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Careers Sites

A careers site is a primary showcase for your employer brand and a 
crucial weapon in the war for talent. Our research has shown that 80% 
of UK jobseekers still regard a careers site as the best way to evaluate 
a potential employer. Furthermore, LinkedIn’s Global Recruitment 
Trends survey found that 61% of talent acquisition leaders thought 
they were the best channel for employer brand building. 

Indeed, a recent survey by the Forum for In-House Recruitment 
Managers found that:

•	 85% of recruiters considered their careers site as their top 
sourcing channel

•	 But only 40% of recruiters were happy with their current 
careers site

Therefore, getting your site right is not easy, but it is vital as that’s 
where	many	of	your	candidates	will	look	first	when	seeking	jobs	and	
deciding whether to apply. 

So how do you create a careers site that delivers results and plays 
a key role in hiring talent? Over the following pages, we take you 
through the basics.
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Careers Sites

The best sites align their structure, functionality, design and content to deliver a 
great user/candidate experience, sell the employer propositions, act as a window 
for your culture and convert visitors into applicants.

In our experience a great careers site needs to make sure that:

It works
Too often the functionality of a site is ignored in favour of long discussions about 
style and photographs. If you’re providing a candidate with an experience that’s 
slow, clunky or simply broken, then you’re losing the war for talent before it’s even 
begun. Navigation must be simple, smooth and direct people to relevant pages. 
On average, 50% of visitors wish to apply after one page so make the call to 
action	easy	to	find.	Robust	cross	browser	testing	needs	to	ensure	that	it	runs	on
the most popular web browsers, if not, you’re saying goodbye to a large slice 
of your potential applicants. 

It segments your audience
Your site will only succeed if it is structured to segment your audience in order to 
serve them relevant content and the user experience they are seeking. So if they 
are ‘transactional’ and wish to complete a swift application then enable them 
to do so, or if they are ‘browsers’ then serve them rich content to give them a 
rewarding experience. You should also divide your audience by skillset/seniority 
as the information an experienced hire might seek before making an application 
could	be	different	to	that	sought	by	emerging	talent.	

It’s authentic
Your website needs to celebrate your employer brand and honestly portray 
the employee experience. It’s important for readers to quickly understand your 
propositions and get a feel for your culture, so your site needs to exude your 
personality and culture.

But it also needs to be believed. Humanise your tone of voice and be realistic in 
your statements. Your audience is accustomed to a world of customer reviews on 
Amazon, Trip Advisor and Glassdoor. They have an in-built ‘BS’ detector when it 
comes to claims made on the internet and they’ll quickly see through yours if you 
pretend that everything is brilliant with your company. 

What makes a good 
careers website?
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It’s different
Lots of careers sites look like careers sites. 
There may be safety in numbers but there’s not 
so many numbers in safety. If you want to have 
a truly successful site then you need to be bold 
and stand out from your competitors. It doesn’t 
mean you have to be wacky or controversial, 
but it does mean delivering something that 
stands out from the crowd. The site also needs 
to be distinct from your corporate site as 
candidates will chose to join you for very 
different	reasons	to	those	which	will	drive	them	
to become a customer.

It’s responsive
Think mobile up, not desktop down. Your site 
needs to be responsive and automatically 
change its appearance, copy and content to 
take account of screen size. It’s probable that 
over 50% of your visits will come from mobile 
devices. If your site collapses into a heap of 
pixels on a smaller screen, then you’re alienating 
a large part of your audience. What’s more, if 
your site isn’t responsive then Google will not 
show in the results of searches conducted on a 
mobile device. 

It’s social
We understand that social media isn’t always at 
the top of the agenda of recruiters. However, it’s 
becoming	an	increasingly	popular	way	of	finding	
a new job and researching an employer. Does 
your	site	offers	access	to	social	media	channels	
such as LinkedIn and Facebook? Does it 
integrate with them? If not, you’re missing out 
on a proven way of creating a new talent pool.

It converts 
Persuasive copy, engaging content and clear 
call	to	action	channels	should	all	encourage	first	
time visitors to apply. However, we also need to 
recognise that changing jobs is a big decision, 
and	candidates	might	not	apply	on	their	first	
visit to your careers site. Dynamic content (such 
as blogs, social feeds, live chat, job feeds, vlogs 
and podcasts) will give the returning visitor 
something new to engage with. Write in depth 
about the subjects your audience will search 
for and use obvious calls to action to funnel 
readers into the application section. 

It’s engaging
This is simple common sense. If people cannot 
relate to your words, videos and pictures, then 
they’ll	quickly	find	something	else	to	look	at	on	
the internet. Content needs to be carefully 
focused on the audiences you want to 
reach: what matters to them and what they’re 
looking for in a future role. You can also create 
engagement	through	gamification,	quizzes,	
blogs, surveys and chat bots, all enhanced by 
elegant navigation.

