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Building Your
Employer Brand in
Turbulent Times

How to Tell Your Story and
Connect With Candidates



Introduction

In challenging times, the world tends to stop and rethink its values — on a
personal and professional level. And rightly so; you want people to focus on
health, family and staying safe.

As a result, uncertain times are defining moments for employer brands;
organizations are either deemed an employer of choice or earn a poor reputation
among job seekers. It all depends on your response.

So, how do you keep your employer brand top of mind while being sensitive to
the challenges at hand? By thoughtfully telling your brand story.

Storytelling is in our DNA. The human brain is hardwired to find patterns — be it in
faces, shapes or music — so much so that we’ll actually imagine patterns when

they’re not there. This need to identify narratives explains the value of storytelling.

Reminding candidates of your mission, emphasizing your social impact and
leveraging your people helps establish a narrative beyond profit margins. This
benefits your business in a big way: 78 percent of millenials say corporate social
responsibility directly influences their desire to work for an organization.

Refocusing your messaging and how you interact with candidates will help you
stay relevant among your target audience in the midst of turbulent times.

In this guide, we’ll discuss a few of the most impactful ways to highlight your
employer brand during a period of uncertainty, break down examples and offer
tips for success. Leverage the information here to reposition yourself among
prospective employees and get back to the heart of your company.
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https://blog.hubspot.com/marketing/psychology-of-stories-storytelling-formula
https://blog.hubspot.com/marketing/psychology-of-stories-storytelling-formula
https://medium.com/esolidar/can-social-impact-become-the-best-catalyst-for-employee-engagement-27e05d15eb8
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SECTION |

My Storytelling
Matters

When things are volatile, there is typically little you can control,
but one thing you can is your company’s story. Investing in
storytelling not only gives you a sense of normalcy but also
offers your business a chance to get back on top.

With audience engagement and revenue traditionally down

when times are tough, your company needs to find ways to get
your brand back on track. Storytelling can help you do that.
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SECTION |

Storytelling has been around since the dawn of civilization and our brains are

actually hardwired to connect with stories. It’s the most natural way to build a

deeper connection with candidates; something employers must fight for
when tough times hit.

With every company facing this challenge, the competition to stand out as a
top employer is at an all time high. By leading with storytelling you’re much
more likely to connect with your ideal candidates and be remembered. In
fact it’s been proven that stories are 22 times more memorable than facts —

something to keep in mind as you pivot your employer branding strategy
during times of uncertainty.

Telling a compelling employer brand story will attract great talent. Not only
do 75 percent of candidates evaluate an employer’s brand before applying
to an open role, but an engaging employer brand can improve the quality of
your applicant pool by 54 percent and boost your quality-of-hire by 9
percent.

Stories also resonate with your people internally; 67 percent of employees
want to work for a company with a mission they believe in more than they
want a higher paying salary.

As if that’s not enough, a strong employer brand can save you money in the
long run. Organizations with a strong employer brand benefit from a 43
percent reduction in hiring costs. In turbulent times when budgets are tight,
every dollar counts and employer branding is a smart investment in your
team’s future.
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https://hbr.org/2014/10/why-your-brain-loves-good-storytelling
https://hbr.org/2014/10/why-your-brain-loves-good-storytelling
https://www.quantifiedcommunications.com/blog/storytelling-22-times-more-memorable
https://b2b.kununu.com/blog/10-facts-and-statistics-on-how-employer-branding-impacts-job-search-infographic
https://www.careerarc.com/blog/2019/12/true-cost-bad-employer-brand/
https://www.surveymonkey.com/curiosity/leadership-statistics/
https://www.potentialpark.com/employer-branding/employer-branding-statistics-you-need-to-know
https://www.potentialpark.com/employer-branding/employer-branding-statistics-you-need-to-know

9%

OF CANDIDATES EVALUATE AN
EMPLOYER’S BRAND BEFORE APPLYING TO
A JOB.
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SECTION |

The important thing to remember is that storytelling happens naturally; if
you’re not working to intentionally manage your employer brand, job
seekers will create their own narrative. As David Brier, author of Brand
Intervention, says, “If you don’t give the market the story to talk about, they’ll
define your brand’s story for you.”

Telling your brand story isn’t just beneficial — it’s vital. Without a concerted
effort, your employer brand is entirely susceptible to the words of job
seekers. And, try as you may, some might not have great things to say about
your company. It’s up to you as an employer branding professional to shape
that narrative, especially during trying times.

