Solving Fintech Challenges
With Employer Branding:

Showcasing
Company Culture
How To Highlight the Most Appealing Aspects of
Your Culture for Active and Passive Job Seekers

Introduction
Company culture is not a topic to take lightly. Almost three out of four
U.S. adults said they would leave their employer if its culture
deteriorated. A strong culture has also been proven to boost net
proﬁts by 85 percent and hiring by 25 percent over a three-year
period.
Reputations are also important to monitor because 86 percent of
women and 67 percent of men said they wouldn’t join an employer
with a bad rep. Another 50 percent of professionals said they would
avoid a company with a poor reputation even if they got a pay increase.
So in some cases, culture is worth more than money.
Many ﬁnancial technology companies today understand these
business cases around company culture. Our research found that a
growing number of businesses in the industry are interested in not
only evolving their cultures but highlighting their most appealing
elements to prospective candidates and the world at large. And it’s vital
that they do because the unemployment rate for tech roles is 1.5
percent.
With the competition for talent ﬁerce, hiring and retention is top of
mind for talent leaders across ﬁntech. Overall, ﬁntech companies
want to position themselves as fun, engaging and innovative places
to work so their talent challenges are easier to solve.

2

A healthy culture is the summation of many different elements (which
we will discuss shortly). When companies showcase these elements
and what they mean to employees, it gets job seekers excited about
the idea of joining a company. Employer branding is pivotal in
achieving this goal and many businesses are using it to enhance their
reputations and build equity with both active and passive job seekers.
With smart branding efforts, ﬁntech companies can enhance the
reputation of their business, highlight the most impactful aspects of
their culture and attract in-demand talent. This guide will provide
ﬁntech talent leaders with the insights and examples they need to
evolve their culture-driven branding efforts.
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About This Guide
This guide is a four-part series dedicated to helping ﬁntech companies
address recruitment challenges by improving their employer branding
efforts.
Employer branding refers to an organization’s holistic efforts to
improve its reputation among job candidates, employees and other
stakeholders inside and outside of a business. Effective branding can
improve the quality of candidates in a talent pipeline by 54 percent
and boost the quality of hires by 9 percent — all while keeping current
employees engaged and participating in a company’s culture.
To investigate some of the biggest post-pandemic challenges ﬁntech
companies face, we listened to dozens of hours of branding- and
recruitment-focused conversations with industry leaders across the
country. We also examined branded content that ﬁntech companies
participated in across our national sites. We learned that branding is at
the heart of their biggest concerns, which include: hiring technical
professionals like developers; introducing more diversity into their
organizations; hiring around their new remote/hybrid/in-person work
infrastructure; and showcasing their unique company cultures..
This series will provide ﬁntech companies and stakeholders with the
insights and examples they need to address some of their thorniest
branding and recruiting challenges.
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Until I came to IBM, I probably would
have told you that culture was just
one among several important
elements in any organization's
makeup and success — along with
vision, strategy, marketing, ﬁnancials,
and the like... I came to see, in my
time at IBM, that culture isn't just one
aspect of the game, it is the game. In
the end, an organization is nothing
more than the collective capacity of
its people to create value.”
LOUIS V. GERSTNER JR.
FORMER CEO OF IBM

