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 SecureVision eBook: Employer Branding Playbook 

 Intro 

 At SecureVision, we believe that playbooks can optimize your talent acquisition function to 
 achieve better outcomes. What exactly is a playbook? Essentially a playbook is a best-practices 
 guide for a specific piece of the talent acquisition function. For example: applicant tracking 
 systems, culture, employee branding, job interview stages, etc, each have their own playbooks 
 as each are distinct elements of the overall talent acquisition function. 

 Since 2015, we have supported the talent acquisition function for over 140 companies (primarily 
 growth-stage technology companies). During that time we have built, and are continuously 
 updating based on the latest trends, playbooks for each talent acquisition function. We have a 
 good pulse on what works and what doesn't and put those real-world tactics into our playbooks 
 and share them with our clients should they need them. 

 The playbook covered in this eBook is employer branding. Think of a job candidate considering 
 working for your company as a potential investor. Through that lens, how would you want to 
 prepare your brand to help them make the best decision possible? Afterall, a job candidate 
 should be thinking of their career in terms of investing in themself. A good decision here will set 
 them up nicely down the road. 

 In this eBook, we cover: 
 ●  Website design 
 ●  Glassdoor 
 ●  LinkedIn, Facebook, and Instagram 
 ●  Content 
 ●  Google search results 
 ●  Job descriptions 
 ●  Diversity, Equity, and Inclusion 

 Thank you for trusting SecureVision with advancing your knowledge of talent acquisition best 
 practices. Without further ado, here is our eBook: Employer Branding Playbook. 

 Jam�� Mac���, CE� Sec����i���n 
 “We Bu�l� Cha����n��ip Te�m�!” 

 J�ac���@Sec����i���n��affi�g.co� 
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 Chapter 1: Design Matters! 

 Potential candidates run through the same process as a prospect, from awareness to 
 engagement, consideration and lastly, hire. 

 People are going to be looking at the entire design of the website. Even if we start with the 
 Careers page and build from there, it’s important to redesign the entire website in order to create 
 the journey that leads them to consider your company. 

 An updated website will show candidates that your team is committed to creating a great 
 experience for them. Just as a prospect evaluates your entire website to gauge your 
 services/culture, candidates will do the same. 

 Ideally, even if a full revamp is not possible, we can update the typeface and graphics. This is the 
 biggest opportunity on the website from a recruitment (and general brand experience) 
 perspective. 

 Careers Page 

 We want to make sure that candidates have access to an asset that is specifically built for them. 
 Top talent has this expectation, even if only subconsciously. 

 Think of your careers page as a proposal you are making to candidates considering coming to 
 work for you. 

 Feel free to take a look at SecureVision's “Join our Team” page as a general blueprint. Beyond 
 ensuring your brand design and experience is strong across the board, this is what you 
 absolutely must have on your careers page: 

 1.  Mission statement (and why it's so important), impact (i.e. awards for Top Employer), 
 culture, and values 

 2.  Employee spotlight section, a section where employees talk about their experience 
 working with the company (written and ideally video as well).  Not from leadership but 
 from future peers.  Ideally from employees that work in the departments that are hiring 
 the most. 

 3.  Static reviews or even a hyperlink directly to your Glassdoor account (if the Glassdoor 
 rating is over 4 and someone in the team is regularly reviewing the page) 

 4.  Video content from employees that are in scale positions. ie. If you are hiring developers, 
 you need to have videos of developers. If you are hiring salespeople, there should be 
 videos of salespeople. 
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 Some of the examples below can be added to specific sections for example, a video on 
 benefits can be added in the Benefits section, etc. 

