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INTRODUCTION

Recruitment is now dominated by the internet. From advertising roles and submitting applications, to
using AI to scan CVs and arranging interviews, employers and candidates can often conduct the entire
recruitment process from the comfort of their own smartphones.
The digitisation of the industry gives recruitment agencies a unique set of challenges. Not only do they have
to stand up against giants such as indeed.co.uk and totaljobs.com, which boast strong brand recognition
as well as high-ranking search positions, but they also have to stand out against a multitude of competing
agencies.
But that’s where digital marketing comes in.
Whether rolling out a content strategy; making their website more user-friendly or responsive to mobile
traffic; creating top notch PPC campaigns; or using PR to boost their profile on the web - or indeed a
combination of these - recruiters are slowly coming around to the seemingly endless opportunities that
digital marketing can bring to businesses hoping to build their brand online and improve the effectiveness
of their marketing.
HOWEVER, AS DIGITAL MARKETING BECOMES AN INCREASINGLY POWERFUL
WEAPON IN ANY BUSINESS’S ARSENAL, THOSE WHO AREN’T IN THE KNOW ABOUT
ITS BENEFITS LEAVE THEMSELVES VULNERABLE TO FALLING DANGEROUSLY
BEHIND THE COMPETITION.
And it’s not just those who aren’t already making use of online marketing channels who need to make sure
they are doing digital marketing properly. Even if you understand the importance of digital marketing, we
know it can be difficult to keep up with best practices and get the advice you need to ensure your marketing
is as effective as possible.
That’s where we come in. In this ebook, we explain all the tools recruitment agencies need to have in their
digital marketing toolbox - from content marketing, PR and social media to SEO and PPC - and how they can
help you achieve your objectives.
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Before you can start making use of the different
strands of digital marketing, there are some
foundational elements which apply across
the whole campaign - things which we’ll keep
mentioning throughout the whole ebook:
Objectives					

Target Markets

Tracking 					Competitors
Key Performance Indicators
You must have an objective, or set of objectives in order to know
what your campaign needs to achieve. Long term objectives may be
to increase CVs or fees by a certain percentage, while shorter term
objectives may be to build brand awareness in a certain sector or
drive traffic into certain parts of your website.

Without an objective, without setting out the KPIs by which you
measure whether or not your campaign is meeting its objectives, and
without putting appropriate tracking into place in order to measure
those KPIs, you cannot create a strategic plan to ensure you are
achieving everything you need your campaign to achieve.

Finally, you need to understand the market you’re trying to reach. It is vital to know who your target
clients and customers are, what they read when they’re online, where they congregate, what inspires and
excites them, what frustrates them about their jobs and about job hunting and the language they use when
discussing the careers. You also need to understand what your competitors are doing within those markets
as well so you can learn from their successes and exploit their weaknesses.
As you read through this guide, you’ll learn how you can apply that market knowledge across all the
different channels of digital marketing, how to ensure your campaigns are successful and how to measure
that success.
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Part 1

SEARCH ENGINE
OPTIMISATION
(SEO)
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The search engine optimisation (SEO) landscape has shifted dramatically
over the past few years as search engines have begun to demand more from
recruiters than ever before to provide searchers with informative results
quickly.
Simply put, today’s definition of SEO is that it’s a technique to increase a website’s visibility through a
technical and creative process, with the aim of driving clients and candidates to a business.
No longer do search engines determine the strength of a recruitment firm through how many times you can
fit a keyword onto a page. Instead, bots crawl a site looking at how many good quality links and mentions
of a business have been made. Therefore, if you show web marketing techniques that focus on a human
audience instead of an an artificial one, you’ll be rewarded with high rankings.

HOW RECRUITERS ARE SEEN ON SEARCH ENGINES
If you’re just starting out in the world of
SEO, it’s best to keep your plan simple,
remember to be relevant and create a
good reputation for your recruitment
company, as trying to outwit Google just
won’t work.
SEO visibility isn’t evident instantly, so don’t expect to be in a search’s number one position overnight - you
need to put a lot of work in if you want search engines, particularly Google, to rank your recruitment firm
highly.
The focus at the moment is on providing a quality user experience, and good search visibility relies on
SEO through activities such as page content, website structure, usability, promotion and a fair balance
between optimising a page for search engines and trying to convert a client or candidate.
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UNIQUE, RELEVANT AND SHAREABLE CONTENT
Content is the best and most consistent way of getting a recruitment firm’s
target audience talking about, and linking to your business.
As we’ve already said, it’s no longer about keyword manipulation but about creating quality content that
clients and candidates will find useful - and if you keep adding great content, or refreshing existing pages
regularly to create a buzz about your company, it will put you in the best possible position for Google to
reward you with a high ranking.
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Keywords are still important, but there’s a focus on topic
association instead of matching. So make sure you don’t
litter your copy with a high-ranking keyword in every
sentence; it not only will get you penalised by Google, but
it’s really boring for your clients and candidates to read.