“If you don’t give the market
the story to talk about, they’ll
define your brand'’s story for
you.”

- David Brier

When your company is up against challenges, storytelling is the investment
you need to highlight your employer brand in the best light. Keep reading to
find proven strategies for how to tell your story and tips to share it
successfully. It’s the ultimate storytelling guide in uncertain times.
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SECTION II

4 Ways to Tell
Your Employer
Brand Story

When the world is on edge, priorities shift and so should your
company’s story. The messaging that attracted candidates
prior to a critical situation won’t hold up in uncertain times. You
must find a new way to tell your story. To help, we’ve laid out
four proven ways to successfully tell your employer brand story
during turbulent times.
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SECTION I

Tell Your Story
Through Your People

Who better to tell your story than the ones who live it every day, especially in
times of uncertainty. Your employees are the best representation of your brand
and, in the midst of turmoil, they’re impacted the most. They feel the pain quickly
and are the first to pivot.

Employees have first-hand knowledge of how your company responds to
turbulence and the implications it has for the business. Your team members are
the best indicator of what life at your company is like — AKA, exactly who
prospective employees want to hear from.

Allowing your people to tell your brand story builds a more authentic connection
with candidates and helps get your message in front of more people.

Create Trust With Candidates

Having employees tell your company story gives you the chance to build trust with
candidates. A majority of job seekers (66 percent) believe that interacting with
current employees is the best way to get a sense of a potential employer. Your
employees are an invaluable part of your story and employer brand.

The experiences your employees go through during tough times are much more

relatable to customers than what your business is facing. Highlight team members
to attract top talent.
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https://recruiterbox.com/blog/12-recruiting-stats-change-the-way-you-hire-infographic

SECTION I

Get in Front of More Potential
Applicants

Not only do job seekers relate to your employees, they also pay more attention to
what they have to say. If you want to amplify your company story to the masses,
empower your employees to distribute your message.

Why? Messaging that is shared by employees receives 561 percent more

impressions than when a company sends it. Content also gets shared 24 times

more when distributed by employees.

The result of employees telling your company story is much wider and more
impactful than what your company could ever do on its own. Employees are not
only your biggest asset on the front lines during turbulent times but they are also
pivotal in keeping your employer brand top of mind among active job seekers and
passive candidates.

CONTENT GETS SHARED 24 TIMES MORE
WHEN DISTRIBUTED BY EMPLOYEES.
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https://britopian.com/employee-advocacy/building-an-employee-driven-content-strategy-is-smart-storytelling/
https://britopian.com/employee-advocacy/building-an-employee-driven-content-strategy-is-smart-storytelling/
https://britopian.com/employee-advocacy/building-an-employee-driven-content-strategy-is-smart-storytelling/
https://britopian.com/employee-advocacy/building-an-employee-driven-content-strategy-is-smart-storytelling/

Employee
Storytelling
Examples

Telling your brand story through your people
doesn’t have to be a big to-do.

Let’s review how three real companies have

successfully leveraged employees in their
employer branding efforts.

builfin :|



EXAMPLE 1

How Tech Companies Are
Staying Connected While Apart

This article details how three companies tackle the challenge of staying

connected with their teams while working remote. Insights into how they’ve

tackled this challenge during COVID-19 come directly from the employees who

were impacted the most; those in charge of company culture. The interviewees

discuss how at first working from home took a hit on their culture and the fun

things they do around the office, but unique solutions have helped them

overcome that. Instead, they’ve realized an even better connection is being built

with one another while being remote.

Click here to read the full article.

Why It
Wyg!omace a similar feeling

of isolation during COVID-19.
Allowing the people in charge of
your culture to share specific
tactics for overcoming these

obstacles will [o]UfileR-Retelalal=leaii el
with candidates who are looking
for these same solutions.jifale}s

only puts your employer brand in a
positive light but positions you as a
source of value for job seekers
during their time of need.

When it comes to work communication, Gardner
doesn’t want employees relying on Slack more than
necessary. If a conversation about a project would
have been face-to-face, she encourages managers
and employees to do it on a video call or Zoom.
However, when used intentionally to bond, Slack can
be a quick and easy way for employees to stay
connected, she said.

“It’s really nice seeing people
reaching out, and I do think Slack is a

good way for people to interact and
just remembering to check in on
fellow extroverts.”