SECTION 1

What Is Culture
and Who Should
Discuss It?
Before we dive into how ﬁntech businesses can
showcase the best parts of their culture, it’s important for
talent stakeholders to know what culture is (and is not.)
And it’s just as important that branding stakeholders pick
the right messenger for the topic at hand so candidates
feel like the source is credible.
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Company culture is a singular, yet abstract idea that’s difﬁcult to
pinpoint. All at one time, it can refer to a company’s mission, work
environment, values, customer relations and the feeling employees
get when they walk in the door or log on in the morning. It’s
essentially the personality of a company and no personality is
one-sided or limited to one trait.
Inclusion, philanthropy, celebrations, work-life balance, leadership
philosophies, customer appreciation, mentorship and so many other
aspects can impact a company’s culture simultaneously. And the
weight that each element carries differs from business to business
based on what a company and employees choose to invest time and
resources in.
The strongest traits of a culture, like a personality, tend to draw the
most attention but they do not deﬁne a person or entity. So just
because an employer has great perks or diversity initiatives, that does
not automatically mean it has a great overall culture. A
well-thought-out list of core values can set the foundation for an
engaging culture, but without action (especially from leadership)
those sentiments mean little and cannot be the sole basis of a culture.
But no matter what the variables are that make up a culture, the sum
of those individual aspects should be a workplace that’s engaging and
one that employees are excited to be a part of. Engaged employees
see 41 percent less absenteeism and 17 percent boosts in
productivity. So when companies build strong cultures, they can see
tangible business beneﬁts. And when companies showcase the
speciﬁcs of their culture initiatives and philosophies, they can open
doors to more candidates that care about those same things.
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Fintech Culture Challenges
Fintech culture is a tricky one to navigate. The reputation of ﬁntech
companies often falls somewhere on the spectrum of a “large,
traditional banking institution” and a “small, scrappy ﬁnancial services
startup” on the other — and neither side has a perfect reputation.
Well-established institutions are sometimes seen as being
hierarchical, siloed and risk-averse entities with red tape that slows
innovation. While tech startups have been portrayed as hostile,
50-hour-work-week environments with homogeneous staff helmed by
young and inexperienced leadership teams.
And overall, the industry isn’t as diverse as it should be. Women
account for less than 30 percent of ﬁntech staff and fewer than 20
percent of those employees are executives. White people made up
almost 80 percent of the ﬁnance workforce in 2020. Black people
make up the industry’s largest racial group at 13 percent, however,
they account for less than 3 percent of senior roles.

DOWNLOAD NOW
Solving Fintech Challenges With Employer Branding:
Improving Diversity, Equity and Inclusion
Today, many ﬁntech employers are working to improve those gender
and racial demographics with more investments in internal diversity,
equity and inclusivity (DEI) initiatives. They’re also actively ﬁghting
common stereotypes in the ﬁnance and tech industries by building
healthy and attractive cultures for their employees. Since ﬁntech
companies sit at the intersection of ﬁnance and technology — two
very popular ﬁelds — they have a lot of freedom to combine the
best of both worlds and create a culture all their own (then show it
off.)
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Who’s the Best Voice
of Culture?
While it’s crucial that ﬁntech companies detail what makes their
cultures attractive, they should be intentional about who tells those
stories. For example, an employee’s voice is three times more
credible than the CEO’s when discussing working conditions at a
company. And on social media, messages shared by employees get
561 percent more impressions and 24 times more shares than
messages posted by a company’s ofﬁcial account.
Certain elements of a company culture might be best told by
speciﬁc team members. A team leader, who was promoted from a
contributor role, can speak to what a company’s culture of internal
mobility is like. Whereas a ground-level team member that’s highly
engaged in culture events (or who’s on the culture committee) could
effectively discuss what makes the business fun to be a part of. A
c-suite staff member can share the ways leadership builds culture
from the top down by acting out the company’s core values. CEOs and
co-founders can also be compelling voices around topics like how the
business’s mission inﬂuences culture or how they hire for culture
“add” versus “ﬁt” (which we will share an example of in the next
section.)
No matter the story, employers should be deliberate in choosing the
voice with the most credibility to deliver a message. Candidates want
to see candor and authenticity when they’re researching a
company’s culture. They want to know what a culture is like from
the people that could potentially be their teammates and their
managers. Job seekers appreciate behind-the-scenes looks at
company culture from the key stakeholders that inﬂuence it. And with
employer branding, ﬁnance companies can position the right people
to speak on their culture with high levels of detail, expertise and
sincerity.
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EMPLOYEE’S VOICES ARE THREE
TIMES MORE CREDIBLE THAN THE
CEO’S WHEN DISCUSSING CULTURE
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Culture “Fit”
Versus “Add”
The topic of hiring for culture “ﬁt” compared to culture
“add” has grown in popularity in recent years, and for
good reason. It can mean the diﬀerence between an
employee base that’s full of relatively uniform
perspectives or one that champions unique outlooks.
When ﬁntech companies know the diﬀerence between
the two — and show that awareness to the public with
branding — it opens the door to more diverse
candidates that can help improve the culture and
the business overall.
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Employers should avoid talking about their cultures like something a
job seeker has to “ﬁt” into. Culture ﬁt implies that companies have
checkboxes of personality traits they need to see in job seekers
before they can be hired. A work environment should never be seen
as a pre-set mold that only speciﬁc professionals are capable of
ﬁtting into. Businesses should see their culture as something that
grows with the company; an ever-evolving work in progress that new
team members can contribute (“add”) to with their unique
perspectives and skills.
“If you only bring on people that are like you and others in your
company, you’ll turn away candidates that can expand and enhance
your culture,” said Jen Paxton, director of talent at Grubhub. “Instead,
focus on shared values and work ethic; choose people that will
represent the company in the best light, are enjoyable to work with
and have the opportunity to share new ideas or bring a different
perspective to the table.”
Leaders can use branding to highlight the fact they seek great
overall talent rather than the perfect person for the culture.
“A lot of people talk about culture ﬁt, and you will probably never ﬁnd
those words on our website,” says Anthony Skinner, CTO at iSpot.tv. “If
you’re going to add to our company, if you’re going to help us extend
our lead and help us dominate this niche, then we want you here.”