 The videos should be of candidates answering questions such as: 

 ●  How was the onboarding experience at <<Company>> ? 
 ●  What will new hires experience in the first 30 days? 
 ●  What problems are you solving? 
 ●  Which decision-makers are you working with at your clients? 
 ●  What is your point of impact with your clients? 
 ●  What do you like the most about...? 
 ●  You’ve been with <<Company>> for the last 4 years. Why did you stay? 
 ●  How should candidates prepare for interviews with <<Company>> ? 
 ●  What challenges are you looking forward to solving? 
 ●  How does compensation compare to the industry average? 
 ●  What values are most apparent at <<Company>> ? 
 ●  What is the culture like? 
 ●  How is success measured? 
 ●  What’s hard about what you’re building? 
 ●  How does your team recognize good work? 
 ●  How has your perception of the company changed since you’ve joined? 
 ●  Since you’ve joined <<Company>>, what have you learned and how have you 

 grown? 
 ●  How many hours do you work on average each week? 
 ●  What does the average day look like for someone in the XYZ role? 
 ●  How much authority do you have to solve problems? 

 5.  Professional development and information that shows the track of professional 
 development in your company for scale positions. Consider video content for this, in 
 addition to written. 

 6.  Benefits: listing out benefits and perks is a great idea as well. 
 7.  Candidate referral program. Ideally, put the dollar amounts directly on the page The 

 candidate referral program will give people a reason to share your careers page with 
 other relevant candidates via DM and online communities. 

 8.  Integrated industry-leading ATS that posts your jobs directly on this page. This way 
 everything is through a different portal and automated through your ATS, and you don’t 
 clutter your Careers page. 

 9.  "Who we are" section with additional pictures from team gatherings etc. 
 10.  Add relevant links such as: G2, articles or content tailored for candidates, other review 

 sites (where the company has a good rating), etc. 
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 11.  Diversity, Equity, and Inclusion. How does your company approach DEI, how is DEI 
 infused into your company culture, mission, promotion paths, etc. Please see Chapter 8 
 below for more information on DEI. 

 12.  Related to your careers page, proactively include a link to your careers page in outbound 
 messaging, email signatures, LinkedIn messaging, etc. 

 13.  Ask existing employees in the roles that you are trying to fill to understand what type of 
 content resonates with them. For example, maybe software engineers want to see 
 videos but a content specialist might want to see graphics and PDFs. 

 Please let SecureVision know if you need an introduction to design or video editing 
 resources.We are happy to share! 
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 Chapter 2: Glassdoor Reviews 

 Glassdoor is another very important asset to have because it reflects your company’s culture 
 through the lens of your team. Someone in the team has to be focused on reviewing the 
 Glassdoor page regularly to ensure everything is in order. Run campaigns and implement 
 processes so that this stays top of mind. 

 An average rating of over 4 is the minimum, optimal is 4.5-4.8. Ideally, the total number of 
 Glassdoor reviews you have should equate to 30% of your total headcount. For example, if you 
 have 100 employees, you should have 30 Glassdoor reviews. If you are just getting started with 
 Glassdoor, your immediate goal should be to obtain 10 reviews. 

 Ask for reviews from new employees for the interview process (Glassdoor has a separate review 
 type for interviews). Implement a process where you ask for this review in their first week on the 
 job. 

 A very clear and repeatable process needs to be implemented and followed. Glassdoor reviews 
 should be added at the beginning of the onboarding checklist (for interview process reviews) 
 and toward the end at 90 days of employment (for standard reviews). This should be a task 
 assigned to managers. 

 Glassdoor reviews gives candidates considering your company the social proof they are looking 
 for before making their decision. 

 Glassdoor Review Email Templates 

 Interview Review (General, Not Hired) 

 Subject Line: Share Your Interview Experience On Glassdoor! 

 Hi XXXXX, 

 We strive to give every candidate a positive experience, and would love to hear about yours. 

 Please take a few minutes to leave an interview review for [Company Name] on Glassdoor. 

 Your feedback is extremely valuable to us as we fine tune and continuously improve our 
 interview process. 

 Thank you very much 
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 Interview Review (New Hire) 

 Subject Line: Share Your Interview Experience On Glassdoor! 