GIF battles and photo sharing has also been popular
at AuditBoard. Choe created a new Slack channel
called “Just for Fun,” where employees can go to
find questions of the day and share personal tidbits.
They’ve had people share photos of kids, their
workstations and home plants. It’s created a natural
forum for employees to connect across
departments, she said.



https://builtin.com/remote-work/how-companies-bond-remotely

EXAMPLE 2

How Paylocity Gives Remote
Employees a Seat at the Table

With 60 percent of its workforce remote even when the world isn’t facing a

pandemic, Paylocity shares the perspective of four employees on how working

remotely doesn’t slow them down in this article. The interviewees emphasize the

positive impact of investing in all employees no matter where they’re located.

Click here to read the full article.

I tell my recruiters to find the best

talent. | don’t care where they’re

located.”

What opportunities are there for growth as a
remote worker?

We have an unofficial slogan called “Talent

anywhere.” | tell my recruiters to find the best talent.

| don’t care where they’re located. The same
thought process applies to promotions and
advancement within our company. If you are
passionate about your work, it does not go
unnoticed.

We prefer to promote from within, and we always
make those opportunities available to our
employees before we look at external options. Many
of our more senior product roles — such as our QA
lead, dev lead, product owner and product team
leader — are remote.

Why It
WQ Bksctives of four

employees across multiple
departments shows you invest in
all employees, not just a few. It
provides the potential of a deeper
connection to be built with

readers.


https://builtin.com/corporate-innovation-remote-work/how-paylocity-gives-remote-employees-seat-table

EXAMPLE 3

How Shapeways is Making a
Difference to Fight COVID-19

The company Shapeways is using its 3D-printing technology as a way to fill the

gaps in the supply chain for medical supplies during COVID-19. Its CEO first shared
the news on LinkedIn with images of the supplies they produced and was then
amplified by other employees throughout the company.

Click here to view the post.

Why It Works

Employees can add their own
personality, thoughts and feelings
when sharing your story. This post
by Ricky Tiscareno is a great
example of that. He was able to
emphasize how inspired he is by
the work his company is doing in
the fight against COVID-19. The

story is much more [oelgglel=llilglel:1gle
authentic when heard from an
individual rather than the business

Job seekers will understand
your company is truly trying to
help, not just turn a profit.

n Ricky Tiscareno (He/Him)
= Director of Talent Acquisition at Shapeways - We're hiring!
«®Y o cited

Every day that passes, I'm more and more inspired by our team at Shapeways!
#3dprinting #shapewayslife #covid19 #unitedwetech

Gregory Kress
& CEO at Shapeways
5d

The Shapeways team continues to push forward and help our front line medical
workers fight COVID-19! 3D Printing is solving short term supply chain
challenges!

#3dprinting #3dprint #covid19 #nyctech #cuomo

& Like X Comment & Share

Linkedf © 2020



https://www.linkedin.com/posts/rickytiscareno_3dprinting-3dprint-covid19-activity-6649327740367486977-e4CW/

SECTION I

Tell Your Story Not
Through Your Services,
But How You Serve

When faced with challenges, people tend to think about what matters most.
Candidates don’t care as much about your innovative new strategies; what they
care about is helping the community. Your company should embrace this same
mindset when sharing its employer brand story.

It’s time to get back to your roots. Double down on what your company cares
about. Focus on your mission, core values and company culture. The foundation of
what makes your company valuable to the industry and community you’re in is
something that candidates will relate to, especially in a time of need. Sharing this
story will humanize your brand and better position you as a good corporate
citizen. It’s also a smart investment...

Purpose Pays Off

Companies that stand for something benefit the most. For starters, having a
mission keeps people around. In fact, employees who feel their organization has a
purpose beyond profits are |ess likely to leave their job for a 10 percent pay raise

elsewhere. Furthermore, a professional purpose can save you money: more than
90 percent of employees would sacrifice a percentage of their lifetime earnings in
exchange for more meaningful work.
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https://www.tinypulse.com/hubfs/2018%20Employee%20Retention%20Report.pdf
https://hbr.org/2018/11/9-out-of-10-people-are-willing-to-earn-less-money-to-do-more-meaningful-work
https://hbr.org/2018/11/9-out-of-10-people-are-willing-to-earn-less-money-to-do-more-meaningful-work

SECTION I

Values Speak Volumes

You have a much better chance of attracting great candidates by focusing
your employer brand story on the values you care about most as an
organization. As many as /3 percent of adults would not apply to a job
opportunity unless the company’s values aligned with their own. Promoting
your core values during uncertain times will foster the connection you need
with candidates to reach your growth goals.