RELATED READING
16 Signs of a Toxic Work Culture and How to Fix Them
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Since the traits that can make for a good culture add are often
abstract and varied, companies can use branding to get speciﬁc
about the major elements they seek in a prospective employee.
“We look for compassion, intelligence, curiosity and drive – we look
for someone who is as happy teaching others as they are learning
from others," says Christopher Hazlett, Vice President of
Engineering at Transﬁx.
Speciﬁc traits like that can exist in applicants from any
background. They also don’t come at the cost of a candidate
feeling like they cannot be their authentic self or that they have to
ﬁt into a mold just to succeed.
Additionally, ﬁntech companies can offer details on how their
culture interviews are structured so applicants have insight into
what to expect. For example, SourceDay CEO and Co-founder Tom
Kieley said he and his co-founder interview each candidate “so that
we can share our vision for what we want SourceDay to become.”
Kieley said it also gives them a chance to assess every prospective
employee’s readiness to contribute to the culture and “work at an
early-stage company navigating risk.”
Small details about the interview structure can give job seekers
greater conﬁdence about their chances of securing a role. And
when companies highlight their desire to hire culture additions
over perfect ﬁts, it can give job seekers peace of mind that they’ll
be welcome in the work environment as their true selves. Without
this insight, applicants looking at your ﬁnance company could just
assume the stereotypes around ﬁntech demographics are true and
that they wouldn’t belong.
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10+ Examples of
Culture-Driven
Branding
Now that you understand the fundamental elements of
company culture, it’s time to look at examples of
culture-driven branding in action. We collected a wide range
of examples of employers sharing insights on the general
and speciﬁc elements that make their cultures engaging.
Dive in and get inspired to share insights of your own with
active and passive job seekers.
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Discussing Culture In
Broad Strokes
Since culture isn’t deﬁned by a single element, it’s possible for
employees to summarize their employer’s culture in more general
terms — i.e. describing the “vibe” of their workplace. Discussing
culture in these terms can be a quick and efﬁcient way to touch on
big-picture components that catch applicants’ eyes.
When asked to describe Alliant Credit Union’s culture, Associate
Product Manager Yu Weismantle said, “Alliant has a strong culture
that really puts employees in a place where they feel happy with what
they do and proud of what they have achieved.” Weismantle went on
to say that she’s constantly making an impact and learning the
business through the guidance of her superiors and peers.
In another ﬁntech example, Software Engineer Saloni Shah, was asked
to describe Paylocity’s culture in one word. She used the word
“inclusive” because she’s “seen that everyone ensures you are
included. Everyone is helpful and approachable, whether they are
teammates or executive leaders.” Shah then said that the tech teams
are mostly remote and that infrastructure creates ﬂexibility that allows
for greater work-life balance.
These responses offer general descriptions of company culture while
also providing brief anecdotes on ways those cultures are brought to
life. Sometimes a single paragraph can go a long way in offering job
seekers a look at what a culture is like, especially if a company is
just getting started on its employer branding journey. Branding
efforts like this don’t have to be too verbose but they should feature
enough detail to get candidates excited about joining.
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Getting Speciﬁc About
Culture in 10 Ways
Fintech culture is a tricky one to navigate. The reputation of ﬁntech
companies often falls somewhere on the spectrum of a “large,
traditional banking institution” and a “small, scrappy ﬁnancial services
startup” on the other — and neither side has a perfect reputation.
Well-established institutions are sometimes seen as being
hierarchical, siloed and risk-averse entities with red tape that slows
innovation. While tech startups have been portrayed as hostile,
50-hour-work-week environments with homogeneous staff helmed by
young and inexperienced leadership teams.
And overall, the industry isn’t as diverse as it should be. Women
account for less than 30 percent of ﬁntech staff and fewer than 20
percent of those employees are executives. White people made up
almost 80 percent of the ﬁnance workforce in 2020. Black people
make up the industry’s largest racial group at 13 percent, however,
they account for less than 3 percent of senior roles.

