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Chapter 1 
	  

Is Talent 
Branding 
Really That 
Important? 

The term “employer brand” has been around for a while, but social 
media has radically changed the game. 
It’s not enough to think of your company brand or your employer 
brand, your brand has to be seen from the outside, by the talent: 
you ultimately want to attract -  it’s your Talent Brand that 
matters.

Why Talent Brand Matters

Talent brand has an enormous impact on how your company is 
perceived, from the broadest end of the talent funnel — pre-
candidate, to existing employees. But talent brand is not a passive 
amalgam, to be allowed to organically grow. It’s too valuable for 
that. 

Even in 2012, research noted that a strong talent brand reduces 
cost-per-hire by up to 50%, and can reduce turnover rates by 28%. 
And four years ago is ancient history in the digital timeline. 

In today’s competition for top talent, your reputation as an employer 
is a key factor in whether a candidate will accept your job – or 
decline it. 
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Keep organic in your kitchen if you’d like, 
but talent branding is about actively 
pushing, monitoring, shaping, building, 
and maintaining. 

It has nothing to do with sitting back and 
allowing anyone to form a miasma of 
impressions. To put it bluntly: if you 
don’t tend to your brand; you will lose it 
Because while you’re looking the other 
way, and you’re not controlling your 
message, your main competitor is 
spearheading a serious talent branding 
campaign. And guess where the talent’s 
going to look?

Investing in your Talent brand is a 
powerful way to identify, attract, and even 
retain the very best talent. Whether 
you’re a startup or a Fortune 500 
company, determining what makes you 
unique and sharing it in a compelling way 
ensures you’ll have the greatest impact 
on job candidates at every touchpoint of 
their journey.
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IS TALENT BRANDING REALLY THAT IMPORTANT?  
Here’s Why?

It’s how you tell your 
story and create a lasting, 
positive impression. 

In today’s recruiting landscape, 
candidates aren’t just asking if they’re a 
good fit for a company; they’re 
considering, “Is the company a good fit 
for me?” They want to know everything 
they can about the culture, their 
colleagues, the office environment, 
various paths to success, and what their 
lives will be like if they show up there 
every day. Often, the decision to choose 
one company over another—or even 
apply to one company over another—
comes down to how much they 
understand and relate to an employer 
brand. 
Whether it’s time to give your long-
standing values a fresh look or you’re 
starting from square one, let’s walk 
through how to develop, strengthen, and 
nurture that brand—so you can attract the 
right talent. 
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IS TALENT BRANDING REALLY THAT IMPORTANT?  
Here’s Why?  
 

	  
	  

Set	  the	  stage	  for	  success	  
	  
Start at the top 
Your CEO and their team must get behind your talent brand, and commit to 
helping promote it. Keep making the case until they’re on board. 

Arm yourself with data 
Universal facts 
Emphasize the business impact of a strong talent brand. 

DIGGER insights 
Ask your DIGGER team to provide facts about your company’s DIGGER 
presence (impressions, engagement, and DIGS across your company profile, 
and more). Explain that each profile and interaction on DIGGER can reinforce 
your talent brand. 

Recruiting metrics 
If there are areas where you’re struggling to attract strong candidates, use that 
data to illustrate the need for talent brand focus. 

Bring partners to the table 

Don’t go it alone. Your talent brand is part HR, part Marketing, part 
Communications - and it’ll need IT support. You don’t have to know everything 
about website analytics, creative design or market segmentation when your 
coworkers do! 
Leverage their expertise by including them in a cross-functional talent brand task 
force. With more skin in the game, your colleagues will help you succeed. 
	  

Recruiting leaders often call the shots 
with employer brand – 61% either 
own it outright or co-own it with 
another function like marketing.

No matter where the buck stops, 
we’ve found companies with strong 
talent brands have these three things 
going for them: buy-in from the 

•  C-suite,
•  Data to support their case, and 
•  Strong cross-functional teamwork. 
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Start	  strong	  with	  execu8ve	  
buy-‐in	  	  
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As the above picture presents, the top two most important elements [5 years from now] with the future of Employer Branding are 
’Securing the long-term recruitment needs” and ”Building the Employer Brand on a global level”. As close third and fourth 
are ”Differentiate ourselves from competitors” and ”Build the Employer Brand on a local level” It is time for businesses to 
understand that Employer Brand(ing) goes beyond the marketing materials, logos and vision statements.



