
agency workers are still employed 12 months after their assignment.
Agency workers themselves rate it highly – in Switzerland 46 per
cent are likely to recommend it to a friend and 92 per cent of agency
workers in the US are satisfied or extremely satisfied with their work
situation.

Flexible and inclusive
The sector also supports labour markets is in facilitating transitions
and mobility. Flexibility is a key feature in today’s workplace reality

and efficient labour markets must ensure workforce flexibility and
ease transitions between sectors and types of employment contract.
Companies appreciate agency work as it allows them to adjust to
economic cycles and also to screen potential staff before hiring them
full-time. Agency work can provide an effective stepping-stone from
part-time to full-time work e.g. in Spain, during the first six months
of 2019, over 37 per cent of all new, open-ended contracts were
converted from fixed-term contracts. On average one-third of all
agency workers are eventually taken on by the client company – 46
per cent in the US.
Career management services such as outplacement are increasingly
popular and in 2017 Brazil and Sweden each placed more than 40,000
people and Belgium 13,000. In the US focus helping military veterans
build careers outside of the armed forces; while a scheme to transition
athletes into the labour market at the end of their sporting careers has
helped over 30,000 individuals in 185 countries.
Our sector’s services drive inclusiveness. Young people, older
workers, women, immigrants and the disabled often suffer from
discrimination and find it more difficult to enter the labour market.
Private employment services are there to support them and ensure
that they don’t get left behind. In Japan, where the demographics of
an ageing population is putting severe stress on the labour market,
agencies have been instrumental in luring older people back into work;
in Norway, a dedicated programme aimed at people with disabilities,
brings together employers, trade unions, private employment services
and the Labour and Welfare department in providing jobseekers with
support and training.
While the majority of agency workers in nearly all markets has
a high school diploma or higher, the upskilling of workers is
nonetheless an essential service offered by the sector. World
Employment Confederation member companies run schemes to bring
disadvantaged people into work – including workers in deprived
neighbourhoods in Argentina and refugees and asylum seekers
in Europe.
As societal, technological, demographic and economic shifts change
the job landscape, so intermediaries such as private employment
services will be vital in finding new solutions to smooth labour market
transitions and maintain high levels of labour market participation. n

World Employment
Confederation member
companies run schemes
to bring disadvantaged
people into work

www.theglobalrecruiter.com

FINANC E 15

PAY
EXCHANGE
David Earl, business development manager of Cambridge Global
Payments highlights the challenges of working across currencies.

1. Accept payment into the correct currency account
Even in this day and age, it is still common for businesses to
accept a foreign currency into their GBP account. The charges
applied to this can be substantial, commonly at 3-4 per cent by
the Bank. When our clients move into new international markets,
Cambridge have over 30 currency accounts which they can
utilise when accepting foreign currency revenue. At that stage
the business has the control of the conversion, generating a
substantial cost saving and allows you to convert the funds as
and when it suits you best.

2. How is broad your provider’s FX portfolio
It is becoming more and more frequent for UK based recruiters to

expand into global markets. Here at Cambridge, we have spoken
to a number of businesses who face challenges when it comes to
Foreign Exchange and highlighted some considerations to make
when venturing overseas.
To begin with, the challenge. Let us say you invoice a customer
$200,000 with 90 day payment terms. On day one, you use the
market rate of 1.2500 to work out your equivalent revenue in GBP.
$200,000 @ 1.2500 = £160,000
However, by day 90, when they pay, the rate of exchange has moved
to 1.3000.
$200,000 @ 1.3000 = £153,846.15
Revenue depreciation : £6,153.85
How can this be managed better? Here are four points for to
consider when you address expanding into global markets.

Working in foreign currencies
can be complicated and without
special care can lead to losses
as the currency markets shift

Check what type of FX products they offer. Having access to a
broad portfolio of FX solutions may be important if you want to
develop a robust hedging strategy. If your needs are fairly simple,
you may only need access to spot transactions. However, if you
are a larger business with more exposure to currency, a range of
products could be important.

3. Focus on the FX losses at the end of the year
The foreign exchange (FX) market can be volatile and some days
you may see market move by one per cent or more. If you begin

to pay a supplier or receive from a customer the foreign currency
equivalent of £100,000, a one per cent move in the market would
make a £1,000 difference to the cost or sale. Most businesses
don’t have the time or resource to monitor the currency market
regularly or the knowledge to protect themselves against market
volatility. There are a number of currency market specialists
that you can speak to for help. There is also a range of products
that allow you to fix the FX rate including forward contracts and
structured products.

4. Consider your provider’s international payment
capabilities
Not all FX specialists offer the ability to send third party payments.
If you need this option, it may make sense to work with a provider
who can facilitate currency exchange and send funds on your
behalf. Not all providers can send funds to all destinations in
all currencies. If your business makes payments to exotic
destinations in emerging market currencies, check that your
provider can do this. Some providers will have specialists with
expertise in exotic currencies.
Working in foreign currencies can be complicated and without
special care can lead to losses as the currency markets shift. Taking
advantage of dedicated services in this area can mitigate these risks
and make any foreign expansion worth so much more. n
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LINKING
FOR CHANGE
Business investment consultant at SSQ, Abigail Britnell, charts the
rise of female networking.
In 2019, there are over 100 different, all-female networks in the UK
alone, and more are being created at a growing rate. We’re seeing a
trend taking place which has been on the cards for a long time and
there’s clearly a demand. It’s not money that’s driving growth, it’s
women, who are looking to empower and encourage other women,
to make the move into owning their own business or giving them the
skills to take a sledgehammer to the glass ceiling.
Women are attending business breakfast meetings, lunches and
seminars in increasingly higher numbers as they become more
accessible and popular, As new networks open up and others
continue to grow women are finding a space where they feel they can
ask for support and help and also contribute to this type of community.
Some of the key female players in the recruitment industry are now
attending these types of events and sharing their personal journeys
on the road to success, shining a light on what it means to be a
woman in recruitment. We’re now keeping the door open for each
other on the way up, rather than closing it behind us, and this is a
crucial a game-changer when it comes to women achieving the
success they want in their working environment.
Better technology has been crucial in the rise of flexible working,
making a significant difference to Women with families when it comes
to following their career ambitions. It’s delivered a higher degree of
flexibility and balance when it comes to managing a busy career
and home life. This level of flexibility means more women than ever
have the ability to attend expos, seminars, events and even awards
ceremonies which celebrate and promote women in industry.

The importance of female networking
Industry bodies, like APSCo recognise the need for more women in
recruitment and greater diversity within the workforce, to the extent
they offer initiatives tailored entirely towards women in business,
which are supported by the REC. These informal, peer-to-peer
interactions are crucial when it comes to building trust and ensuring
the networks continue to grow and develop. A sense of collaboration,
combined with mentoring programs are ensuring these networks
create and deliver an invaluable resource to women in recruitment.

