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Google is the starting point for most things in life. Buying a house? Google properties in your local 
area. Need to know how to do French plaits? Google a tutorial. Need a holiday? Go to Google to 
find cheap flights. We don’t go to Bing; we don’t go to Yahoo – we go to Google. It has replaced 
recipe books, travel agents, the Yellow Pages and local libraries. 

Therefore, it shouldn’t surprise too many people to learn that they also intend on replacing that 
last bastion of recruitment – job boards. As Wendy McDougall of Firefish pointed out at the 
Recruitment Technology and Social Media Conference in London, 81% of candidates looking for a 
job use Google as their starting point. In other words, we should brace ourselves as, like it or not, 
Google for Jobs is coming. 

The programme has already been implemented in Spain and the US and - as of yesterday - it is 
now part of the search engine function in the UK. It is being touted as a completely revolutionary 
way for candidates to search and apply for jobs, as well as physically altering the way Google 
search results will appear. 

The issue with the threat of Google for Jobs is similar to that of GDPR – the closer the deadline 
was, the less anyone knew what they were talking about. So-called experts could no longer claim 
to know everything about a legislation that hadn’t even been written. Google are being typically 
cryptic about the impact their new “job board” will have, particularly in terms of SEO and PPC. 

That being said, the search engine giant has alluded to some things that – owing to its 
implementation in two other countries – are undeniable. Perhaps the biggest of these is that the 
homepage of results will make it easier for candidates to find exactly what they are looking for, 
thanks to re-structured algorithms. 

Gone will be the PPC ads, followed by organic search results. Google for Jobs will appear in the 
form of a blue box that will dominate the top of the search. Within the box, between three and 
five jobs (which best match what the candidate has searched for) will appear. This layout will also 
show you the benchmark salary for your job title and Glassdoor reviews for prospective 
employers. It’s aim, then, is to become a “one stop shop” for job seekers, as it is for holidaymakers, 
make up enthusiasts and those in need of a repairman. 

That is why candidate experience is going to become even more critical. Whilst candidates 
typically tend to research a prospective employer on review platforms, it will now become front 
and centre of their job search. The way a business treats employees and interviewees will be one 
of the first things that a candidate will be exposed to in their job search. 

Therefore, fostering a positive environment from the top down should be a huge part of business 
strategy moving forward. More than this, businesses should be able to eloquently explain their 
values and vision to candidates and suppliers, so that they can align themselves with how you 
choose to operate. 

This falls into the category of Employer Branding, as Launch Pad Recruits explains:  “A positive 
candidate experience adds value to both employer and consumer brand. And conversely there 
are risks: 25% of UK job-seekers have either stopped purchasing or purchased less from a brand 
because of a negative candidate experience.



“Employer brand enables those outside your organisation to understand your purpose, vision and 
culture. Although corporate and employer brand have different audiences, the messages should 
be consistent. In our connected world we use many of the same channels to speak to our 
customers as we do our candidates.”

Being able to talk about your Employer Brand is not necessarily an easy task. Often, there is a 
disconnect between those at the top and those “on the shop floor” as to what the company 
culture, values and strategy are. It is important, therefore, to start internally when building an 
appealing brand to take to market. 

This also means – on the recruitment side of things – that more and more job adverts will need to 
contain the client’s name, as this will allow candidates to make a decision about the opportunity 
based on the Employer Branding the client projects. 

If a business successfully manages to create an Employer Brand – through print press and PR; 
through social media platforms; through videos; through their website; through client and 
employee testimonials – that is appealing to candidates, you are more likely to find a culture fit 
on both sides as there will be a true alignment between what you value and your ambitions and 
those of the candidate. 

Businesses seeking to attract new talent can often, unwittingly, put candidates off owing to staid 
and clunky looking websites or job ads, which do nothing to reflect the actual people working in 
those jobs. There’s no signs of creativity or trail blazing; no content or video; no sign of what the 
existing employees look like.

A headline from PepsiCo (the people behind not just Pepsi but huge brands such as Quaker, 
Walkers and Tropicana) reads, “Employer brands need to be paid as much attention as 
consumer brands”. It would indicate, and quite rightly so, that candidates are behaving like 
consumers. Just as we go to Google to buy holidays or clothes or flowers, so to are we now going 
to be able to utilise the search engine to find us better job matches.

So, where do business begin when it comes to shaping and growing a lucrative Employer Brand?  
The best place to start is with your current employees since they truly understand what the 
day-to-day looks like; what the culture is like; what the rewards and benefits are. Your people 
should be your biggest brand advocates when it comes to attracting new candidates – 
particularly passive ones. 

There are three main strands of thinking that businesses really need to nail down if they are to be 
successful with employer branding. 

Define your audience

• Are you targeting active job seekers or stand out talent at the competition? 
• Where can you reach your target groups: Job boards, social media or industry literature? 
• Do you want just raise your company profile or are you looking to target a specific group? 

Define your message

Your company should be offering the ‘4D’ effect to potential candidates -  



Desirable: Offer something that your potential candidates want
Distinctive: Present something unique that sets you apart from the competition
Deliverable: Make sure you don’t promise something you can’t keep
Durable: Your offers shouldn’t have a best-before date but be sustainable

Define your EVP 

EVP is shorthand for your Employment Value Proposition. Essentially, it means any perks or 
benefits you can use to attract employees to your business. You should look to include:

• Your CSR strategy and your company values
• Your strategic vision for the business 
• Your products or services – why are they worth being part of?
• Your benefits for employees (e.g. free canteen, on-site childcare, cycle to work scheme or 
pension plan)

In order to get your message out, you can utilise a number of marketing tools such as your website, 
job ads, email marketing, career fairs and even email signatures. You should also make full use of 
any reviews posted about your company on social media such as Facebook and LinkedIn – 
highlight them to make sure other people notice what is being said. 

Whilst your external company image is equally important, it’s the little things that can really make 
the difference to employer branding – and this could be the key to securing and retaining the right 
talent for your business. 

With the introduction of Google for Jobs, candidates will expect to be taken on a recruitment 
‘journey’ (for want of a better word), wherein there are identifiable markers that would guide you 
towards taking a job with a certain company. You want to be able to see yourself as part of the 
team before you’ve even set foot in the door. That’s why a clear, definitive Employer Brand is vital. 

Google for Jobs is now live in the UK - a country where it holds just shy of 85% of the market share. 

Rather than wait until it launches before doing something about your Employer Brand, the time to 
start tackling any unresolved issues is now. Here is a basic checklist to ensure minimum preparation:

• Ensure your Glassdoor reviews are up-to-date and, if there are any negative comments, 
address them. 
• Devise a social media strategy that showcases who your company is; your people, your 
ambitions and your values.
• Give your website a refresh and ensure all jobs are listed as jobs and not content (this will be 
important for your SEO).
• Gather testimonials from employees, suppliers, clients and candidates and then share them 
online.
• Be willing to talk about “good news stories” through PR and blog content. 



Whilst this list is by no means exhaustive, it provides plenty of projects to get underway in order to 
tie up any potential loose ends, should Google decide to launch their jobs platform sooner rather 
than later.

 It’s unlikely that smaller firms are going to be able to “beat” the search engine and win higher 
rankings – without pouring thousands into PPC campaigns – so the best thing to do is to ensure 
that your house is in order, so to speak, so that the very best image of your business can be 
presented to potential candidates. 