Chapter 2

Your Vibe 
Attracts 
Your Tribe:
What Does 
Your Brand 
Say to 
People? 

First Things First: Listen to Your Employees
Every company is a community with its own unique culture, and your 
employer brand is your opportunity to show the world what it’s like to be 
part of that community. 
But—and this is important—the story you tell can’t be manufactured. It has 
to match what people actually think and feel about your organization. 

The easiest way to find out if it aligns? Start talking to your employees.
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YOUR VIBE ATTRACTS YOUR TRIBE: WHAT DOES YOUR BRAND SAY TO PEOPLE?  
First Things First: Listen to Your Employees

Get on the Same Page

The first, most crucial step in assessing 
and strengthening your brand starts 
internally. Everyone who works for the 
company needs to be clear about your 
values, mission, and goals. If teams aren’t 
on the same page and your external 
communications are all over the place, you 
can bet that’ll be confusing to a job seeker.
 
And this is more common than you’d think! 
In a global online survey of 2,300 
employees, revealing that only four in 10 
employees can confidently describe to 
others what their employer does or what 
its goals are (42% and 37%, respectively). 

To see where you stand, gather feedback 
on a regular basis. Ask questions, seek 
candid opinions, and listen to stories—
these serve as the foundation of your 
employer brand. 

IN A NUTSHELL, YOU WANT TO KNOW:
•  What attracts people to your company?
•  What keeps them them there?
•  Where can you improve?

You know what you want to hear, 
but is it what your employees are 
saying? 
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Whether it’s at the monthly staff meeting, in one-on-one interviews, focus groups or retreats, or through office-wide 
surveys, constantly engage with your team to understand the strengths and weaknesses of your employer brand. (Here 
at DIGGER, we conduct employee satisfaction surveys every six months.)  
 
TO HONE IN ON THE SPECIFICS THAT MAKE YOUR COMPANY A GREAT PLACE TO WORK, ASK YOUR 
EMPLOYEES QUESTIONS LIKE: 
 
 
Why did you join the company?  
What values are important to you at a job?  
How do you experience those values here?  
What are your biggest motivators at work?  
What different about our company than others you’ve worked for?  
What are our most meaningful traditions or office experiences?  
What qualities do people need to be successful here?  
What work are you most proud of?  
What are your favorite parts about your job, and the workspace?

YOUR VIBE ATTRACTS YOUR TRIBE: WHAT DOES YOUR BRAND SAY TO PEOPLE?
First Things First: Listen to Your Employees

Hearing it from 
employees’ 
perspective puts you 
in their shoes.
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YOUR VIBE ATTRACTS YOUR TRIBE: WHAT DOES YOUR BRAND SAY TO PEOPLE?  
Show it, Don’t Tell it (Throughout the Candidate Journey)

Making an Impact Throughout the Candidate 
Journey

Once you’ve defined exactly what makes you stand out from other employers in 
your industry, it’s time to share that message everywhere. From a video on your 
career page to recruiting events, your social media accounts to your profile on 
sites like DIGGERAPP, if you clearly and authentically communicate who you are, 
the more likely you are to draw in applicants who know they identify with your 
culture.
	  

EVP is King
The Employee Value Proposition is not new in our lexicon (in fact, it’s even 
older than Facebook!), but never before has the EVP been more important. 
As people are becoming savvier job seekers, standing out as a great 
company to work for is the key differentiator.

First, when you invest in your EVP, your employees inherently believe 
you’re a great company to work for and your workforce is thus engaged in 
the EVP. Your great, engaged employees know other great people, so 
when they believe in your EVP, they are more likely to amplify your 
message as well as a refer other great talent they know.