Encouraging and supporting networks for specific demographic
groups has a direct link with employee retention, and have also been
shown to increase loyalty to an employer. With an ageing population,
these networks could also help to close the gap on the looming skills
shortage and enable women to become much bigger contributors
to the recruitment industry. Tapping into the full potential of women
in the workplace could be worth as much as £23 billion to the UK
economy as a whole.
Both local and national female networks allow women to support
each other and utilise each other’s strengths when it comes to being
in business or having a career. It’s not just the support of buying
each other's products and services, it’s about ensuring success
and making sure other women are able to reach their full potential
within the workforce. Women have been underutilised in business
for a very long time, but the skills they bring to a role like recruitment
are undeniable and it’s fantastic to see these types of positive steps
being taken and making real changes in the lives of working women.

Women led recruitment agencies
We’re starting to see a rise in the number of female entrepreneurs
starting their own businesses within the recruitment industry. The
key motivational drivers I come across on a daily basis are financial
freedom, work/life balance, and being able to work the hours that suit
them. Women are starting to understand the value they have, the
skills they bring and what they can actually contribute to the workforce
and their chosen professions.
According to HSBC “58 per cent female entrepreneurs globally are
concerned about bias when raising capital and 51 per cent in the UK.
The second biggest concern was the preparation of their business
plan (58 per cent) and lack of support (41 per cent).”
Research by Harvard Business Review found that Fortune-500
companies with the highest female representation at senior level
outperformed those with the fewest, by a staggering 42 per cent.
Another report by Grant Thornton showed that publicly listed
companies with male-only boards missed out on £49 billion of
investment each year – the equivalent of around three per cent GDP.

From my own experience of setting up independent
recruitment agencies, an average of 37 per cent are
female-led, which is slightly higher than the national average
when it comes to female entrepreneurs. Making sure women
are supported when it comes to areas of business they may
not have had to engage in before, is vital to the success
they’re looking to achieve.

Diversity in recruitment
There’s still an enormous need to continue to promote female
role models across all general areas of society. Only 29 per
cent of UK politicians are female, yet they represent 50.8
per cent of the general population, and when it comes to the
board of directors for the top five recruitment companies,
only 34 per cent are women, but this still a huge improvement
from 15 years ago. Women make up one-third of the UK’s
entrepreneurial population, yet statistics show employees who
work for a female manager are six times more engaged. On
average, having women in leadership positions aligned with a
15 per cent increase in profitability.
Diversity is about reducing the number of barriers women face
in the workplace and reaching the goal of finally levelling the
playing field. The recruitment sector has made great strides
when it comes to leaving behind the misogynistic boys’ club
mentality which permeated the industry 20-30 years ago, but
there is still plenty of room for improvement. These types of
female-led networks are proving to be a seriously effective

way to communicate, and are, at the same time, having an
impressive impact on female confidence.
When it comes to going for jobs, asking for pay rises,
understanding AI and even the psychology of work, women
can comfortably turn to female experts for knowledge sharing.
Promoting recruitment as a profession, rather than just
something people “fall into” within these networks, provides
a real opportunity to source outside talent and lead the way
when it comes to women in senior positions.
It’s been shown that a high percentage of women only
apply to jobs when they’re sure they have 95 per cent of the
skills needed to be effective in a role. Overcoming imposter
syndrome and learning techniques to fully appreciate the
talents they already have, are slowly encouraging more
women to aim higher. As well as internally within the Industry,
we need to continue to focus on diversity when it comes to
our candidates so we don’t miss out on the top talent as it
becomes harder to find. It’s been called the war for talent, but
with more women having the confidence to try for different
roles, this is the perfect opportunity to cover some of the jobs
which have traditionally been more male dominated or just
harder to fill.
Social media platforms have contributed to more women
running their own businesses and sharing their successes
with other women. Gone are the days of keeping quiet about
our achievements and our careers, now women can celebrate
them with the outside world, and drive the changes needed
from within the industry itself. n
www.theglobalrecruiter.com
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THE
REVOLUTION
WILL BE
DIGITISED
Simon Kent investigates the ongoing march of digitalisation in recruitment.
It is safe to say that there is currently no single idea of what
digitalisation is or means within the recruitment industry. Drawing
comparisons with the dot com boom and the advent and predicted
(negative) impact of the job boards in equal measure the fact
is that for every recruitment company there is almost a unique
take on the move towards the promised land of Industry 4.0.
Broadly speaking, there are two major movements in the sector,
however: one where recruitment companies are taking on external
technology in order to enhance their recruitment work (and can
occur at any part of the recruitment process) and one where
recruitment companies are directly investing in the creation of
recruitment enhancing technology.
According to industry expert and author of The Robot-Proof
Recruiter Katrina Collier, the involvement of recruitment experts
in this technology is not up for discussion. “The technology must
be created with the input of recruiters,” she says. “If you haven’t
recruited you don’t get it. The technology must be proven to free
up the recruiter’s time so they can give a better experience to
candidates, to clients and to themselves.”
James Allen, chief operations director at Airswift agrees many
recruiters are wrestling with the issue of how to make digital
age work for their businesses. “We’re seeing companies across
all sectors in the staffing space trying to work out how to adopt

technology,” he observes. “They're asking do we buy this
product or rent the service, and then some companies are doing
it themselves. They’ve got their own R&D function addressing
technology.
“There’s not going to be a firm formula,” he asserts, “it will be trial
and error with everyone trying to find their feet.”
Allen indicates that current merger and acquisition activity in the
sector is indicative of the stat elf play with digitalisation. While
large companies are extending themselves into technology
offerings smaller players are still finding the capacity to invest in
what could be ground-breaking solutions to take recruitment to
the next level.

Chat time
Spencer Symmons, co-owner of CPS Group, is one such example
of a recruitment expert moving into the technology space – albeit
as the separate SearchBase enterprise. Emphasising that he is not
a digitalisation guru, but a recruiter with over 20 years experience,
Symmons was approached by an enterprising technology student
at a graduate fair. That student was part-way through developing a
chatbot dedicated for the recruitment industry.
“I was intrigued because I wanted to get rid of the low value work

that my recruiters were doing,” says Symmons.
Aside from the innovative way this chatbot was being created
– using a language few had used before – the functionality of the
technology appealed to Symmons. Sure, there are other chatbots
on the market – some dedicated to the recruitment industry – but
the proposal here was a piece of interactive technology which
would integrate in real-time with a recruiter’s CRM. This means
a prospective client searching for talent can find them on a
recruiter’s own system through a few chatbot led questions.
The solution is particular useful given some of the other trends
developing alongside digitalisation. In todays’ recruitment world
few people – candidates, clients or even consultants – actually
want to pick up a phone and talk to someone else about their work
or talent needs. This solution would seem to take care of that level
of interaction, leaving the recruiter to intervene when the personal
touch is required. “The chatbot takes the client down the search
for candidates and it can sort interviews dates and times without
them ever speaking to a recruiter,” says Symmons. Given the
amount of phone calls some recruiting staff will make in order to
find one client with a demand they can meet, the solution clearly
meets Colliers’ tests of being built by someone who knows the
industry and has been designed to free up the recruiter’s time to
add real value for clients and candidates.