Company Culture’s Impact
on Branding

When times get tough, how you treat your employees is instrumental in not
only retaining your workforce but bringing in new, engaged team members.
Applicants go through your hiring process trying to spot inklings of your
culture and the employee experience. In fact, 68 percent believe that the

candidate experience is indicative of how employees are treated at work.

Company culture is a huge component of your employer brand. So much so
that it actually outranks salary during the job hunt: 56 percent of employees

say a strong culture is more important than compensation.
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https://toggl.com/blog/candidate-experience
https://www.cnbc.com/2019/07/11/workers-value-a-strong-company-culture-over-higher-pay-study-claims.html
https://www.cnbc.com/2019/07/11/workers-value-a-strong-company-culture-over-higher-pay-study-claims.html

Examples of
Mission-Driven
Storytelling

How tech companies keep their mission at the
center of their employer brand stories.
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EXAMPLE 1

Rheaply Raises $2.5M to Help
Businesses Recycle Unused ltems

While this article focuses on good news, it shows that any story you

tell can be rooted in the foundation of your company. Rheaply first

came about when its founder had the idea of sharing lab equipment

with other universities.

Since then, the company
has found ways to help
many industries save costs
and be more sustainable.
When announcing its latest
round of funding, Rheaply
made sure its mission was
front and center.

Click here to read the full
article.

—
JOBS STARTUPS NEWS —

Rheaply, a Chicago startup that helps organizations recycle their
unused items, announced Tuesday it closed on a $2.5 million seed
round led by Hyde Park Angels. The company plans to use this
funding to grow its engineering, product development and design

teams and further build out its platform.

CEO Garry Cooper came up with the idea for Rheaply while
earning his Ph.D. in neuroscience at Northwestern University,
where it began as a platform for university labs to share unused

equipment with each other.



https://www.builtinchicago.org/2020/03/18/rheaply-raises-2m
https://www.builtinchicago.org/2020/03/18/rheaply-raises-2m

EXAMPLE 2

Mission Driven: How Culture Fuels
Purpose at 5 Seattle Tech
Companies

Living out your mission as a company is important during good
times and bad. Leaders from five Seattle-based tech companies
discuss how they make
sure their values are shown
through everything they do.

—
JOBS STARTUPS NEWS —

The article represents how What’s your company’s mission?

yo u can tel | yo ur com pa ny Our mission is to protect life. All over the world, we encounter

communities dealing with very significant challenges when it
comes to public safety. We want to help solve these really hard

story while emphasizing the

technology can enable law enforcement officers to better protect
core values your cemo oY €@ oreemen” ?
life and trust in our communities by giving them safer options

problems. The company was founded based on an insight that

g 3 hen confronted with dangerous situations. This passion around
organization follows and v
g protecting life is what drives us. We are committed to pushing the

b u | | d | N g yo ur re p utatl on as boundaries of technology to help keep communities safe.

an employer of choice.

Click here to read the full
article.



https://www.builtinseattle.com/2019/03/26/how-mission-influences-seattle-tech-company-culture
https://www.builtinseattle.com/2019/03/26/how-mission-influences-seattle-tech-company-culture

EXAMPLE 3

Running a Tech Company in
Uncertain Times

You can’t live out your mission and values without a workforce. This

article describes how leaders of San Francisco tech companies are

working to keep their employees safe and supported during

COVID-19. It’s a great
example of how you
should be thinking
about your own
employer brand story in
uncertain times; putting
your employees first is
the name of the game.
Sharing how you’re
offering support while
continuing to run your
business will shine a
positive light on your
company.

Click here to read the
full article.

ADJUSTING BUSINESS GOALS

There are many unknowns for businesses right now
but one thing is certain: Things will slow down.

Zendrive has begun asking customers for feedback
every week to continually evaluate their position in the
market. “We’re an enterprise business, so our
customers are large companies and they’re suffering
quite a bit from [concerns around] coronavirus,” Matus
said. His team is also checking in with customers
weekly just to see how they’re doing, listen to their
concerns and offer help where they can. “Even if
there’s not much we can do, we want to show them
we care,” he said.

“Even if there’s not much we can do,

we want to show them we care.”