As well as creating content that is informative and engaging, promoting it in the right places is vital to
ensure you create a genuine relationship, instead of just cheap links. Social media, comment sections, email
marketing and paid advertising are useful to promote your content to those that are likely to spread it.
After all, SEO doesn’t work unless you’ve got content, likewise, without SEO techniques, such as keywords,
content wouldn’t be found and read.
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CREATE A SIMPLE, LOGICAL SITE STRUCTURE
Those who work in construction
will think about laying foundations
to ensure they create a stable
structure, and the same thought
can be applied to information on a
website.
It is vital you look at the way pages link together
in the main navigation of a website, considering
how clients, candidates and search engines will
actually use your website - remember to put
human interaction first throughout the design of
your site structure.

A sure sign of a well-constructed website is
creating a hierarchy that is accessible. Define
what your target audience requires and provide
clear links to these sections, for example,
Connections Recruitment has tabs of the areas
they recruit in, such as:

Administration,
Secretarial and PA

IT and
Engineering

Sales and Marketing

etc., with options to narrow this down further by

client

candidate

Once in “Administration, Secretarial and PA”, for example, users can then search for job roles determined
by location. It may seem second nature to navigate a website in this way, but that’s down to SEO architects
painstakingly coming up with the best way to use a website without you having to think about it.
In terms of SEO, if you make sure your website structure appeals to your audience, then a search engine
will have no problem crawling through the URLs and internal links. Other than providing a great user
experience, which is what Google is especially looking for, recruitment agencies will feel the benefit by
having every page indexed, which in turn allows new pages to be indexed quickly.
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MAKE SURE YOU’RE NOT FACED WITH GOOGLE
“MOBILEGEDDON”
Google is constantly releasing algorithm updates on how businesses will be
seen in its search engine.
A recent update was to improve the experience of mobile phone users, as over 50% of searches are carried
out on devices, so that recruiters with a mobile-friendly site are more likely to rank well. This means that
mobile phone users will be able to see content that works on their devices, meaning they will be more likely
to return to Google to search in the future because the results are satisfying.
Google has provided guidelines - one of the first times the search engine has done this - to ensure that
your site is responsive. This includes:

Avoiding Flash technologies
Ensuring font automatically resizes
Restricting scrolling to either horizontal or vertical
Ensuring links are clickable on a touchscreen
Keeping page load times to a minimum

Although Google has allowed three different options for mobile sites, responsive sites are the easiest
to maintain and can be identified with one URL, while a dynamic serving is similar but isn’t as accurate.
Using two separate websites can be a short-term solution if you’re facing “mobilegeddon”, but, in the long
term, it means you need to make sure you’re sending the right signals to Google by explaining why there
are multiple versions of the same page and which one should be listed in Google’s index. Although a nonmobile friendly page may still rank well, recruiters should still have a mobile-friendly site to enhance user
experience.

Conclusion
Failing at SEO can leave businesses facing penalties
from Google - often until the offending issues have been resolved,
which are known to last years. With barriers constantly being raised,
recruitment agencies need to put in the work to make sure they’re being
seen on search engines. If you’re not willing and succeeding, you’ll miss
out on the great opportunities available.
Just remember it’s all about aiming to create
a great user experience through relevant,
reputable and trustworthy content that satisfies
clients and candidates.

Part 2

Pay-Per-Click
(PPC)
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While pay-per-click (PPC) may not be the first
thing recruiters think of when it comes to online
marketing, there is no denying that by missing out on this technology,
you could be missing out on more business. A well structured campaign
can help recruiters target the right people with the most relevant jobs,
but having the knowledge to do so is essential.
Here, we take a closer look at how to create an effective paid strategy to
ensure you are not left lagging behind the competition when it comes to
this valuable aspect of your online marketing.

So, how does PPC help recruiters get the
most out of their services?