Dan Lewis of Digital Profile believes the recruitment industry is
one of the few remaining ‘traditional’ sectors that hasn’t yet seen
the level of disruption associated with the world becoming more
digital. “Retail has seen it with eCommerce,” he says, “media has
seen it with online streaming.”
His business is one which is dependent on the uptake of
digitalisation within the industry, a product which ties in with
the acceptance of new technology by those in the talent supply
chain. Digital Profile effectively does away with the paper based
CV, delivering instead a content-rich platform for people to
communicate their skills, abilities and more. The interest in Lewis’
product is not just a factor of increasing digitalisation but of the
desire within this environment to have more control over one’s
own information and image. >

There’s not going to be a firm
formula, it will be trial and
error with everyone trying to
find their feet
www.theglobalrecruiter.com

20 COVE R FEATURE

“People are increasingly wanting to take back control of their
data,” says Lewis, “and this is an increasing trend in recruitment.
In addition, people are becoming fed up of a lack of transparency
and communication in the recruitment process – not knowing if their
resumé has been looked at, or not getting feedback on why they
haven’t been successful – and in the sheer length of time it can take.
“Just like the uptake of online streaming that saw Blockbuster losing
its appeal, so too are we seeing this in recruitment,” asserts Lewis.
“Though this change is at an early stage, it’s only a matter of time
before it accelerates and we take our digital privacy as the norm.”

Disrupt and build
The disruption Digital Profile offers to the industry is one where
existing processes can be carried out faster through automation
and further control be given to the individual jobseeker. For Senploy,
however, digitalisation has created a brand new recruitment
business. Without digital technology, the business would simply not
exist because it would be extremely difficult for the business to make
the connections it needs to in order to satisfy its customers.
Amy Allen is managing director at Senploy, a recruitment company
dedicated to the special educational needs and disability sector.
“Right from the outset, our aim was to prioritise digital channels,” she
says. “Our integrated digital recruitment platform was informed by
extensive market research into how and where users search for jobs;
as well as how organisations find candidates.”
The digital-first mindset not only helped the company find jobs to
fill, but also enabled them to be specific about what they offered to
those working with the business. “We can be very specific with how
we target our job opportunities, collecting and analysing information
and behaviours then segmenting our audiences on a micro-scale, so
that each role is only advertised to the people who will genuinely find
it of interest,” she says. “It’s a process that’s all the more important
because we’re working within a niche sector – sometimes the roles
we advertise require a very specialised set of skills.”

The ability to serve this niche area of recruitment is only possible
through the use of technology, and that specialism will continue
as the technology use increases. Allen expresses a great deal of
interest in there use of virtual reality within the recruitment cycle for
assessment purposes. She also flags AI as a very important trend
for next year.
“In the future, it could become the norm that a candidates have
no human interaction until the very end of the process,” she says.
“From searching for a role, or having that role suggested to them,
to an automated selection and interview, the whole process could
be carried out in a far more efficient and productive, yet impersonal
way. This may not suit every sector, and certainly within SEND roles
we’ll have a keen eye on whether AI can be used to ascertain a
candidate’s softer skills such as empathy and the ability to connect
with people, that are so vital in our industry.”
James Allen describes the industry current undergoing a ‘gold rush
mentality’ of trying to find the killer app – or more widely the killer
piece of technology – that’s going to take the recruitment industry
by storm. But while some recruitment companies are throwing
investment at supplied and bespoke solutions, the way forward is an
open mind as much as an open bank account: “As long as you’re
open to it, embrace it and don't just ignore it, it will be OK,” Allen
says. “Aspects such as the mobile connected world will change
everything but we can’t all spend millions on it.”
With the right leadership and mentality towards the future recruiters
will be able to identify the science fiction from the useful facts and
drive towards a more efficient and effectively service for the future. n

The Global Recruiter UK Summit 2020 is set
to enable recruitment businesses to engage
with and meet the demands of an increasingly
digitalised workplace. Register now to attend
at www.summit.theglobalrecruiter.com and
look out for more in the New Year.
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BUILDING
DIVERSITY
Ally Robin, director of Star Recruitment on addressing the
construction industry gender gap.

With the employment rate for women now at its highest on
record at 72 per cent, there is no better time to promote
greater female participation in the construction sector. The
latest ONS Labour Force Survey reveals that of a workforce
of around 2.3 million construction industry workers in the UK,
only 13 per cent (304,000) are female.
In my day-to-day dealings with the construction industry,
the gender split feels much greater than the ONS figures
depict. We rarely see female staff on the trades and labour
side, having employed a mere six women on assignments in
almost six years of business. What’s astonishing is that this
figure represents six individuals in a pool of thousands of
candidates we have placed in the sector over several years.
On a positive note, improvement is happening but not fast
enough. We are starting to see an increase in the number
of female candidates applying for and being placed in
management and professional construction roles. However,
we’re experiencing more growth south of the border than we
are in Scotland where most of our business is focussed – here
there still remains a huge gender gap.

We need more women in the construction market not only
to help address the shortfall and fill the widening skills gap,
but to also provide more balance and variety in an industry
dominated by men. Having too much of one thing is never
good, and the industry can evolve by bringing in more female
workers across a range of roles and levels. Introducing more
women into the sector will improve diversity by introducing
new approaches to work, offering fresh opinions and
viewpoints on issues, and helping to dissolve prejudices.
It will also create an atmosphere in which the best-suited
people, male or female, will be able to progress and drive
improvement.

Change the image
The construction industry has an image problem. In order to
make the sector more appealing to women we need to shatter
stereotypes, clean up our reputation, and showcase the roles
where women can truly add value. We can do this by breaking
down barriers and creating viable routes into construction for
women. We must promote a wider range of roles to women
beyond simply administrative or office-based roles like HR or
accounting work. We must also dispel the myth that working
in construction is too strenuous for females.
To make the various roles more appealing, construction
firms should consider introducing events aimed at female
candidates, for example open days geared to recruitment of
women that portray working in construction as a lucrative and
lasting career option.
Embracing apprenticeship programmes that cater to females
is another great way to bring in women who have no prior
industry experience – they also offer a supportive entry into
the sector from a young age when people are starting to think
about their career prospects.
We need to celebrate the women already working in the
industry and use these examples to attract more females, for
example Women in Construction Days/Weeks that celebrate
and promote women in the industry who are doing well and
who can act as real-life case studies that make careers in

construction more attractive and realistic.
Not all of the obligation lies in the hands of employers.
Responsibility also lies with others who can influence the
industry, such as recruiters. The recruitment industry should
harness our strong relationships with construction companies
and utilise our understanding of the market to encourage
more women into a variety of positions. We need to work in
partnership with client companies to shatter stereotypes and
help shift attitudes towards women in industry and change the
mindset of those stuck in the past.
For those not interested in the more visibly obvious
construction industry jobs, it’s important to promote the
wide variety of roles that women can excel in and showcase
where career progression is possible. We also need to show
where there are opportunities for self-employment and
entrepreneurism, as this will make working in construction
more appealing.