Secondly, a strong EVP attracts talent to your company, not your jobs. 
Your company is what will set you apart, which means you can attract 
people even when you don’t have a job open for them right now. This is the 
future of recruitment marketing: it’s about attracting the right talent to your 
company first and then matching them to a position

Finally, your EVP is the single best way to differentiate one job from 
another. The world needs software engineers, they need sales people, they 
need marketers. The top talent can do their job at many companies, but 
they will choose a company that fits with their needs not based on the job, 
but based on the EVP. You need to be radiating your mission, your culture, 
you brand first and be answering, “Why is it great to work for this company, 
and why do other amazing people work here?”
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69%	  
Of	  job	  seekers	  care	  if	  an	  

employer	  is	  pro-‐ac4ve	  with	  their	  
brand	  
	  

(e.g.	  Upda4ng	  it’s	  profiles,	  
responding	  to	  reviews,	  and	  

sharing	  updates	  on	  the	  culture	  
and	  work	  environment)	  

	  

TIP	  	  
Be	  as	  authen8c	  as	  possible.	  	  
Don’t	  just	  say	  what	  you	  think	  

people	  want	  to	  hear	  



	  
YOUR VIBE ATTRACTS YOUR TRIBE: WHAT DOES YOUR BRAND SAY TO PEOPLE? 
Show it, Don’t Tell it (Throughout the Candidate Journey)

	  
	  

	  

67%	  
of	  candidates	  think	  about	  job	  

search	  
	  

6	  	  
Months	  

prior	  to	  ac4vely	  	  
searching	  	  

What do You Bring to the Table 
(And we’re not referring to the ping pong table)

By developing a magnetic talent brand, a business can focus on promoting the aspirational 
aspects of its culture, alongside the things that differentiate it from other employers within a 
similar niche. This often puts a business in the enviable position of having a wide pool of 
relevant candidates to pick from. It can make a business more competitive by ensuring that it 
stands out from the competition due to its values.

A strong Talent brand can increase the amount of applications received when a job vacancy 
comes up. It can lead to better engagement from staff members too, as they know what a 
company stands for, and they know what collective goals they're all working towards.
It's also something that's important to candidates when it comes to evaluating potential 
vacancies. Career Builder found that 56% of job seekers ranked employer brand as the 
deciding factor when choosing a new job.  

Company Culture is a vital part of employer branding. The Talent Board (a research group that 
studies the job candidate experience) discovered that 41% of all candidates search for 
information about a company's culture before they apply for a job. Workplace culture then is 
one of the first screening tools, and it's important to consider how it shapes a candidate's 
perception of an employer's brand.

The earlier you start branding, the less you’ll compete later.



The Candidate 
Journey

	  

Phase 1: Awareness
The	  Journey	  First,	  Funnel	  Second	  
	  
A strong employer brand 
differentiates a company from its 
competition. It gives a business a 
human voice leading to 
increased engagement and a larger, 
better tailored audience. In an 
increasingly candidate-centric 
marketplace, a business needs to 
offer more than just a job in order to 
be attractive to excellent and 
relevant candidates.
Employer branding comes into the 
picture long before people become 
active candidates. Defining sharing, 
and living your employer brand 
means that the right candidates will 
want to learn more – even if they’re 
not yet thinking about making a 
career change.  If they start to 
engage with your employer brand, 
you’ll be top of mind when they’re 
ready.

What’s fascinating is that the top of 
the funnel―recruitment marketing―is 
where candidates make the decision 
to apply. In fact, 80% of the decision 
to apply happens before they talk to a 
company

This funnel is linear (as are most 
funnels), and people do follow stages 
of interaction accordingly – for 
instance, you can’t be interested 
unless you’re first aware of the brand 
or job. And you likely won’t apply for a 
job unless you’ve considered the 
company, benefits, projects, location, 
etc.

	  

	  
	  
1	  	  	  

Awareness	  
	  
	  
2.	  	  	  

Considera8on	  
	  
	  
3.	  	  	  

