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The search for talent remains a challenge even in the current flat recruitment market. Job candidates have become more demanding about the kind of work they want to do and the types of organizations they want to work for: They are also more sophisticated in the way they manage their careers.

Your employer brand and working culture are critical when it comes to enticing potential employees. The way you manage candidate’s experience through the recruitment process is equally important, and your company’s recruitment strategy needs to reflect this. A partnership between HR, operational management and the organisation’s chosen recruitment advertising agency will add real value to that strategy.

But you need to select the right agency to begin with and manage your relationship with it effectively,

1. Decide what you want from your Agency
Recruitment advertising agencies offer a wide range of services: they can design, write and place ads, produce recruitment materials, advertise on the web, build career websites, and handles responses. They can also, for example, help you target specific candidates, such as those with chartered CPID status. So ask, “What is it that we need from the agency to complement the expertise and resources that we have in house?” The answer will define your requirements and how you work with the agency.
2.  Choose Carefully
Decide which competencies you are looking for and test these robustly when selecting an agency. A “beauty parade” of presentations rarely allows you to get under the skin of the competing agencies’ abilities and resources. It might merely show which ones are good at pitching for business. To find out who can really do the best job, look at the work the agencies have done in the past for companies with needs similar to your own. Factors such as client retention are also good indicators.
3. Ensure a service level agreement with the agency is in place from day one
This sets out your requirements and the minimum standards you expect, while also identifying the role of the key agency contacts in your organization and what is expected of them. Setting measurable key performance indicators will help you specify these requirements and evaluate the agency’s performance.
4. Transparency is Essential
Involve the agency’s senior strategists in your planning activities. They will help prepare design concepts and communicate with managers before vacancies are advertised. This will ensure that you get the best advice, the most innovative approaches, and the most effective campaign executions.
5. Provide Clear Messaging
From the outset, work out with the agency what your organization stands for as an employer, and craft related messages. Do you understand your company’s culture? It is important to recognize that working culture changes. For example, the “buzzy” risk-taking start-up of just a few years ago could have turned in to a soft, complacement, risk-avoiding company. All your recruitment communication should be based on a unified messaging strategy. Remember that the audience you are speaking to is more media aware than ever before.
6. Ensure regular flow of communication
Treat the agency as a business partner and not a supplier. Meet the agency regularly to review performance against the service-level agreement and to plan ahead for future needs. These meetings should take place at least once a quarter. Share information with agency staff and encourage them to propose measurements that will help you evaluate the outcome of your initiative. Tackle problems as they rise: do not wait for the next review. Give praise when it’s due and encourage the agency to challenge you.
7. How is Agency measured?
Measure your recruitment by, for example, looking at the average cost per hire. The metrics will benchmark how you are performing on recruitment and give you and the agency data on which to build relevant strategies and approaches.
8. Your agency is more than a Supplier of Artwork and Placement services
If you have chosen the right agency, its employees will have experience of attracting the best staff in the fastest and cheapest way. Work with the agency in a partnership of mutual respect and communication, and you are likely to get more out of its resources. The agency’s experience can add value to your campaign and maximize the use of your budget.
9. Don’t lose Focus
Do not see the recruitment as your main focus. It is advisable to conduct research in to external perception of your organization versus the reality of working there. The results of this research should be used to define the recruitment strategy. The way you have postponed your organisations in the market place before the ad has been placed and the way you have managed responses and engaged candidates are utterly important. Application packs, assessment centres, offer-and rejection-letters will all help to form candidates’ perception of your organization. So ensure all correspondence with potential employees adds to your credibility as an employer of choice.
10. Tailor your approach to the specific needs of each recruitment campaign
While job advertisements in printed publications are still widely used, there is now a range of options. You need to trawl where the fish are swimming. And in many situations the internet can prove to be an effective medium.