Fair dealing
As in any sector, employers should ensure they are paying
fairly and paying above the minimum wage where they can to
not only attract more women but to appeal to any candidate
regardless of gender. Pay across the industry is going up,
which is great, but we need to ensure that it is distributed
fairly so there is no discrimination by gender whatsoever.
Offering flexible working arrangements in certain roles is a
great way to attract more women, particularly those that may
have childcare or other care-related responsibilities, as this
can be a big barrier to women working full-time, part-time or
at all.
As construction industry recruiters and employers, we have a
duty to address the widespread skills and gender crisis. There
is an immediate housing crisis in the UK and the construction
workforce plays a key role in resolving this. By encouraging
more women into the sector, we will not only introduce new
talent and fresh thinking, we will also build the next generation
of industry leaders that will help the construction industry
meet the challenges of the future. n

Quote
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HEALTH
REPORTS

Both private and public
sector are effectively
‘fishing in the same pond’

Simon Kent listens in on a Recruitment Live discussion
addressing the healthcare sector.
Supported by:

The Global Recruiter’s Recruitment Live round table last month took
in the subject of the NHS and healthcare sector. Held in association
with The Access Group this was a chance for recruiters from the
sector to come together and give a clear insight into the frustrations
and opportunities of working in one of the most challenging part of the
public sector, an area where a sense of vocation among candidates is
as important as monetary reward and where delivering a good service
directly contributes to the health and wellbeing of the country. Attending
the discussion were:
Oliver Jansen, Commercial Manager, Remedium Partners
Gwyneth Barrett, Head of Permanent Recruitment, HCLWorkforce
Carl Murphy, National Operations Manager – Meridian Health,
Meridian Business Support
Andrew Turner, Solutions Director, Litmus Workforce Solutions
Lee Porter, Franchise & Business Development Manager, Match
Options
Michelle Harris, BPsych. MSc. (mental health), Senior Recruitment
Consultant, PSL
Chris Pritchard, Associate Director, Search Consultancy
Julieann Fouad, Sales Director, IMS People
Kevin Thomas, Product Direct, Recruitment, The Access Group
Simon Kent, Editor, The Global Recruiter
With strong demand for nurses and a diminishing talent pool it swiftly
became clear that recruiters within the sector and for the NHS in
particular are faced in a very tough working environment. With diverse
experience around the table – NHS, private sector, recruiters, MSPs
and suppliers – it became clear that compliance challenges, supplier
frameworks and talent issue all figured largely in the bid to make
recruitment work for the NHS and the wider sector.

Carl Murphy detailed how securing a nurse’s compliant status could
take up to eight weeks in total and yet after those workers had been
in position for 13 weeks they could be lost from his company and
employed directly by the health organisation itself. Chris Pritchard
suggested that working with the private sector often felt a lot easier in
terms of compliance requirements, client relationships and meeting
demand. Lee Porter added that many of their healthcare candidates
preferred to work in the private sector rather than the NHS – due to the
offer of better hours and conditions of employment.
All participants identified issues with the supply of nursing candidates.
Both private and public sector are effectively ‘fishing in the same
pond’ and there doesn’t seem to be enough investment being made
in bringing new people into the profession. As Gwyneth Barrett notes,
nursing in particular is a vocation rather than a straight forward job
choice as compared with other career and job choices the pay and
hours are less desirable.

International scale
Both Barretts’ and Michelle Harris’ organisations are looking overseas to
bring in new talent to the supply chain, but even this isn’t an easy course
of action. HCLWorkforce are looking to developing countries for talent,
offering candidates the chance of taking their life in a new direction,
working in the UK and sending money back home. This requires a
great deal of investment by her company in identifying, qualifying and
managing each candidate throughout their journey. Harris is looking
to Australia for their talent, but changes in economic fortunes and
immigration policy means this proposition no longer has the same
attraction it once has. Overall it seems that the UK’s health system has

lost some kudos worldwide and is now a less attractive destination for
healthcare professionals.
With the discussion taking place in the run up to the election, Johnson
had yet to stake his claim to recruiting 50,000 more nurses to the NHS.
However, around the table it was felt that some training and recruitment
initiatives could be short-sighted as organisations seemed to think that
by running a single initiative they could solve their staffing problem.
There seems little appreciation that staffing and talent sourcing is an
ongoing issue – it’s all very well to have a number of candidates lined up
for today, but more talent will be required over the years to come: a one
off campaign will not solve everything.
Even when the talent is available, the challenges continue. Lee Porter
explained that despite his business being on the framework and
therefore able to serve the NHS, and despite having nursing talent ready
to go, franchise holders within his business were finding it very difficult
to get through the door to offer their work to healthcare organisations.
Too often NHS Trusts simply say that they’re already working with
an agency and therefore don’t want to consider another. Faced with
this resistance and less than attractive margins he felt that many of
the consultants and franchisees at Match Options were preferring to
address the private healthcare market rather than deal with the NHS.
Despite the challenges, a number of potential ways forward were
identified for recruiters to continue operating in the sector. Andrew
Turner was not alone in suggesting that the key to a sustainable
recruitment business in the sector was delivering by volume. Julieann
Fouad suggested that some recruiters have successfully outsourced
parts of their business in order to achieve efficiencies and cost
reductions which can then enhance their position in the supply chain.