Applica8on	  
	  	  

YOUR	  VIBE	  ATTRACTS	  YOUR	  TRIBE:	  WHAT	  DOES	  YOUR	  BRAND	  SAY	  TO	  PEOPLE?	  	  
Show	  It,	  Don’t	  Tell	  It	  (Throughout	  the	  Candidate	  Journey)	  

“Using authentic content when you market to candidates gives 
you a chance to build a relationship with them.  Just like in the 
advertising world with repeated exposure to your brand, you 
can recruit people you might have missed otherwise”

The stages of decision-making might be linear, but the 
journeys – whether buyer or candidate – are all sorts of 
crazy today. They’re unique to each individual. They’re not 
singular. They’re sometimes over minutes, sometimes hours 
and sometimes years. And they’re definitely not linear
The timing, the channels, the messaging … they’re all so 
specific to the person and his or her situation and need. So 
really, the candidate journey looks more like this:
	  	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
A little harder to follow, right? And the highlighted blue 
touchpoints are just one path: here, the career site is a 
starting point, likely from a Google search, and the next is an 
event where she learns much more about the company and 
meets a few employees. It’s an initial touchpoint that moves 
her from awareness to interest, but isn’t yet the right timing 
to apply, so she joins the DIGGERAPP and so on
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1.	  	  	  

Awareness	  

	  
	  
	  
2	  	  	  

Considera8on	  

	  
	  
	  
3.	  	  	  

Applica8on	  
	  	  

The	  Candidate	  
Journey	  

	  

Phase 2: Consideration
	  
Researching	  Opportuni:es	  &	  
Engaging	  with	  Employers	  
	  
Once people go into the early consideration 
stage, articulating your employer brand 
can cement your company in someone’s mind. 
That includes everything from the 
information about you they discover online to 
how your customer-facing teams treat 
consumers. Be sure to create a great 
experience for job seekers on your website  
(keep reading for tips on giving your career 
page easy updates or a complete overhaul). 
They’ll probably also scope out review sites, 
company profiles on DIGGER, and social 
channels.

Every candidate goes through this research and 
their journey their way. And because it isn’t 
linear, it’s time to look at how we measure the 
candidate experience and path to hire a little 
differently. We need to look at not only the 
source of hire, which is important, but all the 
sources that influence the candidate throughout 
their journey. What source brought the company 
a lead? What source converted to apply? What 
were the sources of influence, or where have a 
candidate return multiple times for information? 
They all matter in this journey-based talent 
experience.

YOUR VIBE ATTRACTS YOUR TRIBE: WHAT DOES YOUR BRAND SAY TO PEOPLE?
Show It, Don’t Tell It (Throughout the Candidate Journey)
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Lindi Engelbrecht, CEO at DIGGER, shares how to 
most effectively and authentically show your culture 
in action all the way through the candidate 
experience. 

Create a supportive environment from the get-go 
and give them the tools to put their best self forward. 
When we schedule an interview at DIGGER, we 
share links to our articles featuring interview tips that 
they can read to prepare beforehand. 

When you put your interview committee together, 
think about whom the candidate should interact with 
for the best experience. 
Aside from meeting their potential boss and 
colleagues, introduce them to leadership, which can 
be really inspiring and motivating 

During the interview, give candidates a tour and 
point out things that exemplify what’s unique about 
your culture.
Every person you come in contact with is a potential 
brand ambassador. 

If you can’t offer the job, give them objective 
feedback so they can walk away with something 
tangible to improve their chances down the road. At 
the very least, you have built a relationship and left 
them with a good feeling about your organization. 

	  
1.	  	  	  

Awareness	  

	  
	  
	  
2.	  	  	  

Considera8on	  

	  
	  
	  
3.	  	  	  

Applica8on	  
	  	  

Phase 3: Application

Applying to Jobs & 
Going on 
Interviews 

Don’t underestimate the value 
of showcasing your Talent 
brand throughout the entire 
application process. 
Every step of the application 
process, every email you send, 
every interview question you 
ask is a chance to show what 
working with your company is 
all about.  

YOUR	  VIBE	  ATTRACTS	  YOUR	  TRIBE:	  WHAT	  DOES	  YOUR	  BRAND	  
SAY	  TO	  PEOPLE?	  	  
Show	  It,	  Don’t	  Tell	  It	  (Throughout	  the	  Candidate	  Journey)	  

	  
1.	  	  	  

Awareness	  

	  
	  
	  
2	  	  	  

Considera8on	  

	  
	  
	  
3.	  	  	  