Scalero is trying to move forward with business as
usual to the best of their ability, according to Pearson,
but this week the company decided to pause its
outreach sales.



https://builtin.com/remote-work/sf-tech-remote-work-corona-virus
https://builtin.com/remote-work/sf-tech-remote-work-corona-virus

SECTION I

Tell Your Story
Through Your Actions

As the saying goes, actions speak louder than words. In times of change, every
company is looking for ways to keep its brand top of mind. With this comes lots of
noise from every angle. Candidates will be looking at the companies who are
doing more than just talking, but taking action.

Remember, the last thing on people’s minds during a disruptive period is your
brand. While candidates have typically evaluated potential employers based on
cutting-edge product offerings, recent funding rounds and market share — among
other impressive factors — they’re now looking toward an organization’s
community impact.

If your company takes action to alleviate the worry and concerns of its community
members, your story will immediately stand out among the rest. It will positively
interject your employer brand into the conversations that matter.

You Can Have the
Best of Both Worlds

The general public understands that profits will always be top of mind for
businesses, but they feel companies can still make a difference. Survey results
show 73 percent of people feel companies can find ways to positively impact its

community while also increasing revenue. And they’re right; actions are good
investments. Don’t believe us? Keep reading.
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https://engageforgood.com/guides/statistics-every-cause-marketer-should-know/

SECTION I

Taking Action is
the Right Investment

Doing good doesn’t always mean more costs. In fact, companies who invest
in positively impacting quality of life perform 120 percent better than the

stock market. Lending a hand helps move the needle, as well as resonates
with prospects: 85 percent of employees say corporate citizenship is an

important employer criterion.

Telling your story through actions is well worth the effort, and finding ways to
make an immediate impact on the situation at hand while strategically
positioning your business is possible. It doesn’t have to be a national effort
either; helping the local community is just as impactful. And if you find
yourself struggling to take action on your own, seek out other companies to
partner with that can help you make a difference in the lives of those
affected most in turbulent times.

9%

OF EMPLOYEES SAY CORPORATE CITIZENSHIP IS
AN IMPORTANT EMPLOYER CRITERION.
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https://engageforgood.com/guides/statistics-every-cause-marketer-should-know/
https://www.extensisgroup.com/blog/corporate-citizenship-plays-vital-role-recruiting

Action
Storytelling
Examples

Now, let’s look at a few examples of how companies
have stepped up to the plate in times of trouble
while keeping their employer brand in mind.
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EXAMPLE 1

Chewy Makes a Donation
to Animal Shelters

Since the start of the global COVID-19 crisis, animal shelters have been
hit hard. People are forced to stay home which means less donations
and adoptions, leaving shelters concerned about keeping animals safe.

Chewy, a popular
e-commerce pet store, isin a

JOBS STARTUPS NEWS

much better place during the

uncertain time given man Chewy Is Donating $1.7M in
X y, Supplies to Animal Shelters
people defaulted to shopping and Rescues

for their pets online. They’ve
taken action by partnering
with GreaterGood.org to
donate more than $1.7 million
in pet products to animal
shelters. They found a way to
make a difference while also
investing in who they care

about most — pets.

Cl |C k h ere to rea d -th e fu | | While being quarantined means you get to spend a lot more time with your

furry friends, there are a lot of animals out there that aren’t as lucky. The

2 rti C | e global pandemic has also hit animal shelters and rescues, leaving many
—— without necessary supplies or assistance.



https://www.builtinboston.com/2020/03/27/chewy-donating-1m-supplies
https://www.builtinboston.com/2020/03/27/chewy-donating-1m-supplies

EXAMPLE 2

BombBomb Offers Its
Software for Free

BombBomb is a great example of a company using its existing services
to directly impact a community in need during COVID-19 — teachers.
Schools were quickly forced to pivot to remote lessons, leaving many
teachers disconnected from their students.

BombBomb immediately
recognized the challenge
the education world was \

SiEPPEQin by offering | To help schools affected by COVID-19, BombBomb video email is now
their software to teachers SRR A RS

for free. This act of
goodwill resonates with
candidates; seeing an
organization helping
those who need it most
boosts your reputation as
a potential employer.

Click here to learn more.