IR35 impact
The round table also discussed the impact of IR35 in the sector,
revealing that in the run up to the changes in 2016 there had been a
clear movement of nursing staffing away from PAYE. Some around
the table felt there had been a definite impact when the public sector
IR35 changes had been made, but there was less agreement that the
forthcoming changes in the private sector would effectively ‘level the
playing field’ and make it easier to recruit back into the public sector.
In the face of these challenges and the strains which will undoubtedly
continue, there was still a general feeling of positivity among the
recruiters around the table. Just as healthcare workers have a sense
of vocation, so too do recruiters – placing these candidates delivers a
greater level of satisfaction for them than other sectors may.
Alongside this it would be wrong to characterise the sector and the NHS
in particular as staid or not interested in new ideas when it comes to
staffing and recruitment. Oliver Jansen noted that it was possible to work
with Trusts to extend the work recruiters do beyond simply filling vacant
places on shifts. Andrew Turner also noted that NHS organisations are
data rich and keen to use this data in order to make their services more
efficient and effective.
Ultimately, then this is a sector where recruiters are required, but
are sometimes seen as a necessary evil. The attempts to structure
and control the cost of recruitment among agencies have not always
resulted in the best conditions for talent sourcing, yet recruiters can
still exert some influence in the market, finding better ways to supply
candidates and help the sector manage the talent they have. n
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RECRUITMENT & RESILIENCE
Mandy Watson, founder and director at Ambitions Personnel explains
some of the ways her agency has met the challenges since 1990.
Recruiters are some of the toughest professionals in the world.
They are used to working in changing times as well as with the
challenges that come with a largely transient client base. For an
agency that’s been running for around 30 years, we have certainly
seen a huge variety of challenges and changes over that time.
Having worked in central London for Reed previously, I was aware
of a range of corporate challenges already, but the pace and the
diversity of change in that time have been what is so striking.
It’s obviously important to be innovative, but more often than
not it is the ability to be able to adapt that marks out those who
succeed and those who fail in the industry. To be able to react to
prevailing trends and clients’ changes and whims is important, but
to be able to anticipate what is affecting our clients’ businesses
has been one major reason why we have continued to thrive.

Events beyond our control
Talking of challenges, Brexit has been one of those factors
that affect so many people day to day already that it has been
impossible to predict or mitigate for with too much effectiveness
just yet. It has huge potential for impact on us and our clients.
This is particularly true in the case of immigration. This is set to
remain a big unknown right to last minute and it will be difficult
to make meaningful plans. This is why it is important to be aware
and have a contingency plan for the different eventualities that
might come our way soon.
Brexit has been one of those ever-changing situations that the
recruitment industry has had to simply deal with. For niche
recruiters in particular, which we fall into at times with dealing
with the food production industry, thinking of ways to diversify
is getting more crucial. Could you step up your lead generation
in a similar but entirely different niche for example?

A change in dynamics
In the highly competitive market that we find ourselves in these

days, gone are the companies being able to sit idly by and wait
for skilled, keen candidates to arrive. With a lack of skilled labour
out there, companies needing those individuals now outnumber
those with the requisite skills. This means that instead of SMEs
and larger concerns having the upper hand, it is now
the candidates.
The recruitment industry is now candidate-driven. No longer is it
easy to recruit by sticking an advert out, you have to effectively
market and give candidates a reason to apply and want to work
with you. More than ever before, candidates have the power and
employers must step up, thinking up different ways of attracting
staff – especially the top talent. More passive candidates are
the most valuable – we must now go to them rather than them
looking for us. Nobody can now afford to be complacent and we
must all keep evolving.
How to do that? It’s far from simple. Companies now have a duty
to keep up with digital trends and to really understand the ever
-changing ways that social media permeates everything we do.
Simply following a rigid pattern of activity isn’t enough, trends
must be followed and lessons must be learned from marketing.
Our journey as a recruitment agency is no different in this
respect. We’ve overhauled our writing style for job vacancies by
seeking consultancy services from experts in order to appeal
to today’s candidates. We’ve had to think what’s in it for them,
rather than what we need.
In this way, it is attraction over assessment at the advert
stage, which means it is more of a sales pitch in order to get
the application over the line. The old ways of simply stating
salary, duties and experience expected simply does not wash
any more. Coming from the perspective of being an expert also
helps. Demonstrating your knowledge and innovation in other
ways is crucial. One way we as an agency have shown this is by
producing podcasts, talking about industry issues to show both
candidate and client audiences that we know what issues they
are facing and that there are solutions out there.

Refinement means retainment

Trust is a must

The recruitment industry isn’t immune to its own teachings,
for example, retainment of staff remains a challenge across
all industries. Taking a deep dive into your company culture is
essential. We’ve done this internally for our own consultants,
asking how we can improve their daily lives at work. As a result, we
are now much more agile when it comes to asking for and listening
to feedback. More importantly, we are now comfortable in utilising
this feedback and maintaining continuous improvement.
The credo should be that if you are going to ask for feedback then
you’d best act on it. Having said that, we are incredibly lucky to
have very low staff turnover for the recruitment industry, 16 per
cent of our own team has 10 years’ service or more. We are a family
business, which engenders trust and a sense of belonging, making
us unique for the industry and we feel it is what marks us out as
special. We teach our consultants to go into clients’ businesses
and find the ‘shiny thing’. This is a way of quantifying what is the
main reason someone would want to work for them over anybody
else or their competitors. I’d urge every recruitment business to
do the same. Simply stating ‘we do recruitment’ or repeating
platitudes about people being at the heart of a business isn’t
enough any more.

Despite all the changes within our industry, some things remain
the same. Building relationships will always be at the heart of a
good agency and how it operates.
Effective partnerships with clients are the key to lasting work
relationships. Honesty has always been important to us. As a true
consultancy service, we go in and assess what clients need and
seek out what it is about their business and company culture that
would mean we match the best candidates to them. We use our
market expertise to advise clients on roles and salaries, especially
if so far they are struggling to fill. Clients still really value this
personal approach, remaining holistic in all we do is how we have
endured where others have had to rethink or reevaluate.
As our services have grown, something that has been there all
along is the human touch, the moment you become a faceless
entity is the day you either catapult to stratospheric levels and
don’t care for that connection any more, or you simply fail.
Again, despite all the changes that have occurred within and
alongside our industry, one thing remains exactly the same. People
still buy people. If you don’t trust, like or feel like you are on a
wavelength with a client, something is bound to not work out. n
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WHITE OUT
An unconventional path has led to success for White Recruitment.

The success of White Recruitment – or WR as it’s known by clients
and candidates – is undeniable. Launched in 2007, the Portsmouth
-based consultancy services clients across the whole of the UK, offering
permanent recruitment services to the healthcare, engineering, logistics
and heating, ventilation, air conditioning and refrigeration (HVACR)
markets. Boasting hundreds of clients, a multi-million pound turnover,
and a headcount of over 40, it is evident the business is thriving.
However, the journey it has taken to reach this point has not been a
linear one.
Co-founders and company directors, Jamie Wilson and Lewis Richards,
originally met when the former was a manager at another local agency.
Wilson hired Lewis in 2006 and the pair soon realised they were aligned
in their shared drive and vision. Within the year, ambitious plans were
put in place to set up shop on their own. Today, the firm has four distinct
divisions: WR Health; WR Logistics; WR Engineering; and WR HVACR.
Each delivers a range of recruitment services including contingent and
exclusive as well as a brand new retained model, WR Search, which
offers cutting-edge insight and analysis as well as comprehensive
on-boarding support for clients. In the early days, though, it was a very
different story.
White Recruitment officially opened its doors in September 2007, but,
from the off, there were challenges. As Lewis Richards explains: “We
ended up launching the same month that customers queued outside
Northern Rock branches – it was the first run on a British bank in 150
years. What was looking like a glorious time to establish a business,
suddenly became a bit more daunting.”
Despite the inception of WR coinciding with the beginning of the credit
crunch, during the first year the business flourished. As Jamie Wilson
remembers, “We were agile, picked up some great candidates, and
worked with them in sectors such as sales and engineering.”
Since then, the company’s ongoing success can be attributed to its
ability to experiment and evolve – and the launch of WR Search is the
latest in a long line of initiatives designed to capitalise on shifts in market
demands and client expectations.