Applica8on	  
	  	  

The	  Candidate	  
Journey	  

	  

15	  



YOUR	  VIBE	  ATTRACTS	  YOUR	  TRIBE:	  WHAT	  DOES	  YOUR	  
BRAND	  SAY	  TO	  PEOPLE?	  
Show	  It,	  Don’t	  Tell	  It	  (Throughout	  the	  Candidate	  
Journey)	  
	  
	  

	  
“You	  have	  to	  ar4culate	  what	  the	  job	  or	  
company	  is	  all	  about	  in	  a	  way	  that	  is	  
en4cing,	  but	  real.	  You	  can’t	  oversell	  it.	  	  
People	  need	  to	  understand	  what	  
they’re	  coming	  into.	  	  If	  you	  portray	  
what	  you	  really	  believe	  that	  job	  to	  
offer,	  it’s	  going	  to	  resonate	  with	  the	  
right	  candidate”	  
	  
If	  a	  company	  says	  that	  they’re	  
something	  they’re	  not,	  and	  you	  abract	  
people	  in,	  but	  it’s	  not	  what	  they	  heard	  
in	  the	  interview	  process,	  preby	  quickly	  
that	  starts	  to	  fall	  apart.	  	  You	  aren’t	  
living	  up	  to	  the	  brand	  that	  you	  put	  out	  
there.	  
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Chapter	  3	  	  

What	  Next?	  
Crea8ng	  
Content	  That	  
Candidates	  Will	  
Actually	  Care	  
About	  
	  

Original content is one of the most effective, engaging ways 
to tell your culture story and get the right candidates to 
care. Hearing employees share what gets them out of bed 
in the morning, the projects they’re passionate about, and 
favorite company traditions could be the hook that turns 
viewers into future employees. 

The DIGGER Platform has always been forward-thinking 
when it comes to recruitment marketing.  It is a highly visual 
channel, via video, content & aggregated employer social 
content into a Digger – an attractive and engaging tactic to 
drive traffic to social sites.
 
It serves up great content, but what really sets this site 
apart is how visually appealing it is. Bright colors contrast 
and immediately catch visitors’ eyes. By using real photos 
of the Employers actual employees instead of stock photos, 
they are providing a window into the culture. Authenticity 
counts!  
It houses tons of content – from information on open jobs, 
to benefits, to employee stories, as well.  There is no doubt 
candidates will be able to find what they’re looking for. The 
standout feature of the site, however, is the personalization 
& the use of Technology. The DIGGERAPP enables 
candidates to be matched automatically via the use of 
Artificial Intelligence Matching Technology to match 
candidates with the featured employers jobs.
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WHAT	  NEXT?	  	  
Crea4ng	  Content	  That	  Candidates	  Will	  Actually	  Care	  About	  
	  
	  
	  
	  
	  
	  

Video	  Ideas:	  
	  
Make a two-minute montage of a few 
employees answering an engaging 
question like “What gets you out of bed 
every day?”, “How’d you get here?”, or 
“What’s the wisest advice you’ve gotten 
from a co-worker?”

Do an office walkthrough—in 10 
seconds. Instagram’s Hyperlapse app 
(free!) lets you record a few minutes of 
video, and then speed it up to be 
interesting, while removing that shaky 
cam look.

Create a short video message to share 
right after someone applies to a job on 
your site or on DIGGER. Round up your 
team and have them give an energetic 
“Thank you for applying!” Great brands 
know how to use small surprises to be 
memorable.

Takeaway	  
	  
The	  typical	  text	  job	  ad	  doesn’t	  tell	  a	  story	  
about	  your	  employees	  or	  your	  culture;	  
gefng	  a	  profile	  supported	  by	  video	  and	  
ar8cles	  people	  want	  to	  read	  does.	  	  
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OK,	  SO	  HOW	  DO	  I	  MAKE	  IT	  BETTER?	  HOW	  THE	  BEST	  EMPLOYERS	  DO	  IT	  RIGHT	  
Op4mizing	  Your	  Website	  
	  
	  
	  
	  