Read on
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PPC EXPLAINED
PPC involves advertisers paying a fee each time one of their ads is clicked.
Search engine advertising is one of the most popular forms of PPC, allowing advertisers to bid for ad
placement in the sponsored links at the top and down the side of the search engine results pages.
To build a successful PPC campaign requires in-depth research to select the right keywords, clear
organisation of campaigns into ad groups, and the creation of optimised PPC landing pages that focus
on conversions. Having clear goals in mind, which determine what your firm would like to get from the
campaign from the offset, is essential for your strategy to be a success, so it is important to take some
time to consider these before you actually get started. These could be anything from increasing enquiries,
boosted sales on specific items, or as broad as wider brand exposure. Whatever it is that you are looking for,
ensure you can track this throughout to measure the success.
Search engines reward relevant PPC campaigns that drive clicks and conversions with cheaper prices, so
quality really is key when it comes to both planning and execution.
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ENJOYING SUCCESS
As with any digital marketing strategy, the key to enjoying the highest level
of success is in the planning.
Before doing anything else, recruiters should have an extensive knowledge of their target market in order
to have the best possible chance of returns on their investment. It can be all too tempting to spend money
covering everything and everywhere from the get go, but finding a small area that you know will ensure the
best results.
Usually, the best way to commence is to identify whether you want to spend time expanding on areas you
have prominence in, or are looking to expand on those where you currently have little exposure. Knowing
which aspects of your business you intend to promote using PPC helps you know who to target with your
PPC campaign. This will enable you to tailor your ads to provide the messaging they are more likely to
respond to and the keywords they are more inclined to search for.
Having clear aims is another thing to consider before the campaign is live. Think about what you want
to gain from your PPC at the earliest possible stage. By having clear-cut objectives early on, you will find
your efforts are easily focused on ROI, so the campaigns can be expanded over time, profitably. In many
cases, objectives can act as the stepping stones that allow your company to achieve the ultimate goals
that have already been laid out. Smaller objectives could include lowering the bounce rate, or increasing
click through, which could in turn help to push up enquiries or sales - the ultimate goals of your campaign.
Alternatively, these objectives could be promoting a certain level of job or jobs in a specific sector, or
promoting a new product range to the relevant audience.
Next, it is essential to determine an ideal average figure per PPC enquiry, which can help your company set
realistic goals for each campaign. Base this figure on the sum you can potentially convert, and work your
way up - for example, how many enquiries would make it profitable on a £1,000 spend, or a £5,000 spend,
and so on. This will then help you to set an effective CPA (cost per acquisition) ensuring a position ROI,
whereby you do not have to limit the budget, should the campaigns operate well.
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KEYWORD RESEARCH
Having the right keywords set up for your PPC campaign is the foundation
upon which the campaigns are built, and will often determine the
effectiveness of a campaign.
Obviously, it is important to be specific on the terms you want to be visible for. In terms of recruitment, it
is likely that “jobs” is going to be relevant, however, think of the number of results that would emerge if you
carried out a quick Google search. Therefore, it is vital that you try not to be too broad, starting niche and
expanding out is recommended for this stage of your preparation. Negative keywords, or those that can be
excluded from your campaign, should be carefully considered in order to reduce wasted clicks and ensure
budget is utilised effectively.
For example, recruitment firms would likely use ‘jobs’ as the starting term for a PPC campaign. However,
this is obviously extremely broad, bringing several search results that are irrelevant. Therefore, it is
usually standard practice to target this term to a specific job type and location, such as ‘solicitor jobs in
Manchester’. In terms of negative keywords, recruiters could exclude use of the word ‘advice’ to ensure
those who see the ad are actually intending to apply, while also excluding other locations.

Jobs

in Manchester

Solicitor

jobs in Manchester
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STRUCTURING CAMPAIGNS
While keywords are the foundation of a PPC campaign, the structure
contributes to the relevancy, and is therefore just as important.
This aspect can be particularly tricky for businesses that have never ventured into the realm of paid search
before, but with a little know how, it can be completed quickly and efficiently. The main thing to remember
is that you should create campaigns around different themes - such as location, or sector - and then ad
groups around specific sets of words in order to ensure all your ads are as relevant as possible to the target
keywords and that your landing pages provide the information that the job seeker was expecting to find.
It is essential to have the relevance of your keywords at the back of your mind when structuring any
campaign, as this is where you will be rewarded by major search engines. Those with the top rankings may
not have paid the most money for their campaign, but simply rolled out a strategy that is well suited to their
business and clearly states their unique selling point through keywords, ad text and landing pages, ensuring
relevancy throughout.
The structure of your website is a great starting point for ensuring you are running a relevant campaign ask yourself a few questions:

Are my targeted keywords included in my ad text?
Are they included on my landing pages?
Are the pages of my website user friendly?

