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Social media for recruiters

•	 Research	firm	Aberdeen	Group	says	that	73%	of	18	to	34-year-
olds	found	their	last	job	through	a	social	network

•	 According	to	Jobvite,	59%	of	recruiters	rated	candidates	sourced	
from	social	networks	as	“highest	quality”	

•	 A	report	by	Glassdoor	states	that	79%	of	job	seekers	use	social	
media	in	their	job	search;	this	figure	rises	to	86%	of	younger	job	
seekers	who	are	in	the	first	10	years	of	their	careers	

•	 A	recent	SHRM	study	found	that	84%	of	US	organisations	are	
now	recruiting	on	social	media;	only	56%	were	doing	so	in	2011. 

In	short,	many	of	the	people	you	want	to	recruit	are	using	social	
media	to	find	their	next	position.	And	many	major	companies	are	
now	using	social	media	to	build	their	employer	brands	and	hire	
exceptional	talent	at	a	relatively	low	cost.	

However,	this	doesn’t	mean	that	social	media	is	‘easy’	or	every	
company	is	using	it	successfully.	Social	recruitment	is	still	in	its	
youth	and	a	lot	of	mistakes	are	being	made,	even	by	the	biggest	
brands.	Likewise,	there	is	still	a	significant	role	for	traditional	
forms	of	recruitment	and	social	media	is	unlikely	to	be	the	sole	
solution	to	the	recruitment	challenges	you	face.

What	social	media	does	offer	you	is	a	chance	to	create	a	long-term	
strategy	for	building	up	an	army	of	potential	recruits	who	understand	
and	appreciate	your	company	and	what	it	stands	for.	It’s	not	about	
selling;	it’s	about	engaging	and	educating	people.	Social	media	takes	
time,	investment,	patience	and	constant	attention.	But	the	results	
can	be	exceptional.	

So	maybe	you	should	start	taking	advantage	of	the	recruitment	
opportunities	offered	by	our	digital	world?	In	the	following	pages,	
we	briefly	outline	what	you	need	to	think	about	when	planning	and	
implementing	your	social	media	strategy.

Are you using social media as part 
of your talent attraction strategy? 
If not, then you’re being left behind. 
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The	first	step	in	your	social	media	journey	is	research,	hard	thinking	
and	careful	planning.	You	need	to	be	able	to	answer	the	following	
questions:

•	 Who	are	we	trying	to	recruit?	

•	 Which	social	media	channels	are	they	using,	if	any?

•	 What	do	we	want	to	say	to	them?

By	answering	these	questions	can	you	narrow	down	your	social	
media	focus	and	ensure	that	the	right	messages	are	going	to	the	
right	people	in	the	right	places.	

A	very	useful	way	of	focusing	your	efforts	is	through	the	creation	of	
personas:	fictional	characters	that	represent	members	of	your	target	
audiences	with	similar	behaviour	patterns,	attitudes	or	motivations.	
Creating	these	personas	can	inform	your	content	creation	and	
engagement	tactics.	

This	does	not	have	to	be	a	complicated	process	and	simple	
personas	can	be	generated	from	information	already	held	by	your	
organisation	or	through	a	little	research	with	a	sample	of	your	
target	audience.	Depending	on	your	recruitment	needs,	you	may	
only	need	one	persona.	Any	more	than	five	and	you’re	in	danger	
of	taking	a	scattergun	approach.

Basically,	your	persona	should	be	a	typical	individual	you	want	to	
recruit.	Give	them	a	name	and	briefly	describe	their	background.	
List	their	interests,	the	type	of	social	media	they	use	and	what	sort	
of	content	would	interest	them.	

If	you’ve	done	your	job	properly	you	should	have	a	clear	idea	of	
who	you’re	talking	to,	what	matters	to	them	and	the	best	places	to	
find	them	online.	When	it	comes	to	planning	and	creating	content,	
your	job	will	then	become	so	much	easier.

Understanding 
your audience

Character building
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It’s	likely	that	your	company	has	already	dabbled	in	social	media	and	
has	a	presence	on	a	range	of	channels.	Now	that	you	understand	
which	of	these	channels	are	important	to	your	target	audience,	it’s	
time	to	assess	if	they’re	fit	for	purpose.	