Integrate your social feeds
Candidates can scope out the latest content you’ve been 
sharing, like thought leadership blogs, press hits, event 
information, creative inspiration, fun team traditions, and 
third-party articles that are relevant to your industry and 
pique interest among job seekers.
Tailor your job postings / Utilize Technology
Job descriptions are so important and often overlooked. 
Rather than aiming for the most applicants, think about 
what will get you the most hires. Write for your ideal role fit, 
their career motivations, and the specific functions of the 
job. If you’re too general, you’ll be inundated with 
thousands of resumes, which will ultimately burn out the 
hiring manager. Get confortable with Matching Technology 
to streamline and automate your responses
Categorize Jobs by Discipline 
Rather than posting one long list, make it easy for 
applicants to zero in on their area of expertise and just 
search those jobs.
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Measuring	  Success	  
You’ve	  done	  all	  this	  great	  work,	  but	  is	  it	  working?	  
	  

TRACK THESE KEY INDICATORS OF EMPLOYEE 
BRAND SUCCESS:
•  Your offer acceptance rate goes up
•  Employee retention increases
•  Internal surveys confirm your employees feel fulfilled and proud of you 

company as a place to work
•  Traffic to your website, career page, and related content goes up
•  Increased positive engagement on your company’s social channels
•  Increased positive ratings on review sites 

Chapter	  4	  
	  
	  
	  	  

Measuring 
Talent 

Branding 
Success
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Employer Brand Audit 

To gather feedback on your employer 
brand, have you: 
Conducted surveys? 
Held one-on-one meetings? 
Shared brand values with the company? 
Included employees in brainstorms and 
employer brand work? 

Do your Employees:
Regularly attend networking events? 
Speak on panels? 
Share your company’s content on their 
own social media channels? 
Drive recruiting/referrals? 

When communicating with 
candidates: 
Are your job postings specific to the 
applicant you want to hire? 
Do all communications align with your 
branding? 
Have you put together the strongest 
interview committee? 
Are you building a talent pool of good 
culture fits you can tap when the right 
role opens up? 

Website 
Is your website mobile optimized? 
Do you have a strong mission 
statement? 
Have you included authentic visuals 
(photo and video) to showcase your 
office environment and culture? 
Are your job postings tailored to the 
position? 
Is copy succinct? 
Can a user find information in a minimal 
amount of steps? 
Is the application process seamless? 
Are your social feeds integrated? If not, 
are there links to your social feeds? 
Content
Do you have a content strategy that 
aligns with your employer brand 
proposition? 
Do you have a production budget? 
Do you have videos currently on the 
site? 
Are they current and authentic? 
Do they tell your unique story and 
highlight your values? 
Do they showcase your office space? 
Do you have articles and blog posts 
written by employees? 
Do you use Google Analytics to assess 
traffic sources and user behavior? 

Social Media
Do you have a dedicated social media 
manager? 
Are you using a content calendar to plan 
and schedule your posts? 
Is your content designed/optimized for 
different social channels? 
Are you sharing third party content? 
Are you sharing content featuring your 
employees? 
Do you encourage employees to share 
company content and job postings on their 
social channels? 
Are you measuring success/tracking 
metrics (on your channels and partners)? 

Scoring Key (All “Y” count for 1 point
0-10 You’ve got some of the basics 
covered, but you’ve also got some work cut 
out for you. If your careers page could use 
some help, start there. 
11-24 You’re on your way. If you’ve already 
created a strong experience on your site, 
try focusing on external-facing content and 
activities next. 
25-35 Phenomenal! You’re following best 
practices for employer branding. 

Ready to get started? We can 
help 
We’d love to talk with you and identify how your 
employer /Talent brand is being perceived—and, 
more importantly, how you can change it quickly. 
	  

Contact DIGGER 



DIGGERAPP	  
	  
	  
DIGGER helps people navigate 
every stage of their career. We offer 
expert advice, and an innovative 
experience that’s actually engaging 
and doesn’t suck. 

For the companies that work with 
us, we help them recruit top talent 
with an Artificial Intelligence 
Matching Algorithm to automatically 
shortlist candidates with employer 
vacancies & by showing our 
thousands of readers what it’s like to 
work at a company before they even 
apply. 

For our members, we provide 
valuable career advice alongside a 
personalized and simple candidate-
centric experience that helps them 
discover roles and companies that 
are a perfect fit. 
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