SECTION 3

1. Diversity
According to our 2021 State of DEI in Tech report, nearly 80 percent of
nationwide professionals say DEI practices are important to them
during their job search, a number that rises to 88 percent for
professionals that identify as Black, Indigenous and people of color
(BIPOC).
Since diversity is top of mind for most candidates today, ﬁntech
companies should invest in branding that lets applicants know that
DEI is embedded in their culture.
Gemini is one such company that invested in this type of branding by
allowing Tech Marketing Project Manager Natalie Repetto to tell her
story. Repetto said that as a woman who’s worked on male-dominated
teams in ﬁnance, DEI was a huge consideration in her job search.
However, she was immediately drawn to Gemini when she saw that
most of her interview panel was women and that there was a lot of
diversity throughout the organization. Now she’s on the DEI
committee after three years at the company.
This example is effective because it touches on the diversity inherent
to the organization while also showing the personal effect it had on an
employee (and their continued engagement in the company.)
In another example, Leslie Quijano, a senior client success manager,
discussed how Afﬁrm is working to ﬁnd ways to improve equal
representation for women in leadership positions. Quijano said that
based on feedback, the employer’s women-focused employee
resource group (ERG) created a mentorship program that “pairs
women with a mentor who is further along in their career and outside
of the mentee’s direct organization to build a relationship and help
open doors.”
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The initiative resulted in increased membership to the ERG and a push
toward embedding mentorship, especially around members of
underrepresented groups, into the company’s DNA. Additionally,
Quijano said “46 percent of our people managers identify as women”
and the mentorship program is focused on improving that metric.
Quijano’s feature offers clear insights into a wide range of Afﬁrm’s DEI
strategies and some of its metrics. Candidates, particularly women,
that are interested in the company now know how seriously it takes
diversity and how they can expect to be supported if they join.
For similar examples of branding in ﬁntech and tips on how to
foster greater DEI initiatives across your ﬁntech company, check
out our guide Solving Fintech Challenges With Employer Branding:
Improving Diversity, Equity and Inclusion.

Candidates Care About DEI + Culture

80%

percentage of candidates that believe DEI is an
important factor in their job search
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2. Recognition
In one study, almost 80 percent of professionals that quit their jobs did
so because of a “lack of appreciation.” Employee recognition
initiatives — both company-to-employee and peer-to-peer — can be
an important part of a business’s culture and how engaged team
members feel. A candidate wants to know that their hard work will be
recognized if they bring their talents to a business. And a ﬁnancial
company that values recognition can beneﬁt from highlighting that
cultural element with branding.
In one example, Laura Dominguez shared what recognition is like at
Cisco Meraki. The head of people and communities said her strategy is
to ask whether team members would prefer public or private
recognition before honoring those requests through one of the
business’s multiple recognition initiatives.
“We put a big emphasis on learning and development and reward our
employees in a multitude of ways, such as internal movement or
providing visibility and exposure to executives and other parts of the
organization,” said Dominguez.
As head of people, Dominguez is well-suited to speak to the
company’s recognition efforts since the topic is in her domain. And the
leader taps into her expertise to offer rich insight into the philosophies
and actions that make Cisco Meraki’s recognition efforts impactful for
current staff and prospective employees.