Outdated	Facebook	pages,	abandoned	Twitter	feeds	and	sparsely	
populated	Instagram	accounts:	all	of	these	are	going	to	be	an	
immediate	turn	off	to	prospective	employees.	They	need	a	scrub	
and	a	polish	to	make	them	attractive,	responsive,	SEO	friendly,	and	
representative	of	your	employer	brand.	

It	may	well	be	that	you	need	to	create	a	separate	presence	or	
platform	from	that	of	your	overall	corporate	brand.	You	may	also	
have	to	create	new	platforms	on	sites	such	as	Pinterest,	YouTube	
or	Snapchat	which	your	research	has	shown	to	be	a	fertile	ground	
for	potential	recruits.	Everything	needs	to	look	good,	promote	
your	brand,	work	with	the	latest	technology	and	provide	the	ability	
to	interact	with	your	audience.

Solid foundations
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Once	the	first	few	blogs	have	been	posted	and	a	couple	of	tweets	
have	been	sent,	instant	results	are	unlikely.	Social	media	is	a	long-
term	strategy	of	carefully	building	an	audience,	providing	them	with	
useful	content	and	putting	your	employer	brand	at	the	front	of	their	
minds	when	they’re	next	seeking	a	job.	

If	you	don’t	immediately	have	the	world	beating	a	path	to	your	
Facebook	page,	there	is	a	tendency	to	despair	and	gradually	lose	
your	early	enthusiasm.	And	then	your	day	job	takes	over	and	social	
media	takes	a	back	seat.	

The	remedy	to	this	is	planning.	Make	sure	you	have	enough	content 
(or	ideas	for	content)	in	place	to	last	for	months	rather	than	weeks. 
This	avoids	the	sense	of	dread	as	another	posting	deadline	
approaches	and	you	don’t	know	what	to	say.		

Social	media	is	something	you	need	to	do	often	and	regularly	
so	your	audience	knows	what	to	expect	and	when.	You	need	to	
decide	in	advance	what	you	will	post,	how	often	you	will	post	
and	where	you	will	post	it.	

You	also	must	decide	who	will	be	responsible	for	posting	
content,	or	approving	what	is	posted.	Saying	that	social	media	
is	‘everyone’s	responsibility’	is	likely	to	mean	that	people	will	
assume	it’s	yours.	Assign	roles	and	agree	the	process	of	
creating	and	delivering	content.	

Avoid burn out

One of the most 
common failures of a 
social media strategy 
is that it runs out of 
steam after a few 
weeks or months. 
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Developing	a	content	calendar	is	a	must.	This	is	a	diary	of	your	content	
for	the	weeks	and	months	ahead.	The	calendar	should	clearly	show	
what	will	be	posted,	where	it	will	be	posted	and	who	will	be	creating	
the	content.	It	shouldn’t	be	complicated	and	be	accessible	to	everyone	
involved	in	your	social	media	initiative.

Here’s	a	very	simple	example	of	a	content	calendar	we	created	for	
Creed:

Planning	ahead	with	a	content	calendar	will	take	the	pressure	off	
and	enable	you	to	be	more	strategic	in	your	thinking.	Use	the	time	
to	talk	to	other	departments	and	link	your	future	content	to	events	
such	as	product	launches	or	charity	days.	Social	media	recruitment	
should	support	your	overall	marketing	efforts	and	vice	versa.	For	
example,	if	your	CEO	is	gloing	to	make	an	important	speech,	then	
that	could	be	factored	into	your	plans.	If	there’s	a	rebrand	launch,	
then	bring	that	into	your	conversations.	

Ideally,	your	social	media	strategy	will	have	a	system	that	holds	
everything	together	and	allows	you	to	create,	track	and	interact	with	
your	content.	This	could	utilise	your	intranet	or	an	external	social	
media	management	system.	You	should,	at	a	glance,	be	able	to	tell	
what’s	happening	in	the	future	and	what	needs	to	be	done	to	make	it	
happen.

