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Recruit, Hire, Train. Are You Better At It Than Your Competitors? 
 

4 Steps to Help Get You on Track with Employment Branding 
 

Word travels fast in our social, interactive, digital world where everyone and everything has a 

brand vying for attention. No doubt, significant resources, and effort are devoted to branding a 

company’s product or service. However, it is easy to make the business case that branding in the 

employment marketplace is equally as vital to an organization’s success. Many CEOs often 

overlook this business driver. 

 

The Hamster Wheel – How to Get Nowhere Fast 
 

I worked many years for a division of a company that was rising in their industry and yet suffered 

from perpetual high turnover, specifically in the sales function. It was like watching a hamster race 

around the wheel…recruit, hire, train, lose employee – recruit, hire, train, lose employee – and do 

it all over again. It doesn’t take a financial whiz to grasp that all these trips around the hamster 

wheel add up to lost revenues and increased costs. Eventually, this type of destabilizing force will 

have a cumulative negative impact on the business. 

 

Are you better than your competitors at attracting and retaining the best talent in the marketplace? 

Today’s employment climate is complex and competitive. While there are millions of people out 

of work who need jobs, there is a stark shortage of qualified talent. On top of this, the talent is 

finicky – they want what they want and are not “loyal” to an organization. They are loyal to 

themselves, ready to leap at the next opportunity if it provides the right development opportunities 

and desired work environment. (By the way, money is not a differentiator, it is a threshold 

requirement.)  

 

For a more in-depth look at the skills gap and talent shortages, read our article “The Future of 

Work – So Where’s the Talent?” 

 

Step 1 – Make an assessment. Your employment metrics provide an excellent starting place to 

determine if the bottom line is suffering from excessive turnover, high recruitment costs, low 

employee engagement, etc. Do you track these metrics? If not, start now. Survey your existing 

employees to find out their perceptions of professional development opportunities and your work 

environment. 

 

Who Are You – Are You Being Authentic? 
 

In addressing my division’s high turnover, I realized that a key issue was that the experience a 

sales consultant had once joining the company did not meet their expectations from the interview 

process. We painted a pretty picture, but when the sales consultant showed up, he or she realized 

that it was not as easy or as fun as we had described. Our brand was out of sync! We realized that 

we did not set up our new sales consultants for success when they joined the company. We had 
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expected them to “hit the ground running” and did not provide adequate training and onboarding 

so that they could feel confident once being tracked for results. Learning this, we initiated a training 

process for new sales consultants, thereby increasing retention and success in the initial ninety-

day period and beyond. 

 

You may not be actively working on your brand or have a branding strategy, but you can rest 

assured your company has a reputation in the job market. The key to being authentic is that what 

you say is what you are. Your external message about your employment brand should match the 

experience that someone has in the interview process and once they are on board.  

 

How are you perceived in the marketplace? The worst thing that can happen in the recruiting 

process it to think you’ve hired the best candidate only to have them underperform or quit because 

they don’t mesh with your organization’s management style or fit in with your culture. One size 

does not fit all. Herb Kelleher, CEO of Southwest Airlines, once received a letter from an angry 

customer who was appalled at the light-hearted way safety procedures were presented. His 

response: “Fly another airline.” 

 

It may seem obvious, but if you hire a technology genius with a great work ethic who wants to 

play in the company game room at lunch and you are a conservative investment firm – this 

mismatch will fail. If you’re a hard-charging company that expects long hours from your 

employees, then own it and target candidates who are interested in meeting those expectations. 

 

Step 2 – Be authentic. Look at who you really are as an employer, the type of candidates that will 

best fit with your management style and culture and develop your brand messaging accordingly 

just as you would when marketing your product or service. 

 

Who’s Hiring Who – Are Potential Employees Your Customers? 
 

It’s possible that you had not considered this question before. In fact, your potential employees as 

well as those that are working for you now, or who leave your organization in the future are your 

customers. If you consider this as true, would you treat them differently? How would you handle 

the experience they have with your company, whether they are researching your company as a 

possible employer, interviewing with you, starting their first day as your employee or they have 

just given you notice that they are quitting their job? 

 

This is the essence of your employment brand. If your messaging is consistent with the experience 

that your employees have and the people you hire at all levels are a fit for your culture and aspire 

to achieve your mission and vision, you will not only boost employee engagement, but you will 

also increase the value of your brand – employment or otherwise! 

 

Storytelling is at the heart of marketing and also a cornerstone of a successful employment brand. 

A great brand will energize the best potential candidates to apply for jobs and have a common 
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theme so that current employees tell friends and contacts a similar story about what it is like to 

work at your company. 

 

By telling your story and having your current and former employees serve as brand advocates, you 

will leverage your reputation and reinforce the public image of your company's culture, work 

practices, management style, and growth opportunities. 

 

Step 3 – Develop a compelling message. Much like your branding strategy for products and 

services, your employment brand needs to tap into the audience’s emotions with a clear message 

and provide a compelling reason to work there. 

 

What makes you Different – Why Would I Work for You?  
 

In any brand strategy, the key is to determine your value proposition and identify what makes you 

different. The same applies to employment branding. One of the most powerful ways to develop 

your employment brand is to integrate it under one umbrella with your overall product or service 

branding strategy. 

 

Think Apple, Starbucks, or Southwest Airlines – these are companies that are very adept at hiring 

employees that reflect their external brand and internal values and culture. All three of these 

companies have an employment brand strategy designed to attract the type of employees they need 

to succeed. What their products and services are known for could easily be interchanged with the 

type of employees they hire. For Apple – think differently, and build a tribe, Starbucks – offer 

personalized service, create a “third” place and be socially responsible, and Southwest Airlines – 

work hard, persevere, find a better way, and have fun. 

 

The messages that these companies convey are integrated. Starbucks’s overall brand strategy is to 

create a very personal connection with their customers creating a “home-away-from-home” and 

building a reputation as a socially responsible organization that works as a “partner” to local 

communities and suppliers across the globe. 

 

They apply this same philosophy to their relationship with their employees. They are one of the 

few retailers that offer part-time employees a health and welfare benefits plan and their strategy to 

encourage employee participation in local community events has been tremendously successful. 

They train their employees to learn the names of each of their customers and build a long-standing 

relationship so that customers feel like Starbucks is their “home-away-from-home” or third place. 

The measurable results include increased employee engagement and retention, development of 

employee leadership skills, and reinforcement of the company’s overall reputation. 

 

In simple terms, their differentiator is that they “care intensely” about the customer, their 

employees, and the greater world at large. Their branding hits the mark of being current but 

timeless and excites across generations and job functions. It all works in synch and comes together 

under one umbrella with each branding effort reinforcing the other. 
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Step 4 – Know Your Differentiators and Integrate Your Brands. Determine your own unique 

value proposition and differentiators to develop an employment branding campaign that dovetails 

with your product or service brand. 

 

Are you a forward-thinking business leader seeking guidance in crafting and executing a people-

centric strategy for your organization? Look no further—I am here to be your trusted partner. 

With a proven track record, I have effectively guided small to medium-sized businesses through 

the intricate process of change, and I am ready to empower you and your organization too. Contact 

me at kcrawford@PeoplePossibilities.com and let’s explore how we can elevate your employment 

brand in the marketplace and achieve distinction as a great place to work. 

 

You can find the original publication of this article on the Chief Outsider’s website: 

https://www.chiefoutsiders.com/blog/bid/100442/Recruit-Hire-Train-Are-you-better-at-it-than-

your-competitors 
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