LEARN MORE
Ramp Up Your Employee Recognition Eﬀorts
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3. Philanthropy
Around three-quarters of professionals want to work at employers
that make volunteering and giving back parts of their culture. And
given the damaging effects of 2020’s coronavirus outbreak on the lives
of millions, the idea of philanthropy has been a major cultural
touchpoint for many businesses (and employees) in tech recently.
Many companies used branding to discuss their efforts to give back
following the onset of the coronavirus pandemic. For example,
BrightHive’s CEO Matthew Gee said employees rallied to build
real-time data tools to help “cities and states across the country
publish real-time updates on thousands of open child care centers for
critical care providers” among many other functionalities. While
employees at Strata Decision Technology put on a virtual food drive
that helped donate 100,000 meals to the Chicago community.
Branding efforts around philanthropy do not need to be limited to
discussing the pandemic or other real-time support. An employer
can highlight its more general and ongoing volunteering strategies
throughout any given year as well. Civis Analytics has an
employee-led volunteer group that offers free data science services to
local organizations in need. Senior Applied Data Scientist Sherry
Shenker said staff also team up to use their paid volunteer days to
cook meals for local shelters.
Like Civis, ﬁnance companies can apply their industry expertise to
their philanthropy efforts. There are many ways a business can give
back based on its specialties like offering pro-bono services, hosting
industry education seminars for the community or other initiatives.
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The holidays are also great opportunities for companies to give back
and document their efforts with branding. Vivid Seats has an annual
holiday partnership with Lurie’s Children’s Hospital of Chicago where
employees can give back in several ways. Head of UX Mark Petrowsky
said past years featured a toy drive as well as “blanket-making, where
employees can make ﬂannel blankets with cartoon characters and
superheroes that we will hand-deliver to Lurie’s.”
In each of these examples, it’s clear that businesses and their staff take
giving back seriously and weave it into their cultures. Branding
around philanthropy — whether the volunteering efforts are large or
small — can leave a positive impression on candidates that care
about how much their potential employer helps out in the
community.
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56%
EMPLOYEES THAT THINK A
STRONG CULTURE IS MORE
IMPORTANT THAN PAY
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4. Innovation
Innovation is a buzzword many tech companies work to live up to.
However, for the businesses that actually make it part of their
culture, branding can help them stand out among the noise.
Reverb is one such company that prides itself on its culture of
innovation and participated in a lengthy branding piece to discuss it.
“There’s no playbook and we’re solving new problems every day,
which often requires our whole team to dive in and learn new skills,”
said Staff Product Manager Lauren Katzberg.
The leader detailed the way innovation is inherent in how the product
and analytics teams collaborate and experiment as they evolve
Reverb’s site and mobile apps. She also offered speciﬁc examples of
feature experiments these teams ran.
“It’s universally understood that not every product change will be a
winner, and it’s okay to launch a feature that ultimately might not
succeed,” said Katzberg. “The important thing is that you learn more
about how buyers and sellers are using Reverb so you can
continuously improve their experience.”
Candidates reading this content will get a sense of how teams at the
employer act with an innovative mindset on a regular basis. And
Katzberg’s speciﬁcity allows them to visualize their own potential
contributions to similar projects in the future. As an added bonus,
current Reverb employees that don’t regularly interact with the
product and analytics teams can use this content to get a sense of
what their colleagues are working on across the business.
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5. Fun
Most businesses want to be considered fun places to work and
many companies invest time and energy into making that happen.
The idea of fun is especially important in ﬁnance since the industry
and the businesses within it are often seen as being more
traditional and formal. Companies today use happy hours, game
nights, quirky Slack channels, company parties and many other
methods to keep their teams engaged and connected. Why not
highlight the more fun and impactful events with branding?
“Back in the ofﬁce, our culture committee put together a spontaneous
scavenger hunt,” said SourceDay CEO and Co-founder Tom Kieley.
“Part of that hunt involved impersonating Clint [another Co-founder]
and myself on video. We spend a lot of time together at work so we do
a lot of fun things to break up the occasional monotony.”
Small but meaningful events like that can convey to candidates the
idea that employees across all levels of business are ready to have fun
and take a break from the seriousness of growing a business.
However, big events are worthy of branding efforts as well. Holiday
parties are popular shindigs to highlight. Fintech companies can
share content from their soirées, no matter if they’re keeping it simple
with an ugly sweater contest or going big by ﬂying in employees from
ﬁve international ofﬁces to watch a multi-platinum rapper perform.
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6. Leadership Philosophies
A poor manager can make even the best and most dedicated
employees feel disengaged. However, it’s often tough for job
applicants to get a sense of what leaders at an employer are like and
what their leadership strategies are based on a job posting or the
company’s career page.
Branding efforts can give speciﬁc leaders (especially those actively
expanding their teams) the opportunity to discuss their
management style and appeal to prospective employees. As an
added bonus, these leaders (and the company) also position
themselves as thought leaders by offering insights on their
leadership methodologies.
UrbanBound’s Director of Marketing Tiffany Staples shared her
leadership mindset by saying, “The key to building loyalty and trust
while adequately supporting your team is meeting employees where
they are at — not where you expect them to be — and aiding in
professional development.”
Then, she dove into more strategies she takes to invest in each
member of her team — like frequent check-ins and encouraging the
team to ask “why?” With these insights, candidates can get a sense of
who they could be reporting to and the empowerment that may be
possible with that leader’s guidance.
In another example, How to Be a Better Sales Leader, three Boston
sales leads discussed the best practices that help set up their teams
for success. Their accounts provide applicants with details on what
their sales team cultures are like and what life might be like if they
joined.
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7. Core Values
“A company whose values don’t align with its employees’ will ﬁnd that
motivating the staff to perform well is a challenge,” said CS Chan, CEO
and co-founder of Steed Technology.
This statement also rings true on the applicant side: 73 percent of
candidates would not be motivated to join a company if their values
don’t align with those of the business. So ﬁnance companies can
create connections with job seekers by sharing their values and the
efforts they take to support them.
Christina Wells, director of people operations, said one of Modernize’s
core values is being “authentic, fun, and a little weird.” She said it was
the business’s most unique value because “when you spend more
time with your coworkers than your family and friends during waking
hours, it's important to have a little fun and be who you are. I am
comfortable in my own skin here.”
In another example, Afﬁnitiv CEO Sid Nair said he wanted to unite the
company’s once-disparate working groups under a brand new mission
statement and set of core values. So he built a small team that spent
over two months surveying employees to learn about the values they’d
like to see most and why. Overall, “The foundation of our culture was
homegrown and something the employees agreed on,” Nair said.
Both of these examples are candid and give readers a glimpse into
what culture is like and how it’s deﬁned at these companies. They also
give the impression that these employers care about their values and
how employees see them as well.