In 2008, during the height of the last recession, the co-founders made
the strategic decision to diversify to mitigate against external economic
risk, through moving into health and social care recruitment. The move
paid off. During the following 12 months, revenue doubled – and
between 2009 and 2010 headcount increased by 100 per cent. By
2014, 11 disparate teams were working under the White Recruitment
banner, employing around 70 people and servicing sectors as diverse
as veterinary care and building services. However, that was about to
change.

Culture shock
Three years ago White Recruitment invested in buying a large open plan
space outside of Portsmouth city centre. Teams which had previously
worked in silo where thrown together and, as Wilson admits: “the culture
shock was evident.” The office move highlighted not only the sheer
breadth of markets they were touching on, but also inconsistencies in
operations between practices. This, Wilson says, was the catalyst to
take a fresh look at the long-term future and direction of the company.
It wasn’t long before the co-founders made the bold decision to
revaluate the entire business structure – and rebuild the company from
the bottom up, with a crystal clear vision and strategy. In doing so,
they effectively reduced the number of divisions from 11 to four, almost
halving headcount in the process.
Aside from streamlining operations, the directors also used this
opportunity to build a rock solid back office infrastructure, strengthening
its HR, marketing and finance departments and investing in a new
CRM and website. Today, as a result, business has never been better.
At present, engineering accounts for around 45 per cent of the firm’s
turnover, while healthcare placements are responsible for about 25
per cent. The remaining income is split equally between HVACR and
logistics.
While the company has witnessed many changes over the past 12
years, its ongoing success can be firmly attributed to the consistency

of service it provides both candidates and clients – along with its ‘fresh
slate’ approach to building a recruitment business.
WR Search is the latest affirmation of the company’s commitment to
innovation and is designed to enable clients to save time and money
while boosting retention. The platform essentially provides a four
dimensional recruitment experience, through combining elements such
as video and psychometric assessments with traditional CV content. As
Wilson explains, “Clients often complained that, in the past, they have
interviewed someone based on their CV, only to be disappointed by the
candidate in person. It’s a fact that people are hired for their skills – but
fired for their attitude – and WR search addresses that by mitigating
against mis-hires”. In fact, staff retention rates for candidates sourced
through the platform average 96 per cent which is well above the norm.
Today, WR Search is all part of the service.
As Richards explains: “The growth of White Recruitment since its
birth is a testament to the service we provide both our candidates
and clients. We feel that really listening to our customers gives us a
competitive edge when making the recruitment process as smooth
and efficient as possible.”

Making it up
While other firms may follow a well-trodden path when it comes to
putting together plans to launch a new recruitment company, WR’s
co-founders are proud to admit that they made it up as they went along.
Richards highlights how, “five years ago, we were already thriving,
but we had no accountancy or HR experience in house.” He goes on
to explain how agencies they were competing against were typically
founded by “recruiters who came out of the largest firms, who have
a blinkered, standardised, idea of what ‘good’ looks like,” but notes
that “when you listen to how some other firms treat candidates, it’s
shocking.” White Recruitment prides itself on its commitment to superior
customer service. As Richards explains: “processes have been put in
place which ensure quality. For example, all clients and applicants are

updated at least twice a week.”
As every recruiter knows, any company is only as good as its people
– and in order to continue to flourish, WR’s directors know they must
have the right talent on board. White Recruitment’s employees – or
‘Whiteonians’ as they refer to themselves internally – are expected to
meet four criteria: show grit; act fearless, work together; and be smart.
This isn’t a gimmick, as Wilson explains: “The leadership team
are committed to employing and rewarding individuals based on
these values.”
In order to ensure that all team members meet WR’s standards and fit
the business culturally, White Recruitment always trains new starters
from scratch. It also has a policy to only promote from within. In order to
climb the career ladder, individuals must not only exceed sales targets,
but also meet the company values and ‘work in a Whiteonian way’.
In new recruits, as Wilson explains, the brand seeks “great
communicators who are entrepreneurial, determined and driven by
doing a good job." Previous recruitment experience is not required, but
they are always looking to identify “individuals with a track record of
success – whether that be through a history of rapid promotions within
their previous company, or based on the fact that they have a Duke of
Edinburgh award or are a sports team captain.”
Looking forward, WR is projected to increase headcount to 100 over the
next three years, through a sustainable talent management strategy in
order to truly dominate sectors it specialises in.
“In the past, we have been guilty of being too generalist,” says
Richards. “Now is the time to crunch down and cement our position
as true specialists in our chosen fields. We are focusing on generating
revenues and increasing sales – and developing our people to be the
best they can be through investing in training.”
Wilson adds: “We’re an agency on a mission to help candidates grow
and businesses evolve. When people are happy at work – they succeed
– and so do the companies that employ them.” It seems that is an
ethos the directors are applying to their own business, as well as
the companies which they serve. n
www.theglobalrecruiter.com
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We want to help our employees
move from the mindset of a
‘job for life’ to the notion of
‘lifelong employability’

Charles Bendotti, senior vice president people & culture at Philip
Morris International on creating inclusivity.
Companies don’t transform themselves – people do. I passionately
believe that: So, for any company looking to undertake big change,
it is crucial to engage employees and tap into their talent and
potential and to accomplish that, it’s key to have a purpose that
employees can get behind, and then get them fully aligned with
that purpose.
Only with a team that supports the vision behind the company’s
transformation can a business achieve its goals. At the end of the
day, we all want to feel proud of the work we do and know that we
are contributing to positive, meaningful change in the world – to
business results and positive change that are bigger than any
individual or company.
But purpose is just the first step. Retaining and sustaining talent
is an absolute necessity and a crucial part of doing that means
regularly asking employees what they think about things that
affect not only their work but also how they work – i.e. the culture
of an organisation. It involves listening to different voices and
acting on what you hear so you can build in improvements aligned
with employee expectations across the employee life cycle – or
employee journey as it’s also known.
That’s what we’ve been doing at PMI as we transform to become
a science and tech-minded company with our future squarely
focused on smoke-free products that are a much better alternative
for adult smokers than continuing to smoke. We’ve been doing
that in several ways.
Before employees can be invited to help co-create a new culture
and leadership signature for the transformed company we are
creating at PMI, the business must create an environment where
everyone feels like they belong. This means a more inclusive
culture that gives everyone the confidence to bring their best
self to work – a culture that drives employee engagement and
motivation. Developing such an inclusive environment will help
ensure that each employee will be up to the new challenges
created by an evolving business.
Another vital step is to unlock the strength of diversity and diverse
thinking. We need diverse perspectives and an inclusive workplace
culture to fuel creativity and innovation. It’s been my ambition to
ensure that different voices are heard at PMI and to foster a new

