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Snapchat, Instagram & 
Future Talentt

Snapchat and Instagram are two 
of the most visually appealing 
and fastest growing social media 
platforms, with UK users estimated 
to reach 15m and 16m respectively 
this year.[1] 

They’re also the ‘go-to’ social 
networks for Millennials and 
Generation Z, with approximately 
70% of users falling in the 18 – 35 
age bracket. [2]

The opportunity for employers is 
clear, but engaging future talent on 
these platforms is not as simple as 
posting vacancies and waiting for 
applications.

“…engaging 
future talent on 
these platforms is 
not as simple as 
posting vacancies 
and waiting for 
applications.”

An Introduction

In the following pages, we identify: 

• The shifting user-demographics 
on social media.

• The changing nature of content 
being consumed.

• How some companies are 
already taking advantage.

• Some of the key considerations 
when building a strategy for 
your own brand.

This document is aimed at 
recruitment executives who are 
considering adding one or both 
of these channels to their current 
‘future talent’ recruitment strategy. 
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Since its arrival in 2003, social 
media has had a profound effect 
on the way organisations have 
been able to attract & recruit talent. 
It’s been  one of the key ‘enablers’ 
behind the transformation of the in-
house recruitment sector over the 
last 10 years.

Companies quickly realised the 
significant cost savings that could 
be made by taking a more direct 
approach. RS Components were 
one of the first to hit the press in 
2011 [3] claiming to have saved over 
£200k on agency fees after making 
multiple hires on LinkedIn.  

Quick wins like this were too good 
to ignore, and pretty soon LinkedIn, 
Facebook & Twitter were flooded 
with recruiters & vacancies. 

That remains the case to this day, 
with many companies successfully 
removing unnecessary recruitment 
agency reliance as a result.

However, social media offered 
more than reactive job sharing & 
contacting of active candidates. On 
a more strategic level, it could also 

A Brief History

be used to proactively engage with 
a more passive talent pool.

This more proactive approach to 
recruitment was exemplified by 
Maersk Drilling’s Facebook page [4] 

successfully building a community 
of over 200,000 of their target 
candidates – by deliberately NOT 
sharing vacancies.

When they did finally launch 
a recruitment campaign, they 
generated 600% higher application 
levels than normal, for a fraction of 
the usual cost.

That helped launch a more content-
led approach to recruitment, more 
akin to marketing, and the industry 
has never looked back.

From a recruitment perspective, it 
was clear, social media provided 
organisations with the tools to target 
active & passive talent – both now 
and in the future. Win-win.

But the landscape is changing… 
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Social Media & 
Recruitment

“…on a more 
strategic level, social 
media could also be 
used to proactively 
engage with a more 
passive talent pool.”
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The Changing Social 
Media Landscape
Shifting Demographics
As audiences have matured, user 
demographics have changed 
across the leading social networks. 
The most notable change? 
Facebook is no longer the place to 
engage young people.[5]

The latest research shows 
Facebook has slipped to 4th place 
in usage amongst teens, with only 
10% citing it as the platform they 
use most.

To make matters worse, the number 
of British and US social media users 
aged between 12 and 24 who are 
regularly logging in to Facebook is 
predicted to fall by a further 3 million 
in 2018. [6] 

The trend has even been given 
a name, with the next generation 
of talent already being labelled as 
‘Facebooker Nevers’. [7]

is a fantastic place to source & 
attract candidates – but only 23% of 
members are under 30 years old. [10]

And, Twitter can be incredibly useful 
if your target market is active there 
– which is a big if – but only 37% 
of users fall between 18 – 29 years 
old. The number of recruiters using 
Twitter has also dropped from 53% 
in 2016, to just 23% in 2018

All of this presents companies with 
a very clear problem: where can 
they now engage with future talent 
on social media?

“…Facebook is no 
longer the place 
to engage young 
people.”

We’re already seeing major brands 
move away from Facebook. The AA 
Careers recently launched social 
recruiting strategy doesn’t include 
a careers-focused Facebook page 
at all.

And engagement levels for brands 
on Facebook have also dropped 
significantly, with Mark Zuckerberg 
himself saying the platform will be 
prioritising updates from friends & 
family – not pages. [8]

Even once successful Facebook 
recruitment pages, like Marriott 
Careers, have seen engagement 
rates amongst their 1.2m strong 
audience drop below 0.01%. No, 
that’s not a typo. [9]

But what about the other ‘leading’ 
networks?

LinkedIn continues to attract more 
experienced professionals, and 

“All of this presents 
companies with a 
very clear problem: 
where can they now 
engage with future 
talent on social 
media?”
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Instagram alone now has over 
800m members, 500m of which 
use the platform every day. No less 
interesting is the fact that 90% of 
those users are under the age of 
35. [11]

Snapchat isn’t on the same scale, 
with 187m daily users, it is now the 
most visited of all social networks. 
It holds a unique fascination with 
Millennials and Generation Z who 
check the App on average 25 times 
a day. [12]

Compare the figures above to the 
250m or so users that log in to 
LinkedIn once a month, and you 
begin to understand the potential. 

[13]

“Compare the 
figures above to 
the 250m or so 
users that log in 
to LinkedIn once 
a month, and you 
begin to understand 
the potential.”

Enter Snapchat & 
Instagram
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Shifting Content 
Trends

Naturally, the most innovative 
companies are already beginning to 
leverage this developing audience 
in some creative ways.

In Australia, McDonald’s have 
experimented with ‘Snapplications’ 
– enabling 10 second job 
applications through Snapchat. 