RELATED READING
75 Impactful Company Core Values Examples
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73%

CANDIDATES THAT WOULD NOT
JOIN A COMPANY IF ITS VALUES
DID NOT ALIGN WITH THEIRS
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8. Professional Development
Just over three-quarters of all millennials say professional
development is one of the most important elements of company
culture. And 60 percent of professionals of all ages look for career
development opportunities when seeking a new role. If companies in
today’s market want a better shot at securing tech talent, they have
to not only invest in employee skills development but showcase
what those efforts look like.
Speciﬁcity is important here, so a ﬁntech company aiming to
highlight their employee development resources could start by
simply listing them. For example, if your company hosts monthly
lunch and learns and employees get a $1,000 development stipend as
well as access to LinkedIn Learning licenses, state those details in job
postings, social media or anywhere else applicants may see it.
However, resources like that are growing more common across the
professional world and companies are investing in more nuanced
development opportunities for their teams. With that extra nuance
comes even more chances to highlight how embedded employee
learning is in a company’s culture.
Catalant Technologies showcased its unique skills advancement
infrastructure by describing the in-house learning experience
platform they built called “LFGrow” which “combines one-on-one
planning, internal and external learning opportunities, and employee
goal-setting. Its mobile app has been great for employees to get away
from their laptops,” according to Senior Director of Talent
Development Jim Page.
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As a leader on the talent development team, Page is an example of a
credible voice in discussions around employee development; one that
can offer the speciﬁcity candidates appreciate. The leader went on to
describe Catalant’s overall philosophy behind employee skills
advancement.
“We believe in articulating ‘permission to take the time to learn.’” said
Page. “It may sound corny, but it’s more imperative now than ever that
managers give such permission to their teams, then lead by example.
The permission isn’t required, but spelling it out goes a long way in
promoting a culture of learning.”
Layered insights such as these let job seekers know that their growth
is a priority for the business and its leaders, which can increase a
candidate’s chances of wanting to join the team.