BombBomb™vipeo

Free Video Email for
Teachers



https://bombbomb.com/education/

EXAMPLE 3

Peak6 Investments Puts Its Skills
Into Action

Knowledge is another powerful tool in times of uncertainty. Peak6
Investments’ engineering team knew it had the skills to make a
difference while COVID-19 continues to evolve, and they’ve sprung into
action to help.

Using the work they’ve
done previously to
interpret data for the
financial world, the team
is deploying similar tactics
to fight the spread of the

disease. Not only does Donating Compute to Fight COVID-19
the effort boost Peak6 At PEAK6 Capital Management, we have some beefy boxes for

processing intraday data as you've probably already read about in

Investments’ employer

A Parable of Pricing, Processors, and Memory. While we’re all

brand. but the chance to fighting the spread of COVID-19 by working remotely and
9
isolating, Kevin Newman of Simplifying Disaster Recovery with Pure

work on a project that

ActiveCluster and VMWare MetroCluster fame had a great idea on

makes a positive im pa ct how we might do more. He shared out some work he’d done
getting Folding@Home up and running in our #general chat:

in real-time is extremely

@knewman: I've been struggling to think about how I can help in all

enticin 9 to candidates. of this given that I know about as much about medicine or biology as
I do about power tools (embarrassingly little). It’s also hard to be

“socially distant” and do something useful at the same time & . My

Click here to learn more.

mom, for instance, knows how to sew, so she’s joining a community

group sewing emergency facemasks. I know compute, so I was excited
to hear that I can redirect my many home computers and servers at

something useful: Folding@Home.



https://medium.com/peak6-engineering/download-this-virus-646c2736bc43

SECTION I

Tell Your Story Through
the Right Platforms

As the world shifts in times of uncertainty, so will candidate’s behavior.
The platforms you’ve been promoting your message on may no longer
make an impact. You must adapt quickly to keep your employer brand
in front of job seekers.

Understanding which platforms people flock to during difficult times will
be influential in making sure your story is heard. ldentify which platforms
are worth your continued investment and which you can pull back on.
Then, begin seeking out the platforms you’ve yet to tap into that will be
highly trafficked during this period.

Now is not the time to lean on old habits. Rather, it’s time to start
interacting with candidates in new ways. Get creative. There are plenty
of free platforms available to you if budgets are tight. In times of
uncertainty, it's more important than ever to make sure you’re
promoting your employer brand on the right platforms.

builfin :|



SECTION I

How COVID-19 Has Impacted
Online Platforms

COVID-19 has forced a majority of people around the globe to stay home, which is
heavily impacting how candidates are engaging with employers and conducting
their job search. Here’s how just a few platforms have already been affected.

Streaming Video

The number of people accessing streaming video platforms like Netflix and
Amazon grew 12 percent between March 12 and March 19, 2020, according to
user network data from Verizon. This should come as no surprise given 20-plus

states in the US announced shelter-in-place orders around this time. If you have
room in your budget, you may want to consider allocating funds for this kind of ad
spend as it has the potential to quickly share your employer brand story with
candidates across a variety of geos.

Online Gaming

Data from Verizon over this same time period showed online gaming traffic
increased an outstanding /5 percent week over week. While it’s likely not a
traditional method for reaching your ideal candidate, it may be a promising
channel to incorporate into your employer branding strategy during this period of
uncertainty.
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https://www.cnet.com/news/coronavirus-has-made-peak-internet-usage-into-the-new-normal/
https://www.usatoday.com/story/news/nation/2020/03/21/coronavirus-lockdown-orders-shelter-place-stay-home-state-list/2891193001/
https://www.usatoday.com/story/news/nation/2020/03/21/coronavirus-lockdown-orders-shelter-place-stay-home-state-list/2891193001/
https://www.cnet.com/news/coronavirus-has-made-peak-internet-usage-into-the-new-normal/

SECTION I

Social Media

Interesting enough, the Verizon data also showed that social media
usage remained stagnant week over week. While many would have

predicted growth on social media channels, the data doesn't always fit
the hypothesis. All the more reason you should stay abreast of
data-driven trends during times of uncertainty and not just make
assumptions about how candidates will react.

Stay abreast of data-driven trends during
times of uncertainty; don’t make
assumptions about how people will react.

Video Conferencing

Another unique platform to peak in the midst of COVID-19 is video
conferencing platforms. With many forced to stay home, the rise of
remote work has exploded and the use of video conferencing platforms
is booming.