When creating a PPC campaign, looking at the navigation of a website is usually the first stop. If the pages
and navigation are relevant, they very often form the basis of the keywords and ad text.
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When it comes to creating the ad text for the paid advert, getting your
message across in a small space is key.
To put this in perspective, the title of your advert can be no more than 25 characters, including spaces,
then, the following two lines need to be 35 characters each. It goes without saying that this process takes
a lot of consideration, and businesses need to think strategically and logically when writing them, ensuring
they are snappy, but also portray the USP clearly and in a manner that is relevant to the keyword and
landing page.
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Extensions are available wherever possible at no extra cost, and help businesses to attract clicks more
effectively. Some of the most frequently used extensions include:
Call extensions
Allowing companies to add a telephone number to their paid advert, which can either be dialled separately
by PC users, or clicked through by mobile users. Adding a separate phone number or call tracking to this
provides an effective way of measuring the success of your campaigns.
Call-out extensions
A great way to attract clicks as they act as additional ad space for businesses to shout about their USP.
Site links
Allow companies to add extra links to relevant landing pages on the website, such as the contact us or hot
jobs section at no additional cost.
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TRACKING
As with all marketing strategies, tracking is essential in order to see where
you are performing well, along with the areas you may need to work on.
Firstly, ensure Adwords is properly linked up to your Google Analytics account, including auto tagging,
which ensures your campaign information gets added into your results, as opposed to being referred to
as ‘not set’. What’s more, make sure all goals are pulled through from Google Analytics to ensure similar
information is being tracked.
Lastly, add an Adwords Conversion Tracking code to your website, which can often help to capture users
who take time to convert and brings a further level of accuracy to your reporting.
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Conclusion
While the concept of PPC is certainly difficult to get
your head around initially, with enough effort, your digital
marketing strategy could benefit largely from it. As with many other aspects
of digital marketing, recruiters can benefit greatly from its adoption, but the
key is to be specific from the word go when it comes to your target audience
and those keywords you want to focus on.
With the right research, there is no reason why PPC
could not form an integral - not to mention valuable aspect of any recruiter’s wider marketing campaign,
helping you to expand your search for the ideal
candidates to a new and promising platform.

Part 3

Content
Marketing
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Like the recruitment industry, digital marketing
moves incredibly quickly, but many companies
are struggling to use content marketing to their
advantage1.

91%

While
of marketers use content in
their strategies, SEMRush reported that just

y
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9% of companies are fully satisfied with

their strategy - so there’s lots of room for
improvement!

But what is content marketing?

Read on
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TRACKING
Simply put, it is the production of content tailored to your audience’s needs
that is published in the places they are looking for it.
The CMI has an alternative definition - for ‘non-believers’: Your customers don’t care about you, your
products, your services…they care about themselves, their wants and their needs. Content marketing is
about creating interesting information your customers are passionate about so they actually pay attention
to you.
Content marketing is a sustainable marketing method that allows recruitment agencies to:

create and convey their brand voice;
improve brand image;
increase brand awareness;
demonstrate expertise;
support SEO;
and drive leads.

74%

The marketing strategy - which, according
to Demand Metric2, costs 62% less than
traditional marketing and generates three
times the amount of leads - has become an
essential part of a marketer’s toolkit.

of marketers believe their content marketing
efforts have led to increased brand awareness

67%
86%

of marketers say their content marketing has led
to an increase in leads
of marketers have increased content budgets
for 2015

50%

of marketers say content marketing
gives a positive ROI
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HOW CONTENT MARKETING WORKS
There are many types of content at a marketer’s disposal that can be used
to perform different functions for recruiters, or elicit different emotions
and actions from the target audience at various stages of their relationship
with the brand.
Typically speaking, content and content marketing can be used to:

entertain;
inspire;
educate;
and convince.

For example, if you create an interesting, entertaining and useful blog post that resonates with a potential
candidate or client, they are more likely to share it among their peers, increasing your brand’s reach and
making more people aware of the services you offer. Not only that, but search engines will notice people
are talking about your firm. The more this happens, the more likely the search engines will be to rank your
firm’s website in their results pages, as people regularly talking about a firm is a sign of a brand that is doing
something right.
At the same time, creating educational or informative content, such as a whitepaper or ebook, helps to
demonstrate thought leadership, meaning clients and candidates see you in a positive light, and more
importantly gives them confidence in your abilities as a recruitment firm. This kind of content can help to
persuade people to take that final step and get in touch with you.
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KNOW WHAT YOU WANT TO ACCOMPLISH
Before beginning a content marketing campaign, take some time to think
about your marketing objectives.
Your objectives could be anything from the list below:

Attracting new candidates and clients to your site
Increasing your website’s conversion rate
Growing your reputation as an expert in the recruitment sector
Building relationships and partnerships with influencers in the recruitment industry
Increasing engagement with candidates and businesses
Growing your base of loyal/repeat candidates or companies

Once you’ve chosen your goals, you then need to decide the metrics with which your goals are going to be
measured. After all, how can you tell if a campaign has been a success if you have no way of measuring it?
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GET TO KNOW YOUR TARGET AUDIENCE…
OR RISK FAILURE
Let’s go back to the quote at the beginning of this chapter:

Your customers don’t care about you, your products, your services…they
“care
about themselves, their wants and their needs. Content marketing
is about creating interesting information your customers are passionate
about so they actually pay attention to you.