leadership culture where leaders learn to adapt to the needs of a
more diverse range of employees. That’s why we have been laser
-focused on enhancing our diversity – first focusing on improving
our gender balance, as this is where we can have the biggest and
most immediate impact on our diversity from a global perspective.
Women make up half the population, approximately 60 per cent
of university graduates today, and also reflect 60 to 70 per cent of
consumer spending: A gender gap is a talent gap, pure and simple.
At PMI we began by getting buy-in from the top to make gender
balance a priority – and treating it like one. We set a target to
improve female representation at managerial levels across PMI to
at least 40 per cent by 2022. We monitor and track progress, and
hold leaders accountable so those who miss their targets must
explain why they didn’t reach their goal – while recognising that
ultimately all talent decisions must be based on ability, not quotas.
One important step we took to reinforce our commitment to
equality and improve our gender balance was to confirm the
basics by getting globally EQUAL-SALARY certified. Paying men
and women equally for equal work is the baseline standard of
equality and a basic human right; sadly, it’s not the reality for many
women across the world today. We wanted to confirm that our
actual pay practices matched our good intentions and commitment
to equality; so, we underwent a rigorous third-party equal pay
certification process with the independent, not-for-profit
EQUAL-SALARY Foundation.

Salary audit
A thorough external audit of our salary data was conducted, and
external auditors from PWC interviewed senior management
around the world about their commitment to gender equality,
conducting focus groups with female employees’ about their
perception of that commitment and a review of our HR policies
and practices to ensure potential blind spots preventing women
from having equal opportunities to advance in the organization are
addressed. The global EQUAL- SALARY certification verifies that
PMI pays women and men equally for equal work everywhere we
operate all over the world.

Of course we all know that diversity goes beyond the dimension
of gender – it includes inviting every voice to our ranks. Attracting
and retaining top talent is an important priority for PMI. As we
transform our business to achieve our vision of a smoke-free
future, it’s essential to nurture an environment that empowers our
people to deliver to their fullest potential. Toward this goal, we are
seeking out the best staff in all our categories, strategically hiring
talent across various disciplines – from science to innovation to
digital and beyond – to bring fresh perspectives and unique skill
sets to the business, further propelling the business forward on a
path to success.

Developing talent
Along with bringing in new talent, we are working to develop
the talent we have. We strive to be transparent about what our
company’s transformation means for them – listening to how we
can improve the employee experience and how we can support
them on their personal learning journey as we advance toward
our smoke-free vision. For example, we use an enterprise-wide
listening tool with “pulse check-ins” to get real-time feedback
so that we can continuously adapt our approach. We’re also

starting to roll out personalised development plans to equip our
people with the tools they need to upskill and support their own
individual transformation, putting a greater focus on our internal
communications to engage employees in this process.
Giving people space to deliver is important, too. For PMI this
means cultivating a culture of openness, breaking down hierarchy
and implementing more project-based work and through
flexible working, we enable our people to balance being great
professionals with other priorities outside of work. With the many
opportunities for personal and professional growth, training and
education, we want to help our employees move from the mindset
of a ‘job for life’ to the notion of ‘lifelong employability’ – to equip
them for the changing global landscape of work.
During this time of unprecedented change in our industry and our
own company history, PMI has gained the status as a progressive
employer and a workplace of choice. We are advancing toward
our vision of a smoke-free future while simultaneously embedding
inclusion and diversity tools into our organisational structure. All
of these new ways of thinking and working contribute to ensuring
we’re a future-fit, progressive organisation equipped to face the
challenges of the 21st century – and that we have a workforce that
is, too. n
www.theglobalrecruiter.com
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WORKING
THE LEVY

VALUED
RECRUITMENT

Ann Swain, global CEO discusses APSCo’s approach to using
Levy funds for the industry.

Laura White, operations director at The Treasury Recruitment
company reflects on the current state of their specialist sector.

When the Apprentice Levy scheme was introduced in England
in 2017, it was with an aspiration to train three million school and
college leavers in vocational skills by 2020 to the benefit of the UK
economy. However, the initiative was surrounded by controversy
from the off – not least within the staffing sector.
The scheme requires all employers with a payroll bill of £3 million
per annum or more to contribute the equivalent of 0.5 per cent of
total payroll to a central fund designed to promote the spread and
development of apprenticeship programmes. With the definition of
a large company directly linked to the value of its payroll, even SME
recruiters – which manage PAYE for temporary workers
– quickly found themselves contributing to a scheme from
which they struggled to see any real benefit.
Furthermore, the recruitment profession wasn’t alone in its criticisms
of the levy. It soon became apparent that many businesses across
the board were losing out on the funding they were paying into their
levy pots. In fact, in September 2019 the government revealed that
employers have lost a total of £133 million from Apprenticeship Levy
accounts, due to funds expiring.
APSCo is committed to the development of talent within our own
sector, and we are proud to pioneer new ways to maximise the
potential of our people. New rules, introduced in April 2019, made it
possible for employers who can’t use their entire pot to upskill their
own talent to donate 25 per cent of their funds to other companies,
rather than it being absorbed by the Treasury. Needless to say, we
jumped at the chance to capitalise on this new opportunity.

Industry partnership
In partnership with specialist training provider, Recruitment Juice
we have developed a new initiative which enables our members to
share unused Apprenticeship Levy funds for the benefit of the wider
recruitment profession.