In fact, the global video conferencing market saw a significant spike
during March, 2020, alone. Throughout the month, 62 million
downloads of video conferencing applications — across smart devices
— were recorded.
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https://www.marketwatch.com/press-release/impact-of-covid-19-on-video-conferencing-market-2020-04-13?tesla=y
https://www.cnet.com/news/coronavirus-has-made-peak-internet-usage-into-the-new-normal/
https://www.cnet.com/news/coronavirus-has-made-peak-internet-usage-into-the-new-normal/

SECTION Il

5 Things To
Remember When
Promoting Your
Employer Brand

By now you should be familiar with four proven ways to
highlight your employer brand in turbulent times. However,
the fact remains that, if you’re reading this, you’re up against
serious obstacles. To help you take action faster and yield
better outcomes, we’ve compiled a list of key directives to
keep top of mind as you craft your story.
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SECTION 11l

1. Be Transparent and Proactive

Transparency is of the utmost importance. With 30.3 million first-time
unemployment claims recently filed in the U.S., candidates have a right to be
concerned about job stability. Be honest regarding your hiring efforts — whether
that’s a delay in the process, a full-on hiring freeze or anything in between.

Additionally, let candidates know what you’re doing to support employees,
including those recently furloughed or laid off. People aren’t going to forget
COVID-19 anytime soon, nor will they disregard your response. This is an
employer-brand-defining moment; take charge of it.

2. Be a Part of the Conversation;
Don’t Control it

Candidates see how you’re conducting business, and aggressively plugging your
products cultivates the reputation of a money-hungry employer. Be a voice of
comfort amidst the chaos. Politely and briefly join in on the conversation to remind
customers that you’re there. This establishes your reputation as an empathetic
employer, something 77 percent of employees are willing to work longer hours for.

3. Be Resourceful and Authentic

Your image, like your messaging, should be honest and authentic. Make due with
the resources you have during this time and be comfortable with a less-polished
final product. Candidates will appreciate your candor. On top of that, being
authentic benefits you in the long run. Accurate, effective employer branding
brings in candidates that are 50 percent more qualified — for the role and for your
company — and reduces turnover by 28 percent.
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https://www.cnn.com/2020/04/30/economy/unemployment-benefits-coronavirus/index.html
https://www.businessolver.com/who-we-are/news/businessolver-finds-workplaces-still-lack-empathy
https://medium.com/swlh/why-its-important-to-have-an-authentic-employer-brand-2079da8494a0

Accurate, effective
employer branding
brings in more
qualified candidates
and reduces turnover
by 28 percent.
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SECTION Il

4. Be Willing to Add Some Levity

In times ruled by fear and anxiety, a little lightheartedness goes a long way.
People are looking for a bright spot and will appreciate the breath of fresh
air it offers. When appropriate and applicable, don’t be afraid to infuse a little
humor into your employer brand story.

Doing so provides a glimpse of your company culture and offers a
much-needed respite from the challenges at hand. And there’s a reason
behind that — laughter has been linked to tangible short- and long-term
benefits including alleviating stress responses and improving immune

system strength.

5. Be People-Focused and
Leverage Your Leaders

Leverage your leaders during tough times. When the ship is headed toward
uncharted waters, people want to hear from the captain. Senior members of
your board and C-suite are concerned with the long-term health of your
business, its relationship with the surrounding community and, most of all,
your employees. A formal message from your CEO will help win over the
hearts of job seekers.
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https://www.mayoclinic.org/healthy-lifestyle/stress-management/in-depth/stress-relief/art-20044456
https://www.mayoclinic.org/healthy-lifestyle/stress-management/in-depth/stress-relief/art-20044456

CONCLUSION

Key Takeaways

In times of trouble, your brand story should be the source of

truth. Consumers care about what you stand for more than what
you have to offer. To continue to thrive despite the uncertainty
of what the future holds, lean into your mission statement and
remember to ACT...

e /llways be authentic.
e C_ontribute, don’t control.

e /ap into your people.

It's important to keep in mind that the world will eventually
return to normal. In the meantime, focus on being part of the
solution, a force for good and an employer focused on building
on goodwill.
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United
We
Tech.

The world needs tech. And tech has mobilized.
Let’s unite around our goal to face down COVID-19.
Share stories of tech innovation and philanthropy
amid the pandemic. #unitedwetech.
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(et'c work together:

Select a market to get started.

Austin Boston Chicago Colorado Los Angeles

New York City San Francisco Seattle
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