”

You can’t produce a focused, objective-driven and ultimately successful content marketing strategy without
knowing what your target audience, whether that’s clients or candidates, is looking for.
Time should be spent figuring out what your audience requires from a
recruitment agency, what entertains them, what challenges they face in their
work, what will make their life easier, and what will make them come back to
you for more. Reading forums, analysing social media platforms and making
note of frequently asked questions by your clients, candidates and prospects
will all help you to build a picture of what kind of person or group you should
be targeting.
It is also useful to look into what content is being produced by your competitors, so you can see what has or
hasn’t worked well among your target audience, as well as notice and exploit any missed opportunities.
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GET YOUR CONTENT OUT THERE
Once you understand what you want to achieve and who your target
audience is, it’s time to get creative and put together a solid content
strategy and editorial production calendar that will give you the best
possible chance of meeting your marketing objectives.
And from there, you need to create the content you have planned in your strategy.
However, once you have created your content, your work isn’t over yet. The final stage, which could make
or break your content marketing strategy, is getting it in front of your target audience. Will it be worth all
that time spent developing your content if none of your target audience actually sees it?
Each piece of content requires a tailored approach to promotion, so you can maximise on exposure and
make sure you stand out in this intensely competitive environment.
So think about:

how, and how often, you are going to share your content on social media;
how you are going to get it in front of key industry influencers;
how you alert journalists and publications to its existence;
which other sites you can post it on;
how you can repurpose it to target different audiences with different content consumption
preferences;
and so on.

Conclusion
Content is the voice of your company online.
Content is the voice of your company online. Would you rather yours be
an authoritative voice that educates, informs, entertains and continually
attracts your target audience through effective content marketing?
Or would you rather ignore content marketing and
ensure your voice is frequently drowned out by the
competitors who have more to say? The choice is
yours...

Part 4

Public Relations
(PR)

29

Think of a stereotypical PR person and you
probably picture someone who is good with
people, well connected and adept at selling an
idea to their target audience.
This description could be just as easily applied to recruiters, who
rely on having many connections within hiring organisations, not to
mention the number of contacts among current, past and potential
candidates. Recruiters understand their clients’ businesses and know
that the right employee can bring invaluable benefits to the company.
Similarly, recruiters are adept at packaging a role to ensure it is
appealing and engages with the right person for the job. With this in
mind, introducing elements of PR best practice to your personal and
company-wide recruitment process could be a simple step that brings
multiple advantages.

Read on
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KNOW YOUR TARGET AUDIENCE
The first step of any strong PR campaign is to look at your target audience
and aim to understand their every need.
If you are hoping to attract more hiring companies to engage your services, you need to show them that
you are completely in tune with their industry. This is where it helps if your recruitment agency has sector
specialisms, as you can really hone in on the problems, needs and issues facing businesses in this field.
Immerse yourself completely in that industry; get to know its news agenda, the publications most widely
read and the sector’s key figureheads.
Trigger calendars are frequently used by PR agencies
to build a picture of events occurring within different
industries throughout the year. These typically include:
conferences, exhibitions and events, the introduction of
new legislation, peaks and troughs in demand for products
and services, government announcements and national
events affecting that particular sector.

21s
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The process of creating such calendars forces you to
research the industry in great detail, and the result is
that you are already ahead of the game when it comes to
knowing what issues your clients are facing at any given
moment in time and how these impact their staffing needs.
Networking plays an equally important role within PR and recruitment. When the recruitment industry
first gained traction in the 20th century, recruiters and PRs relied on traditional methods of building up
their contacts books, and face-to-face meetings were crucial. The advent of telemarketing and the internet
took over, but now many people are returning to traditional networking techniques, realising the huge
benefits that face-to-face contact can bring. Teaming this with new intuitive technology gives PRs and
recruiters more opportunities than ever before to develop a strong, effective network of contacts.
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BECOME A THOUGHT LEADER
Once you understand your target audience you can begin to identify the
subjects that interest them.
For clients and candidates alike, there might be a particular piece of pending recruitment legislation
that will affect them greatly, but there is still confusion about what it actually means. If you are able to
understand the subject and explain it well to your clients and candidates, you can become their go-to expert
in this field, as well as engaging potential new contacts searching for information on that subject.
Providing written content is one way to show expertise, which can be shared through your company
website and sent directly to clients and prospects. But if you can speak about this subject on a neutral
platform, such as within a key industry publication or media outlet, you can achieve an even greater level
of authority. Going back to your target market research, explore the publications most relevant to your
audience and offer your own expertise on subjects currently being discussed.
You might consider hosting events, such as roundtables, summits and training sessions where these issues
can be discussed in person with those who are most affected. As well as the immediate PR benefits of these
events in raising your personal and company profile, you can also achieve inspiration for future written
content on the topics discussed and of course make new connections in person and via social media activity
surrounding the event.
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MANAGE YOUR REPUTATION
The recruitment industry has had its fair share of criticism, especially so
during the past 12-24 months with issues such as zero-hours contracts,
agency workers regulations and taxation processes coming under fire.
Yet recruiters have played a key role in driving the UK’s recovering economy, sourcing and supplying
workers on temporary, permanent and fixed-term contracts to meet the needs of businesses across all
sectors. It is likely that recruiters will always face a certain level of negativity, but this arguably creates a
better opportunity than ever before for the individuals and agencies to turn things around.
Most recruiters will be familiar with the importance of a strong employer brand, often advising clients on
how best to achieve this in order to attract top quality candidates. It is the same for your personal brand
and that of your agency; if you gain a strong reputation for being an effective and knowledgeable recruiter
you will inevitably become more successful at sourcing similarly high quality candidates and clients. Social
media plays a key role here and is discussed in greater detail in our dedicated chapter.
But you can also communicate a strong brand by promoting your personal and company successes through
press releases and newsletters. New client wins, record numbers of client placements, company-wide
successes, and charitable activities and events can all form the basis of strong press releases that can be
shared with relevant media outlets, clients and prospects.