 Hello XXXXX, 

 We hope you are settling into your new role well! As you know, our company is continuing to 
 grow. To sustain that growth, we want the best people to join our team and you play a critical 
 role in helping us recruit top talent. Your feedback on our interview process will help us make it a 
 more meaningful experience for future candidates, and will help them prepare for interviews with 
 more confidence around what to expect, which will in turn help us find the best talent — just like 
 you! 

 As you may know, we have a company page on Glassdoor, part of which allows you to leave 
 reviews about our interview process. Please take a moment to visit Glassdoor and share an 
 anonymous review about your interview experience with our team. 

 It only takes a few minutes to complete, and your feedback is completely anonymous. 

 All the best, 

 New Hire Employment Experience 

 Employee Review XXXXXXX 
 Subject Line: Happy Three Months at [Company Name]! Share Your Experience On Glassdoor 

 Hello XXXXXX! 

 Can you believe it has already been 90 days? We hope you are acclimating nicely to your new 
 role. 

 We believe that the most trusted form of advertising, aside from a personal recommendation, is 
 an online review. You probably already know the influence an online review has if you use 
 websites like eBay, Amazon, and TripAdvisor. That’s why we’re asking for you to provide us 
 some feedback on Glassdoor. Your feedback is vital to our recruitment team and senior leaders 
 so we can better serve our employees. It also matters to job seekers considering working here, 
 which helps us recruit more top talent like you. 

 Please take a moment to visit Glassdoor and share an anonymous review about your work 
 experience over the last 90 days. This feedback will help us attract talented new employees 
 (just like you!) who will help our company grow. 
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 It only takes a few minutes to complete. 

 Thanks, 

 Employee Review (General) 

 Subject Line: Share Your Experience at [Company Name] On Glassdoor! 

 Hi everyone, We’d love it if you would take a moment to review [Company Name] on Glassdoor! 

 Glassdoor is a leading destination for job seekers to gain insights about jobs and companies 
 and decide where they want to work. We use employee feedback on Glassdoor to listen to you 
 so that we can become a better company. It’s important that our employees provide feedback on 
 what it’s like to work at [Company Name], so we can continue improving and attracting great 
 talent like you! 

 It only takes a few minutes to complete, and your feedback is completely anonymous. 

 Thank you very much. 
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 Chapter 3: LinkedIn Company Page 

 Your LinkedIn company page is another important part of your employer branding strategy. 
 Potential candidates run through the same process as a prospect, from awareness to 
 engagement, consideration and lastly, hire. 

 Just like you keep in mind your target audience for your product/service and deliver messaging 
 and content tailored for them, you have to prioritize showcasing your business and culture to 
 potential teammates. 

 Update your company’s LinkedIn page and make sure it accurately reflects your service/product, 
 mission, values, and culture. 

 If you want to truly stand out, create a Life section on your page where you can showcase your 
 team and values. You can pull content from your Careers page to populate this section. 

 Be consistent with posting content that shows your mission, culture, and values. It doesn’t need 
 to be a very heavy motion if you don’t have the infrastructure for this, even a frequency of 1 
 post/week is a good start. 

 Diversify your content by posting updates, photos, and videos regarding not only your business 
 but also company culture because candidates want to know how your environment is, they want 
 an inside look. 

 If you have jobs posted on LinkedIn, make them visible on your page and as easy as possible for 
 candidates to apply for a seamless experience with your employer brand. 

 Keep in mind that the job slots are also useful for brand awareness when candidates apply to a 
 job. They automatically follow your page and in turn this creates candidate pools for you. People 
 who engage with your page are more likely to consider your company in the future. 