Save the date
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There’s	plenty	you	can	do	and	say	and	you	will	need	to	
experiment	with	what	works	best	for	your	audience.	Words	are	
great	but	high	quality	videos	and	pictures	often	get	more	traction	
on	a	number	of	channels.	However,	videos	are	difficult	to	create	
and	can	be	expensive.	You’ll	need	to	consider	where	images,	
graphics	and	videos	are	going	to	come	from	and	whether	you 
need	to	build	a	library	of	assets	(or	use	an	existing	one)	to	support 
you	content	creation.	

There	is	a	useful	rule	for	successfully	creating	content	which	
employs	the	70-20-10	Framework.	Essentially	this	means:	

•	 70%	of	content	should	build	your	employer	brand	and	get	
across	the	story	of	your	organisation	and	why	it’s	a	great	
place	to	work

•	 20%	of	content	should	involve	sharing.	In	other	words,	
retweeting	or	reposting	the	content	of	other	people	that	
is	relevant	to	your	organisation.	This	demonstrates	that	
you	are	engaged	with	the	outside	world	and	are	generous	
enough	to	listen	to	others.	In	turn,	this	will	encourage	
others	to	be	generous	in	sharing	your	content

•	 Only	10%	of	content	should	be	pure	self-promotion,	i.e.	
directly	selling	the	careers	and	positions	you	have	available.	
This	may	seem	like	a	low	percentage,	but	any	more	will 
give	you	a	reputation	as	an	organisation	that’s	selfish	with 
its	social	media.	That	can	quickly	turn	off	an	audience	that	
wants	regular	content	that	engages,	educates	and	informs,	
rather	than	promotes.

•	 Blog posts
•	 Case studies
•	 eBooks
•	 Infographics
•	 Live events
•	 News articles
•	 Newsletters
•	 Photos
•	 Presentations
•	 Press releases
•	 Testimonials/quotes
•	 Videos
•	 Webinars
•	 White papers

Choose your content

Content comes in a 
wide variety of forms. 
It could include:
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Content	such	as	blogs	often	require	the	participation	of	colleagues	outside	of	your	
department.	You	may	need	to	identify	the	experts	and	thought	leaders	in	your	
organisation	so	you	know	where	to	obtain	the	information	you	need.	A	content	
calendar	will	keep	everyone	informed	of	what	you	need	and	when	you	need	it.		

Why	increase	your	workload	unnecessarily?	Not	all	content	needs	to	be	original	and	
you	should	plan	to	‘repurpose’	some	of	what	exists	already.		For	example,	the	main	
company	blog	may	have	a	post	that	isn’t	entirely	relevant	to	your	recruitment	targets,	
but	can	be	easily	adapted	for	your	purposes.	Even	your	older	content	can	be	used	
again	but	with	a	different	spin	to	make	it	fresh.	

All	content	must	be	consistent	and	fully	in	line	with	your	employer	and	corporate	
brand.	You’ll	need	an	authentic	tone	of	voice	and	guidelines	on	what	is	acceptable	
as	content	(for	example,	veering	into	politics	is	usually	a	bad	idea).	Mixed	messages	
over	time	could	do	more	harm	than	good.

It’s	important	to	choose	the	right	channel	for	a	specific	piece	of	content.	A	breezy	
story	about	the	hobbies	of	your	new	graduates	might	play	well	on	Facebook,	but 
could	attract	the	wrath	of	a	LinkedIn	audience	looking	for	meatier,	business-like	
stories	(although,	truth	be	told,	many	LinkedIn	members	also	enjoy	the	lighter	
aspects	of	social	media	as	well).	

You	must	be	relevant	and	interesting	at	all	times	when	it	comes	to	content.	
Remember,	you’re	competing	against	billions	of	words	and	images.	If	people	are	
going	to	take	notice	of	you	then	you’re	going	to	have	to	be	fresh	and	interesting	
in	what	you’re	saying.	Otherwise	you’re	just	talking	to	an	empty	hall.	