Conclusion
Recruitment is a competitive and crowded market.
and it is more important than ever before to ensure you stand out from your
peers and offer your clients and candidates a targeted, efficient approach
that best serves their needs.
Adopting these simple PR techniques can help to
make your voice heard in an industry that is home to
some notoriously loud voices.

Part 4

Social Media
Marketing

35

Social media marketing - the process of marketing a brand using social
media websites - is now an integral part of any marketer’s arsenal.
In March 2015, there were 936 million daily active Facebook users3, while there are currently 302 million
active Twitter users each month4. LinkedIn has more than 360 million worldwide members5 and Snapchat
users send more than 700 million photos and videos every day6. Some 300 million people use Instagram
every month - and that’s without mentioning Pinterest, Google+, Ello, Vine or Foursquare.

Every brand worth its salt now has numerous social media
profiles, and it’s commonplace to see companies of all sizes
- from one-man-bands to multinationals - engaging with
social media users, sharing content and answering queries
on social media on a daily basis.

In recruitment you’ll find the same thing - I’m sure you’d find it highly strange if your biggest competitor
didn’t have a Twitter or LinkedIn account. And because all of your biggest competitors are actively using
social media, it means you are competing for users’ attention on a daily basis - a huge reason to put real
thought into your social media marketing and to try and do it as effectively as possible.
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WHY SHOULD I DO IT?
With so many people actively using a range of different social networks and
technically just a click of the mouse away, it’s clear to see why social media
marketing is so appealing.
A chance to improve the image of a recruiter and provide insight into the personality of its agents? Tick. An
opportunity to demonstrate the expertise held by the brand and attract clients and candidates alike? Tick.
A platform upon which you can send relevant traffic through to the brand’s website and improve brand
awareness? Tick.
Well, that’s the general idea, but unfortunately it’s not as simple as setting up a few company profiles and
follower numbers - and business - going through the roof. The benefits listed above are very real, but to
achieve them it requires effort, creativity, organisation and strategic thinking. But that’s not to say it’s not
worth it.

READY-MADE FOR RECRUITMENT
In addition to the numbers outlined in the introduction, recruitment agents and marketers at recruitment
firms will find the following statistics make happy reading. According to research carried out by Jobvite:

67%

of job seekers who
use social media use
Facebook

45%

of job seekers who
use social media
use Twitter

40%

of job seekers who
use social media use
LinkedIn

Although lower income job
seekers are least likely to use
the network
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MOBILE JOBSEEKERS
What’s more, research carried out by our client Sellick Partnership pointed
to the fact that job hunters are more than willing to search for their next
opportunity while on their smartphones.
The firm found more than 60% of Britons agree that smartphones have revolutionised the way they look
for jobs and that more than ever they are searching for new opportunities while watching TV, in bed, at the
pub, on public transport or even at work.
Given that social media apps are a big part of modern-day mobile phone usage, and knowing that social
media is a popular pursuit of the average smartphone user, it’s fair to say that being active on social media
will give you a great chance of getting in front of active job seekers on a more regular basis.

M o re a n d m
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se e ke rs u se
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o u t a nd a bo
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INSIGHT INTO CHARACTER
For the most part, candidates have a lot of choice when it comes to choosing
a recruitment firm. Just think about the number of competitors that are
operating in your specific sector at the moment.
When it’s difficult to discern the difference in levels of service that candidates are going to receive if they
were to work with this recruitment firm or that, a common deciding factor is whether they think they would
enjoy working with the people at the firm. And that’s where social media comes in, offering you the chance
to really show prospects the personality of your consultants and the core values of your company.