 Encourage employee advocacy. If your team is active and has a complete profile on LinkedIn, 
 this further contributes to a strong presence and awareness for your brand. Employees can post 
 company–branded content, third-party industry-related content (such as sharing an article), and 
 general best practices content establishing themselves as experts in their field. 
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 Chapter 4: Facebook & Instagram Company Pages 

 Depending on your specific audience, having a presence on Facebook and Instagram can be 
 very beneficial. In addition to having a complete profile (all information complete, cover photo, 
 etc), also keep in mind: 

 ●  Posting on a regular cadence (whether it’s 1/month, or 1/ week) 
 ●  Posting candidate and employee driven content at a regular cadence (whether it’s 

 1/month, or 1/ week) 
 ●  Any content that is on the Careers page of your website can be repurposed for 

 distribution on Facebook and Instagram 
 ●  Post social media content to the careers page of your website 
 ●  In addition to posting to official company pages, you should also post content to 

 leadership/hiring team/peer personal pages 
 ●  Take screenshots of benefits and perks from the website, employee spotlights, etc. and 

 post the screenshots (along with a message contextualizing). 

 Both Facebook and Instagram require a degree of active management. Candidates interested in 
 your company might be Liking, Commenting, Sharing, sending you messaging or engaging with 
 your content in some form or fashion. Someone needs to be keeping an eye on it and be 
 available to respond in a timely manner. 
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 Chapter 5: Social Media Content 

 LinkedIn 

 Place all assets (video and otherwise) that are produced for the careers page on your website 
 into a Google Drive folder so that recruiters, hiring managers, and leadership can share content 
 on personal LinkedIn accounts. 

 Recruiters 

 For LinkedIn, recruiters should be accountable for tracking likes and engagement with posts and 
 either 

 1.  Asking the hiring manager or the leader that posted to send a LinkedIn message to the 
 candidate. 

 2.  Or, if bandwidth does not permit, for the recruiter to reach out on the hiring 
 managers/leaders behalf. 

 3.  Employee incentive program 
 4.  Sharing on internal Slack and ask for engagement 

 Hiring managers should take an active role in building candidate pipelines by producing content 
 for LinkedIn. It can be very impactful and will translate into more hires than cold outreach. 

 Hiring Managers 

 Hiring managers can follow this process: 

 1. Post content on LinkedIn 
 2. Review who has engaged with the content and viewed your profile 
 3. Message the people that could be a fit and share details of your openings 
 4. Introduce them to the recruiting team 

 Facebook and Instagram 

 Your Facebook and Instagram accounts should have content around general culture, benefits 
 and perks, how you’re improving the quality of life of the team, what people enjoy at the 
 company, events, etc. 

 Keep in mind that authenticity is key. Infuse authenticity into your content as much as possible. 
 Potential candidates can pick up on authenticity - or a lack thereof. 
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 Encourage employee advocacy. If your team is active and has a complete profile on Instagram 
 or Facebook, this further contributes to a strong presence and awareness for your brand. 
 Employees can post company–branded content, third-party industry-related content (such as 
 sharing an article), and general best practices content establishing themselves as experts in 
 their field. 

 Keep in mind that in addition to posting content to your Facebook and Instagram company news 
 feed, you also need to be posting via Stories. 

 13 



 SecureVision eBook: Employer Branding Playbook 

 Chapter 6: Google Search Results 

 How easily can people find you? Owning and occupying as many results on the first page of a 
 Google search engine results page (SERP) for your brand name is critical. In other words, when 
 people Google your company, you want to see listings for your company. 

 Your reviews on Google, G2, and other review sites should be on the 1st page of the SERP. 
 Google loves websites with user-generated content (for example, review websites) and ranks 
 them highly. This can be a blessing and a curse because if you are poorly rated, that will pop up 
 immediately in the SERP and cause a candidate to pause. 

 You have to constantly monitor the links that show up in the Google SERP to make sure nothing 
 out of place has popped up. For example, if a bad review is posted for a company that has the 
 same name as yours. 

 Creating your own content such as additional pages on your website, blog posts, and videos, 
 can also appear on the first page of a Google SERP for your brand name. 