It’s up-to-date
Too often, careers sites are launched then left 
unloved for years. The results are predictable: 
a	site	that	is	no	longer	fit	for	purpose,	looks	
outdated and simply can’t compete with fresher 
competitor sites. Stale content will also see you 
falling down the SEO rankings. Update your 
blog, keep content fresh, generate interaction 
and	you’ll	find	that	people	come	back	for	more.	



www.creedcomms.co.uk

Careers Sites

In	our	experience,	a	‘one	size	fits	all’	mentality	simply	doesn’t	
work for careers sites. Your culture, employer brand, target 
audiences, budget and resourcing strategy will make a bespoke 
approach essential.

As with any form of communications, you should consider what 
your audience wishes to hear before thinking about what you 
have to say. So, understand what visitors want to know, who are 
they comparing you to and what do they wish to achieve, before 
deciding what you want to communicate, how you want visitors 
to feel and what actions you’d like them to take.

Above all, before worrying about pictures, colours and straplines, 
ask yourself what your careers site is actually trying to achieve. 

How to get started
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Writing copy
The words you use on your careers sites will be crucial in attracting the best talent. 
Your copy to needs to highlight and reinforce your employer brand. It needs to 
understand the motivations of those reading and who you’re trying to attract. You 
also need to consider the space and channel you’re using. Online writing generally 
needs to be much shorter and punchier as people are less inclined to read long 
screeds of text onscreen.  

If possible you should create a tone of voice document for all your website 
communications	so	different	authors	can	provide	a	consistent	style.	It	might	even	
be	sensible	to	create	templates	for	the	different	roles	you	offer	where	certain	
paragraphs and descriptions are used every time. This can both save time and 
provide structure to the job listings you create. 

In website copy less is more, so keep editing until everything that appears on the 
site is interesting and compelling to the reader. 

In short, don’t be boring.

Using video
YouTube is the second most used search engine and the consumption of online 
video	has	exploded	in	recent	years.	If	you’re	not	using	film	to	help	promote	your	
employer	brand,	then	you’re	missing	out	on	a	highly	effective	marketing	tool.	
Candidates would much prefer to absorb your messages by watching than go to 
the	effort	of	reading.	Video	offers	the	opportunity	to	inspire	people	and	for	them	to	
see your workplace, meet your people and feel your culture without the need for 
hundreds of words. 

We’d recommend you deliver a range of video to your audiences – from short 
social	media	snippets	to	longer	topic	led	films,	from	pieces	generated	by	your	
people on their own phones to more professionally produced work. All must 
have the ring of authenticity and support your people promises.

Once created, try to extract as much value as possible from your video assets. 
Feature them on the front page of your careers website and share them on 
social media. 

Getting the content right
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It’s no good having your beautiful site hidden in the darkest recesses 
of the internet, never to appear when people are searching for 
opportunities. Your site needs to be structured, written and optimised 
so that it appears high in the organic search rankings for relevant key 
words on Google and Bing. 

Your site should also be supported by a range of other online marketing 
channels such as email, content, display, PPC, mobile, behavioural, 
programmatic, audio, remarketing and social.

As you can imagine the creation of a successful marketing campaign 
to drive the right people to your site for the right reasons is a subject 
in itself and is covered in a number of other guides.

Promoting your careers site 
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The launch of your site is only the beginning of the journey. You 
should deploy analytical and user experience software that reveals 
visitor behaviour so that you can change the content and design of 
your site to optimise performance. 

You might wish to measure:

• Visits
• Unique visitors
• Location of visitors
• Time on site
• Bounce rate (this can be misleading)
• Referral sources
• Content engagement
• Applications

It’s important to remember that these stats alone won’t give you 
the complete picture of how successful your site is. You need to 
track	a	variety	of	audience	segments	from	initial	interest	(off	the	site)	
through	to	offer	using	media	performance	tracking	software.	You	
should also deploy onsite surveys, analyse the use of your search 
function and Chat now software to understand what content visitors 
are seeking that isn’t currently available. In this way, you’ll have 
valuable insight to enhance your web site and improve any areas 
of weakness.

You must review your site regularly – even to the point of posing 
as a mystery shopper and making applications. If something 
isn’t working then amend it, if your target audience changes then 
adjust the site. At all costs keep your site fresh.

Measuring success



www.creedcomms.co.uk

Careers Sites

A well-considered, fully functioning careers site is still an extremely 
powerful	attraction	tool	so	it	deserves	your	time	and	effort.	Hard	
thinking at the start to decide what the website is for before any 
design takes place. Hard work to create content that resonates with 
the intended audience. Genuine commitment to maintain and keep 
things fresh in the months and years after launch.

If you’d like to know more about creating or refreshing your careers 
site then Creed is happy to help, so please get in touch.

Tel: 0161 359 5999  |  Email: hello@creedcomms.co.uk

In summary

Careers Sites
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