Consider it an extension to your ‘About Us’ website page, on which you can continue to reinforce your
brand voice, show off about the cool events and charity initiatives your staff undertake and, if you like, post
pictures of the day-to-day antics taking place in your offices (within reason!).
And when your consultants themselves are active on social media, this does even more to offer that insight
into the people behind the firm.
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TARGET THE PASSIVE CANDIDATE
An important point about marketing a professional services firm like a
recruitment agency that is often forgotten is that, on the whole, prospective
candidates only look for a recruitment firm when they are looking for a job.
So, what kinds of questions might go through candidates’ heads when choosing a recruitment firm?

Which firms have I already heard of in my industry?
Do they have job vacancies that I am looking for?
Have they had success placing people like me before?
Are they experts in the industry?
Do they have clients that I’d like to work for?
Now, believe it or not, social media can help bring your firm to the forefront of prospects’ minds for each
and every one of those questions.
Let’s have a look how:
Which firms have I already heard of in my industry? Well, I’ll check out Recruitment Agency X
because I remember they published and promoted a range of ebooks that really helped me in my
current job.
Do they have job vacancies that I am looking for? I’ve connected with that consultant from
Recruitment Agency X and they regularly post about my area of work, I’ll have a look at their
vacancies.
Have they had success placing people like me before? I’ve seen Recruitment Agency X post links
to case studies on LinkedIn, I’ll check them out and see how they’ve helped other people in the same
situation.
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Are they experts in the industry? The quarterly industry report produced by Recruitment Agency
X seems to suggest they certainly are.
Do they have clients that I’d like to work for? I remember Recruitment Agency X published a Q&A
with my dream employer, I’ll get in touch with them.

Ask yourself, when candidates are looking for
a recruitment agency, how would they ever
consider your firm if they’ve never heard of
you? If you use social media and digital content to target
passive candidates, increase your brand awareness, demonstrate
expertise, provide insight into your core values and show off about
your past successes, you give yourself a good chance of becoming
the first recruitment agency a candidate thinks of when they need
one.
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HOW?
So, what do you need to do to
ensure you have more success
with your social media marketing
and achieve your objectives?
Check out the following quick tips:

CHANGE THE WAY YOU
THINK ABOUT SOCIAL MEDIA
Remember: people use social media
to satisfy their own needs - if you don’t
provide them with information they
want or need, they’ll never think about
following you. On social media, the
power is in the hands of the audience
Remember: it’s social media, not sales
media
Remember: it’s social media, so
be sociable. Talk to people, share
interesting content and don’t just talk
about yourself. On social media as in
real life, this won’t encourage people to
engage with you

PLANNING AND DELIVERING YOUR
CAMPAIGNS
Define your objectives - what do you want to
achieve?
Define the metrics you’re going to use to
measure the success of your campaigns?
Define the key messages and USPs you want to
convey
Understand your audience - carry out target
market research, competitor research and
industry research
Build a list of influential social media users in
your space and begin engaging with them
Identify the themes and topics you want to
discuss on social media and brainstorm ideas for
campaigns, competitions and content
Plan a mix of content: company news,
educational content, entertaining content,
industry news, advice and guidance, content
aimed at clients, case studies, testimonials,
competitions, jobs and so on - not just jobs
Create a campaign calendar - assign realistic
timeframes, outline division of responsibilities
Spell check your updates - misspelled words and
poor grammar could put prospective candidates
off the idea of working with you
Measure the success of your campaigns with
social reporting software, Google Analytics,
Twitter Analytics, Facebook Insights, and so on
Review your campaign - what worked? What
needs to change?
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LINKEDIN

TWITTER

The perfect social network for recruiters, LinkedIn
- an exclusively B2B platform - should be your first
port of call on social media.

Post high quality, shareable content

Post high quality, shareable content

Post regularly throughout the day
and at peak audience times - free tool
Followerwonk can help you understand
when your audience are most active on
Twitter

Post regularly throughout the day
and at peak audience times - free tool
Followerwonk can help you understand
when your audience are most active on
Twitter

Post updates with images

Post updates with images

Engage with followers and keep in touch
with clients and placed candidates

Engage with followers and keep in touch
with clients and placed candidates

Conclusion
Social media has become an essential digital marketing
channel for companies of all shapes and sizes.
But in a sector built on attracting passive and active candidates, social media
can tick many boxes for recruiters.
Just remember these three things:

1 Your social media marketing will never be effective if
you don’t put the needs of your target audience first

2 Remember to target both passive and active candidates
3 Stop just posting jobs!
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Marketing
Checklist