SECTION 3

9. Feedback
Feedback — a sense of openness to give and receive commentary
across many levels of a business — is an important aspect of
company culture. Employees that don’t feel like their work
environment facilitates upward feedback are 16 percent less likely
to stay at their companies.
The idea of feedback within a business is broad and can refer to a
number of aspects. There’s feedback between managers and direct
reports, feedback between colleagues around projects and feedback
between the company and the overall employee base. All three types
can contribute to a company’s culture. Each can also make for
effective employer branding content and give prospective employees
a sense of what to expect after they are onboard.
On the manager-to-direct-report side, a team lead at Praetorian
described how he uses trust to make sharing feedback easier.
“I actively solicit input, but the only way I can actually get it is if people
have enough trust to know they can give me feedback I might not
like,” said Richard Ford, CTO. “Being open to discomfort ﬁxes all kinds
of different leadership challenges.”
On the colleague-to-colleague side, Optimizely’s Senior Product
Manager Kris McKee said, “Our motto is get feedback early, so we can
pivot early. There is no single genius here.” She then described a
process where PMs, designers, engineers and solutions engineers
solve customer issues by outlining strategies and providing feedback
in a single doc.”
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Lastly, on the company-to-employee-base front a leader at Enigma
described employee feedback led to new beneﬁts like multiple mental
health apps and a $100 monthly health reimbursement.
“We piloted a number of strategies to meet people where they are,”
said Stephanie Spiegel, VP of people. “After surveying the company to
ﬁnd where the gaps are in our beneﬁts, we expanded our mental and
physical health offerings.”
These examples are effective because they’re full of detail and they
touch on feedback in its many forms. Feedback structures can differ
from business to business but it’s important that companies
recognize it as part of their culture. Then, employers should
dedicate time to highlight what their feedback practices look like
and how their culture beneﬁts from them so applicants can
visualize themselves contributing as well.
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10. Remote Work
Remote work has been a top-of-mind topic for many companies since
the start of 2020. And since 82 percent of professionals in the
post-pandemic workforce don’t want to spend ﬁve days a week in an
ofﬁce, businesses won’t stop thinking about it anytime soon.
There are a number of ways remote work can be integrated into a
company’s overall culture: how much of the workforce is remote, what
virtual culture events are like, remote-minded perks and more.
Businesses with any kind of remote infrastructure have a lot of
freedom to highlight the many ways remote work is weaved into
their cultures.
For example, Hawke Media asked three employees to discuss how the
company’s culture improved after the business went fully, and
permanently, remote in 2020. The piece dives into the challenges the
team faced, how they connected with one another and how remote
work will change the future of the company’s culture.
“The culture has changed because we hired 95 employees in 28
different states with a range of strengths, personalities and creative
ideas that resulted in a more diverse output for our clients,” Lizzie
Maher, a senior talent acquisition partner, said.
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Onboarding is another key part of a company’s culture and its
impact is magniﬁed in a remote world. A good onboarding
experience can improve new hire retention by 82 percent but if that
remote journey is full of tech issues and feelings of isolation, that
creates an issue. Epsilon’s Senior Director of Sales, Learning and
Development Stephen Popp discussed this challenge and how the
company overcame it.
“First, we deﬁned what meaningful engagements looked like and
broke them down into three stages: pre-hire communication, new hire
onboarding and associate development,” Pop said. He broke down the
company’s engagement strategy in each stage highlighted how the
onboarding process has evolved over time.”
Remote-savvy candidates may be curious about how a company
approaches virtual team management. Antoinette Jones, Talespin’s
director of people operations, used branding content to discuss how
manager training evolved at the company in the wake of 2020’s
worldwide push to remote work. She said Talespin invested in
emotional intelligence workshops to help leaders be more aware and
“identify the nuances of how stressors can impact employee
performance and how to respond correctly.”
Efforts to showcase remote work as part of the company culture
can leave a big impression on candidates that take remote work
seriously. When a business takes the time to highlight the nuances of
its remote infrastructure, it can put job seekers at ease because they
know they’ll be coming onto an efﬁcient, empathic team ready to
welcome them with (virtual) open arms.
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Conclusion
Since professionals spend a third of their lives at work, candidates
want to know that company they’re applying to has a culture made
up of elements that align with their personal values and priorities.
They want to be engaged within the business they’ll be spending so
much time at, otherwise, they’ll leave and get that engagement
elsewhere.
When a ﬁnancial technology company discusses the elements that
make up its culture in detail-rich, nuanced stories, it paints a vivid
picture of what life is like at that company. Without that insight and
brand awareness, a prospective employee may skip past an
application and your business could lose out on a great new hire.
These stories also don’t have to be one-and-done. Company cultures
should always be evolving, and branding content can grow with
them. For instance, an 80-person company can release a story about a
holiday party one year, then do another piece when the company
reaches 200 employees. A business investing in ongoing DEI initiatives
can release multiple pieces about its journey and results in that realm
over multiple months or years.
Company culture is a powerful engagement vehicle in the professional
world for many reasons, but it’s invisible. Employer branding allows
companies to frame and deﬁne their cultures in candid ways that
candidates appreciate. It allows employers to shape their reputation
and position themselves as diverse, caring, fun, innovative or any other
adjective. Then, they can appeal to talent in the market that cares
about those same adjectives.
Ultimately, ﬁntech companies can use employer branding as a tool
to attract the talent they need to succeed in both securing a greater
market share and evolving their unique workplaces.
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