Far from being just a gimmick, 
the campaign resulted in a 35% 
increase in application flow, and 
over 2,849 applications. [14]

Cisco have emerged as one of 
the forerunners on both platforms, 
posting regular updates and putting 
employee generated content to the 
fore.

And in the UK, the NHS has 
been experimenting with targeted 
Snapchat Geofilters [15] – allowing 
job seekers to picture themselves in 
key healthcare roles.

Another challenge facing 
organisations is keeping up with 
shifting trends in the type of content 
being ‘consumed’ on social media.

The progression of content over 
the years has forced recruiters 
to continually evolve the way 
they present information to their 
audiences.

Text only updates were usurped a 
long time ago by posts containing 
images. Images themselves are 
being usurped by video content 
– with an even more recent trend 
towards ‘live’ broadcasts.

But is doesn’t end there. There’s a 
new kid on the block, and its’ name 
is ‘Stories’.

“There’s a new kid 
on the block, and 
its’ name is ‘Stories’.”
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The Story format was introduced 
by Snapchat in 2013 as a way of 
compiling short pieces of content 
into chronological storylines that 
were viewable to anyone following 
the creator. 

Each piece of content has a 24-
hour shelf-life before it expires 
- which encourages followers to 
keep checking in for fear of missing 
a critical Story. Remember, the 
average Snapchatter checks the 
App 25 times a day.

Instagram introduced a direct copy 
of Stories in August 2016 and has 
successfully introduced the concept 
to a new, and much wider, audience. 
It now has in excess of 300m daily 
Story users. [16] 

The Growth of Stories & 
Disappearing  Content

both create and consume.

Is your brand already developing 
Story content? If not, you’re already 
behind the curve.

“…within the 
next 12 months it 
is expected that 
Story content will 
become the most 
common form of 
content shared on 
social media.”

Mark Zuckerberg himself indicated 
the increased focus of Stories in 
Facebook’s 2018 Q1 earnings 
report, saying [17]:

“Stories are on track to overtake 
posts in feeds as the most common 
way people share across all social 
apps. That’s because Stories is a 
better format for sharing multiple 
quick video clips throughout your 
day.”

This is not to say the death of the 
Timeline is upon us just yet, but 
within the next 12 months it is 
expected that Story content will 
become the most common form of 
content shared on social media. [18]

And critically, from a future talent 
perspective, it is also the preferred 
content format for young people to 
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For employers to engage with future 
talent on social media two things 
are clear:

1. You need to have an active 
presence on the platforms 
where your audience spends 
the most time.

2. You need to align your content 
to the format & topics that your 
target audience wants.

For future talent, those platforms 
are now Instagram & Snapchat, and 
the content format is increasingly in 
the form of Stories

But how should organisations 
use Instagram & Snapchat for 
recruitment?

Reactive vs Proactive 
Recruiting

Think again about the concept of 
targeting active and passive talent, 
both now and in the future. 

That suggests four broad 
engagement ‘strategies’ available 
to recruiters, shown below:

Engagement Strategies

The real opportunity lies in sharing 
content that engages your target 
audience and influences their 
perspective of your people, culture 
& opportunities over time. 

In this way, Snapchat & Instagram 
are both ideal platforms for 
developing proactive Talent Pools & 
Talent Pipelines to engage the next 
generation of talent that you need 
tomorrow, not just today.

While more reactive recruitment 
activities are also possible, neither 
platform is ideally set up to support 
transactional job advertising or 
sourcing. More importantly, that 
approach only engages a small 
minority of active candidates - and 
not the wider talent pool.

Key Considerations

With ‘early adopter’ advantages still 
available for companies on both 
platforms – now is a great time to 
look at how your business can take 
advantage.

To help build a successful strategy, 
you should consider the following 
carefully:

1. What is/are your objective/s? 
What will success look like on 
these platforms – and by when?

2. Who is your target audience? 
How well do you know & 
understand them?

The Opportunity 
for Employers

“With ‘early adopter’ 
advantages still 
available for 
companies on both 
platforms – now is a 
great time to look at 
how your business can 
take advantage.”

3. What is your content strategy? 
What will you share and what 
does your audience want to 
see?

4. Who needs to be involved? 
What training & support will your 
recruiters and / or employees 
need to use these tools 
confidently & successfully?

5. How will you measure success? 
What are the metrics & 
measurements needed to track 
your activities?

It can take time to develop answers 
to these questions, but it’s important 
to take a considered approach.

Like all social media activities, 
there will be quick wins along the 
way, but the real winners are those 
companies who adopt a medium to 
long-term approach.
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How to Get Started
When an opportunity is as clear as this it’s tempting to jump straight in. However, launching a branded profile 
on either platform without a clear plan and the correct resources can often do more harm than good. If you’d 
like some support designing & launching your new initiative, we’d love to help.
Speak to us about any of the following:

• Executive Briefings (2 Hours): building awareness & engagement amongst senior stakeholders.

• Strategic Workshops (Half Day): facilitating the development of your strategic objectives & content 
strategies.

• Platform Training (1 Day):  practical ‘how-to’ training for recruiters & employees (brand ambassadors).

• Content Audit & Recalibration (As Required): ongoing support to monitor, support & advise on 
performance and strategic direction. 

Companies already benefiting from our training & support include; BBC Worldwide, McDonalds, RBS, Virgin 
Trains, Sky, Network Rail, and many more, including SMEs, public sector & third sector organisations.

Contact Us
For more information, contact Stuart on 07872 990 714 / stuart@insourcetalent.co.uk, or Rob on 07854 
698 869 / rob@relativelinks.co.uk.  

mailto:stuart@insourcetalent.co.uk
mailto:rob@relativelinks.co.uk
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