SEO
Create informative, engaging and shareable content
Optimise keywords to match relevant searches
Promote content in the right places to create genuine relationships
Build a simple, logical hierarchy on your website that is easily navigated by users
Ensure your site is mobile-friendly to maximise on increase in usage

PPC
Know your target audience and find a small area to promote to, so you can get the best
results
Determine how much you want to spend, so you can set effective goals
Keyword research is the foundation to any campaign - start niche and work your way out
to get the biggest impact
Ensure you make the most of your ad text - snappy, relevant and portrays your USP
Track your results to see how effective your campaign is
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Marketing
Checklist

CONTENT
Find out what you want out of your content campaign and how you will measure success
Figure out what your target audiences requires from a recruitment agency
See what your competitors are doing to understand what works and find gaps in the
market
Create content that combines the different functions - entertain, inspire, educate and
convince
Decide how you will approach promotion to maximise exposure and make you stand out
from the crowd

PR
Get to know the industry and your target audience
Create a trigger calendar of events occurring in relevant industries
Build up your contacts through networking
Explore the publications which are best suited to your audience to promote content
Manage your reputation by sending out press releases and newsletters about the business
and on social media networks
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Marketing
Checklist

SOCIAL MEDIA
Show the character of your company and your consultants to stand out for the crowd
Target active and passive candidates to become an agency they think of right away
Ensure you’re being sociable, not just posting about jobs and meeting your audiences
needs
Define your objectives and plan your social media campaign
Tailor updates to match the social network, for example, Twitter should have an image with
each update

About the
Contributors
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FIONA WHITE
HEAD OF PR

GRAHAM ALLCHURCH
HEAD OF CONTENT

Fiona heads up the PR department at I-COM
and is responsible for overseeing PR strategies
and outreach campaigns for e-commerce,
recruitment, legal and IT clients across the
business. Since joining I-COM in 2014, Fiona has
secured media coverage for the business and
its clients in regional, national and trade press,
including the Manchester Evening News, the
Guardian and the Recruiter, along with regular
review opportunities on some of the UK’s most
popular blogs.

Graham is head of content at I-COM, responsible
for overseeing and developing the company’s
content marketing and social media marketing
offerings, processes and output. Since 2013,
he has supervised the production of content
strategies, social media campaigns, web copy,
infographics, whitepapers, reports, guides,
blog posts, videos, competitions and more,
for clients in a range of sectors. Graham has
worked extensively in the recruitment sector,
and has presented at numerous industry events,
including the APSCo marketing forum and the
Recruitment Leaders roundtable discussion.

LAURA TURNER
CONTENT STRATEGIST
LIAM HUGHES
COPYWRITER
Laura is one of three content strategists at
I-COM, a role which sees her create and carry
out content marketing strategies for a wide
variety of clients. She joined the company in
July 2014, and since then has helped clients in
various industries promote their brands through
the production of high quality content.

Liam is a copywriter at I-COM, and is responsible
for producing content and social media updates
for content marketing strategies. He has been
with the company since June 2014 and has
carried out work for many clients in a variety
of industries, helping to promote their brands
online.

About
I-COM
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We’ll help you develop your presence, build brand awareness and increase
conversion rates.
We are an award-winning online marketing agency. We use our skills in design, development and marketing
to take your ideas and turn them into effective digital strategies to improve your achieve success for your
business. We’re flexible, creative and excited about what we do.

I-COM’S GROWTH
Over the last decade, we’ve evolved from a tiny office with a few employees in Fallowfield, Manchester, to
a spacious modern city centre office on Portland Street, with a workforce that has quadrupled in size. Our
growth is down to the dedication to developing a strong and relevant web presence for our clients.
How we work
We think holistically, producing carefully-constructed campaigns that deliver tangible results for clients of
all sizes. Our design and development work is creative, innovative and effective, and we always build with
multiple devices in mind, so our clients can maximise on online traffic.
We adapt and change as the digital marketing sector develops, always looking to identify new opportunities
and techniques to deliver a great return for our clients.

WHAT WE HAVE DONE
We have developed targeted platforms that provide functionality that helps drive returns and minimise
costs, including an enhanced Magento offering for recruitment agencies.

OUR RECRUITMENT PLATFORMS ARE SCALABLE AND CAN BE CUSTOMISED
ON A CLIENT-BY-CLIENT BASIS.
We have designed and built our own blog platform called Gazeebo that encompasses blog posts, news
items and social media activity in one place - everything a business needs to share with its target audience.

Thank
You
I-COM

facebook.com/ICOMnet

131 Portland Street,
Manchester, M1 4PY
T: 0161 402 3170
E: info@i-com.net

twitter.com/I_COM
linkedin.com/company/i-com
instagram.com/i_comnet/
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