Planning to create

www.creedcomms.co.uk
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The	planning	you	carry	out	should	not	diminish	your	ability	to	
improvise.	Events,	whether	local	to	your	company	or	across	the	
world,	offer	an	opportunity	to	comment	and	engage	with	your	target	
audience.	You	need	to	build	some	flexibility	into	your	social	media	
approach	that	allows	you	to	make	the	occasional	unplanned	tweet	
or	repost	of	a	particularly	interesting	or	appropriate	article	(this	is	
called	OPC,	Other	People’s	Content).	Social	media	is	a	sharing	
activity	where	you	interact	with	others,	not	dictate	what	you	want	to	
say	without	listening.

Hopefully	you’ll	also	be	attracting	comments	and	interacting	with	
your	audience	directly.	This	is	simply	the	best	way	of	building	your	
recruitment	brand	through	social	media.	Of	course,	you	need	to	put	
procedures	in	place	as	to	how	you	respond	to	these	comments. 
Ask	yourself:

•	 How	are	we	keeping	track	of	our	employer	brand’s	mentions 
on	social	media?	

•	 Who	is	responsible	for	responding	to	comments?	
•	 How	quickly	do	we	respond	and	when?
•	 How	do	we	deal	with	offensive	or	negative	comments?	

A	few	simple	set	of	rules	will	provide	guidance	to	you	and	your	team,	
rather	than	having	to	make	it	up	on	the	spot.

Staying on the ball
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It’s	highly	probably	that	your	bosses	are	going	to	demand	concrete	
results	from	their	investment	in	social	media.	You	need	the	ability	to	
produce	reports	that	demonstrate	how	your	approach	is	working:	
whether	that’s	growing	an	audience,	increasing	the	number	of	
retweets	and	click-throughs	or	proof	that	you’re	helping	to	pull	
candidates	into	the	recruitment	process.	

Measurement	will	also	tell	you	what’s	working.	Social	media	is	often	
a	case	of	trial	and	error	and,	if	a	certain	approach	isn’t	chiming	with	
your	audience,	then	it’s	good	to	know	about	it	as	soon	as	possible	
and	make	a	change.	Likewise,	if	something	is	working	really	well,	
having	the	data	at	hand	will	allow	you	to	double	down	on	your	efforts	
and	increase	the	effectiveness	of	your	campaigns.	Measurement	will	
allow	you	to	understand	the	best	times	to	post,	the	most	effective	
types	of	content	and	the	channels	that	make	a	difference.

You’re	certainly	not	the	only	person	using	social	media.	Every	day,	
millions	of	blog	posts	are	uploaded	onto	the	internet.	A	multitude	of	
tweets	are	fighting	for	the	attention	of	your	audience.	Sometimes	
you’ll	need	to	invest	a	little	money	to	get	your	content	to	the	front	of	
the	queue.	

Rather	than	assuming	there	is	going	to	be	a	large,	avid	audience	
you	should	plan	to	invest	in	paid	or	sponsored	media	to	boost	your	
most	important	posts.	It	doesn’t	have	to	cost	a	fortune	and	budgets	
can	be	easily	controlled.	But	it	is	something	you’re	likely	going	to	
need	to	learn	to	do	yourself	or	outsource	to	an	expert.

Supercharged content

Make it measurable
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Using	social	media	to	engage	talent	is	not	easy,	and	neither	is	it	a	
short-term	strategy.	If	you’re	going	to	do	social	recruitment,	then	you	
need	to	do	it	well	or	you’ll	be	wasting	valuable	time	and	resources.

But	that	doesn’t	mean	you	shouldn’t	do	it	at	all.	Once	you	have	a	
clear	strategy	in	place	and	a	full	content	calendar,	things	will	get	a	lot	
easier.	The	future	of	recruitment	will	be	dominated	by	digital	and	you	
could	soon	be	enjoying	a	regular	stream	of	talent	knocking	on	your	
door,	already	predisposed	to	joining	your	company.		

And you’re not alone. Creed would be happy to provide you 
with the advice and support you need to make social media 
simpler.  Get in touch with us and let’s talk about how we can 
help you take the next step.

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

Go for it

Social media for recruiters
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