
Introduction to 
Recruitment 
Marketing



What we do…
A lot of the work we do here at 
Duo is a bridge between 
recruitment and marketing. We 
believe that good recruiters could 
take a leaf out of the book of good 
marketers by using some of their 
approaches when attracting talent. 
Marketers drive the company 
brand, recruiters drive the 
employer brand; marketers build 
customer databases and seek to 

engage sales, recruiters build 
talent pipelines and seek to 
engage potential talent. 
There are a number of ways 
that you can build effective 
marketing tools into your 
recruitment strategy.



Out of all recruitment sources an 
effective employee referral 
programme nets the highest ROI



Rewards…

Referral Programme:
Most companies have a loosely termed 
employee referral programme, however, 
most are unclear, a pain to administer, 
and net very few results – it doesn’t have 
to be like this. An effective employee 
referral program doesn’t have to be 
complicated. 
Follow some simple steps to begin seeing 
results. 
Establish a reward:
First off, you need to establish reward – if 
this is going to be cash, make it significant 
– £50 is not going to move anyone. 
Most big organisations offer cash 
incentives in the thousands, as they 
understand the cost saving they are 
making by not having to use other 
recruitment tools. 

Our recommendation would be to steer 
clear of cash rewards and suggest 
something a little more innovative. 
This works for small and large 
businesses alike and can be tailored to 
your budget. 
It could include something as simple as a 
few extra days holiday or a weekend 
away, or you could have a prize draw 
where every referrer gets a small bonus 
then is entered into a prize draw for a 
larger one such as a holiday. 
Typically employees prefer rewards that 
they can share with a partner or family 
rather than company group rewards. 
Don’t forget that often even just a 
handwritten thank you from the CEO can 
go a long way.
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Tips…
Innovation:

Think of a way you can stand out. 
Create ambassador cards that 
employees can hand out to potential 
referrals or create a video that they 
can email out. If you are running an 
extensive campaign, make sure you 
brand it – UPS branded one of their 
campaigns as “Lighten the load” and 
included a simple text referral 
platform. 

Educate and Simplify:

Often employee referral programmes 
are so complicated they become a 
burden to carry out. Employees often 
don’t know where to look for referrals. 
Look at how you can educate and 
simplify – for example, provide 3 key 
skills you are looking for; give 
employees questions and ask them to 
name a person for each (i.e. best 
performer you have every worked 
with?) or have a lunchtime referral 
hour where you pay for lunch and all 
employees spend an hour reaching out 
to potential referrals via LinkedIn or 
social media. 



Launch an innovative recruitment 
advertising or PR campaign. 



Attract…

Recruitment Advertising:

Job advertising is probably one of the most 
commonly used recruiting tools, despite it 
being one of the worst performing. The 
reason a job advert normally fails is that it 
is not created with its target market in 
mind. When you advertise a job you are 
normally competing with several others in 
your category – how does yours stand out? 
This concept is really pretty simple – make 
sure your job advert reflects your company 
and will attract the person that you are 
looking to hire. Job descriptions are not job 
adverts – be more creative!

Be Consistent:
If you say you are an innovative and 
creative company then why would you 
post a standard, boring job advert? Make 
sure your adverts reflect who you say you 
are to your market. 

Know your Audience:

Who are you looking to attract? If you are 
looking to attract a creative designer would 
they be attracted to a text job advert, or more 
to an advert with an innovative design? 

Equally, an analyst may not be attracted to a 
picture advert, but may be more excited by a 
mathematical problem – it worked for 
Microsoft!

Think outside the box: 
Who says your job advert has to be a static 
piece of copy or picture design? What about a 
job advert video? Or an interactive piece on 
social media? You could even combine the 
two by having an online banner advert that 
points to a recruitment video on your site, or 
a print advert with a unique scannable code 
that points to a recruitment site. The key here 
is to be different, if you are going to spend on 
advertising make sure you stand out.



The message…

Recruitment PR:
In addition to recruitment advertising, PR 
can be a great way to increase traffic of 
potential applicants to your desired 
career site. In its traditional form PR is 
most often used to build a company 
brand in the market with potential 
customers, or raise awareness of a new 
product/service launch, but it is just as 
effective when used for recruiting, and it 
doesn’t need to be complicated. 
Establish your Message:
The key to good PR is to establish a 
consistent message and communicate 
this over a period of time. Your message 
may depend on the stage of your 
business, but if you have recently 
redefined your employer brand this 
could be a great start. Communications

should not be directly sales driven and 
ideally have a news angle or 
informational purpose, but it is 
important to weave your employer 
value propositions through your 
content. 
Decide on your Medium:
As important as your message, is your 
medium of communication. Online 
content is a great option for those with 
a tighter budget and there are online 
news sites that offer campaigns from 
as little as £200 per month. Make sure 
that where you choose to advertise is 
relevant to your target audience. 
Make the most of any PR through 
promotion on social media, with clients 
and on your own site. 



Marketing…
Talent Pool:

One of the most valuable tools you can have 
when trying to build talent communications is a 
well maintained talent pool and database. 

To attract top talent you need to talk to them on a 
consistent basis. Cold recruiting does not work for 
the best candidates who often want to form a 
relationship with a business before considering a 
move. On this basis you need to build a pool of 
desired candidates and communicate with them 
on a regular basis. For thriving businesses this is 
often something that can fall apart during busy 
times. By building a strong database you can 
utilise email marketing to keep your talent pool 
engaged in between personal communication. 



To finish…
Hopefully we have 
provided you with 
some ideas to begin 
to implement some 
recruitment 
marketing strategies 
into your business 
but if you would like 
to discuss other 
ideas or have any 
recruitment 
challenges, we 
would love to talk to 
you. 

It is important 
that your 
message is 
right for the 
group you are 
looking to 
target. 

Remember these are 
typically not average 
candidates, they should be 
some of the best in the 
market, so make sure your 
communication is relevant 
and interesting. 

You can email us directly at info@duoglobalconsulting.com 