 Make sure you have a fully completed Google My Business profile and social media profiles as 
 these sites will also occupy real estate on the first page of a Google SERP for your brand name. 
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 Chapter 7: Quality of Job Descriptions 

 A job description needs to be nicely formatted and spaced. Having a clear job description 
 means clearly stating the responsibilities, skills, and the experience level you are targeting which 
 will translate to higher accuracy with the candidates who apply. 

 Include employer and department overview sections. Why is it an exciting time to join the 
 company and what is specifically exciting for this role? For example, mention why developers 
 are excited to work with your company, the fact that you’re working with great tools, newest 
 tech, top rated on G2, etc. 

 Make it easy to apply and don’t ask them to fill out a 20-question form or ask them to re-enter 
 their resume info in your form. In a competitive job market, quality candidates might drop from 
 the process because you ask them to do too much up front. 

 Don’t make the resume attachment mandatory either, make sure you have fields for: first name, 
 last name, contact details (email and phone number) and LinkedIn profile (optional). 
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 Chapter 8: Hiring Diverse Talent 
 In order to hire diverse talent, you will need to diversify where your company sources 
 candidates. Source candidates from job boards like: 

 ●  Power to Fly 
 ●  Fairy God Boss 
 ●  Career Contessa 

 Expand the point of entry by offering more paid internships, rotational programs, and contract 
 work opportunities. By providing more opportunities, and focusing on inclusivity as you hire for 
 these new roles, you can foster a culture of diversity and grow your talent pool with intention. 

 Employee referrals remain one of the best ways to find and retain talent - encourage your 
 existing employees to become team ambassadors and incentivize diverse employee referrals. 

 Write JDs that are neutral and remove unnecessary requirements: 

 ●  In addition to changing the language of the JD, remove elements that weren’t truly 
 necessary for someone to have in order to succeed in the position, because women tend 
 to self-disqualify if they don’t meet all the job requirements. 

 ●  A study on job postings found those using masculine-type words like “dominate” were 
 less appealing to female applicants. 

 Remove unconscious biases during the interview process: 

 ●  A consistent interview process (all candidates go through the same steps and are asked 
 the same questions) is important to minimize bias. 

 ●  Looking just at the experience and skill set to determine fit and not at 
 name/location/gender/pronouns. 

 ●  A best practice is to discuss the candidate in a debrief meeting with all interviewers so 
 that, if biases surface, they can be vetted by the other hiring managers. 

 ●  If “likability” is an important factor for the Hiring Team, we recommend rating candidates 
 as you would on their other skills during the interview. By giving likability a score, you’re 
 making it more controllable. 

 ●  Make inclusion a priority within the Hiring Teams - your hiring team must be diverse and 
 cover a spectrum of perspectives on hiring decisions in order to evaluate all candidates. 
 If it's a struggle to put together a diverse panel, that alone can indicate a need for more 
 diversity and inclusion in your workplace. 

 ●  Talk within the company about efforts on how to reduce bias hiring. Invite guest speakers 
 and hold events around diversity, equity, and inclusion. Investing time and money shows 
 a clear initiative. 
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 For more information on DEI, please listen to episode one of the Talent Acquisition Trends & 
 Strategy podcast featuring Erin McCann, Senior Vice President of People Operations at 
 SevenFifty. Erin joins host James Mackey to discuss a specific, real-world application of DEI 
 efforts, building inclusive communities, and diversity efforts:  https://securevision.buzzsprout.com 
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 Conclusion 

 Thank you for trusting SecureVision with advancing your knowledge of talent acquisition best 
 practices. We hope you found our Employer Branding Playbook eBook valuable. 

 SecureVision is not only your partner for finding and hiring top talent for your organization, but 
 we can also help optimize your existing talent acquisition function to prepare you for scale. 

 Since 2015 SecureVision's recruitment experts have partnered with over 140 VC-backed tech 
 companies, ranging from growth-stage to enterprise clients to recruit talent in every department. 

 To see if SecureVision is a good fit for your company and hiring goals, please  contact us  today! 
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