Through the scheme, a number of suppliers to the sector have
donated a portion of their pots to assist recruitment firms in sending
delegates on Level 3 Team Leader and Level 3 Recruitment
Consultant programmes from January 2020.
Thanks to funds which have been gifted by companies including:
Contractor Umbrella; Brookson; Giant; 6CATS, Paystream,
Smartwork, Orbital Payroll Group and Optionis, up to 60 learners
will be offered the opportunity to benefit from the initiative across
London, Manchester and Birmingham.
This latest initiative follows a similar scheme which we unveiled
earlier this year, when we announced that our members can benefit
from Levy sharing to send their people on our new executive
MBA (Human Capital). This eMBA was developed in partnership
with Cranfield School of Management and Grant Thornton and
is equivalent to the Level 7 Senior Leaders Master’s Degree
Apprenticeship Standard. It can, therefore, be funded through the
Apprenticeship Levy and enable firms working in the labour supply
chain to develop their middle and senior managers into leaders fit for
the Fourth Industrial Revolution.
Tapping into emerging talent pools is increasingly becoming a
proven method for companies to find top-tier talent and create a
strong pipeline of future leaders – and supporting the training of
these individuals through the Apprenticeship Levy means that funds
do not go to waste. Through sharing unspent pots, our affiliates are
ensuring that our members have the opportunity to develop their own
people, safeguarding the future of our profession.
Make no mistake, the Apprenticeship Levy scheme is still far from
perfect – and it is encouraging to see that the main political parties
have committed to further reform in their 2019 manifestos. In
APSCo’s own manifesto, we have called for reforms that will enable
recruitment firms to play a more active role upskilling candidates on
behalf of their clients. However, in the meantime, we are ensuring
that pots are utilised in the most efficient way. n

The treasury market across Europe has been relatively stable
with a strong flow of talent at all levels and a healthy pipeline of
opportunities. Mid to senior level positions have been most in
demand as businesses looked to strengthen their teams at treasury
manager and head of treasury/global treasurer level. There has
also been a significant shift in demand for more specialist functions
including systems and processes, FX (foreign exchange) and debt
management as well as bank relationship and cash management.
The junior end of the market has been a little more steady in
comparison. There has been a lot less movement at this level,
generally attributed to the fact that junior level roles have become
broader in scope with increased levels of responsibility. There has
also appeared to be more opportunities for internal development and
career advancement which again has led to higher retention rates at
this level.
As demand has risen for more specialist roles this, in turn, has
led to significant skills shortages for candidates with this type of
experience. In general, there has been a reluctance for candidates
to move away from the generalist positions, in part due to the
variety and flexibility these types of roles can offer but also due
to the belief that it is best to maintain a broad role from a career
advancement perspective – the more aspects of treasury you have
gained exposure to, the better. Historically, this would have been the
case however as business needs change, so must the candidate.
Therefore, as a treasury professional with specialist expertise today,
you will most certainly be regarded as ‘hot property’, the net result of
which is increased job opportunities and higher rates of pay.

Regional shifts
There have been some fundamental shifts developing across Europe
with many businesses looking to re-locate their treasury centres as
a result of BEPS. Luxembourg has been a major growth region, and

with its highly developed financial services sector and booming
economy, it is predicted that it will continue to rank as one of the top
treasury-centre locations for businesses moving forward.
Germany and Belgium also saw increased activity – both very
appealing locations from a commercial and economic standpoint, as
well as offering attractive places to live for candidates considering
moves out there. Switzerland on the other hand, which was once the
epicentre of treasury recruitment activities, has now slowed down.
Geneva, in particular, has been hit, predominantly because of the
infrastructure challenges and practicalities of living in such a densely
populated city. Zurich and Zug have been affected to some extent
too, with a noticeable dip in the level of new opportunities arising in
these areas.
With the uncertainty around Brexit continuing and many questions
still left unanswered, its impact on recruitment and the treasury
sector as a whole remains unclear. Whatever deal is negotiated,
the big question for many UK treasurers is how easy will it be in the
future to work in Europe? The fact is, treasury is a skilled profession
and by its very nature deals first-hand with the effects of Brexit.
On this basis, the demand for treasurers will remain high. What is
likely to change is the process by which candidates are able to
move between countries which will undoubtedly involve visas or
work permits. These potentially minor obstacles, however, should
not prevent the flow of talent between countries, but will simply add
another step to the process.
The other question, of course, is how easy will it be for European
treasury professionals to work in the UK? Again, the same principals
apply. Treasury is a skilled profession and therefore should remain
relatively unaffected apart from some additional steps in the hiring
process. What will be interesting to see however is how appealing
the UK will be as a career destination. We have already noticed a
reluctance by many professionals to consider opportunities in the UK
as they are unsure what this could mean for them long term. n
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ONLINE
FIGURES
Christina Robinson, MD, Green Umbrella Marketing offers some
recruitment marketing stats to drive your 2020 strategy.

We are suddenly racing towards 2020. A new year and a new
decade. Where will this take your recruitment business?
Hopefully you are ahead of the game and tuning into your
marketing strategy for the next 12 months. As well as reflecting
on the ROI of marketing activity for the previous year, what
trends should recruitment marketers keep in mind when it comes
to those multiple touch points required for converting prospects.
Consider social media specifically, here’s what we have learnt over
the last 12 months that we should keep in mind for our 2020 strategy.
• Facebook is still the biggest social media platform by far
(both in the UK and globally). It has 2.41 billion active users
and is the world’s third most visited website after Google and
YouTube.
• 74% of Facebook users log in daily, and they spend an average
of 38 minutes per day on the platform.
• In the UK, 1 in every 5 minutes is spent on social sites.
• Use of Facebook owned platforms WhatsApp and Instagram
has grown over the last 12 months with 1.3 billion and 800
million users respectively.
• Over 200 million people visit a least one Instagram business
page per day. Users of this platform are heavily in the under 34
age-bracket, with 66% of users falling in this range.
• Use of ‘stories’ is also increasing, hitting over 500 million daily
users earlier this year. Stories is the 24 ephemeral content that
appears at the top of the feed.
• Twitter has 134 million daily active users and is mid-level in
terms of its popularity as a social media platform.
• It is great for sharing content and up-to-the-minute news,
satisfying our thirst as curious, demanding consumers.
• Twitter demographics show 63% of users between 35-65 years
old, with more men than women on the platform.
• We know tweets have a short life span so don’t be afraid to
repeat yourself. It is still a useful platform for controlling your
brand narrative.

• LinkedIn is still viewed as the professional social network and
remains popular with recruiters and job seekers globally.
• Every post and piece of content is indexed and is searchable
on LinkedIn – great for your SEO juice!
• In 2019 LinkedIn added new features enabling you to post
downloadable documents, as well as videos and images to
support your posts.
• They also added a feature that alerts employees when new
company content goes live to drive engagement on these
posts.
• As a platform it is responsible for 80% of B2B leads from
social media.
• TikTok is the fastest growing social media platform. It is
particularly popular with under 25’s so unless you are
marketing to that age demographic put it to one side for now.
• WhatsApp and Messenger are increasingly popular and
acceptable ways of communicating for businesses. Remember
you can use desktop platforms for both and automate replies.
• Video is not going anywhere as a means of creating, sharing
and digesting content. YouTube is the second largest social
media platform behind Facebook.
• In terms of recruitment, video adverts and interviews have
shown a 47% increase female applicants, plus video ads are
shared 5 x more than text-based job ads.
• A staggering 9 in 10 internet users visit YouTube every month,
spending an average of 27 minutes a day there.
Remember, not all social media platforms will be relevant for
your recruitment business. They are vital tools for reaching your
audience so find the ones that fit your audience demographic
and make sure you know them inside out. Document your
strategy for 2020 and measure, measure, measure your activity
against it. n

