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Compelling  
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Source 1: dictionary.com 
Source 2: vocabulary.com   

D1: “Evoking interest, attention, or admiration in a 
powerfully irresistible way.”  

 

D2: Attractive, irresistible, or really, really convincing! 
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Online in 60 Seconds  

• How does your audience 
find your message? 

 

• What does your audience  
think about when they 
see your message?  

 

• What does your audience 
do when they read your 
message?  
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By 2020, customers will 

manage 85% of  their 

relationships without 

talking to a human. 

 

4 Source: Hubspot 
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Employer Branding Process   
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Research  

 
 

Message 

 
 

Communication 
 
 

 
Measurement   
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Research  
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Books, Blogs, 
Articles  

• Marketing  

• Platforms 

• Website  

• Career site 

• Social media  

• Recruitment 
strategy 

• Programs  

• Partnerships 

• Goals 

• Recognition  

 

• Target 
audience 

• Blogs 

• Articles 

Current 
State Competitors 

Best  
Practices Vendors 



1. Learning & development 

2. Innovation 

3. Purpose 

 

Top Attractors 
Graduates and Young 

Professionals 

 

 

Source: Universum 



Children’s Healthcare of  Atlanta 

Message  

1. Review internal materials and 
benchmarks: existing research, 
employee surveys, programs, 
core values 

 

2. Conduct qualitative and 
quantitative research: 
interviews and surveys with 
employees and external 
audience  

 

3. Analyze competitors: how to 
best position your organization  
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WHY CHOOSE YOU? 



Who is Children’s Healthcare of  Atlanta? 
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Our Promise  

• Career I Want – From a clear career path, to 
promotion, to the option to try something 
new, we want to help you succeed. 

 

• Life I Live – We care about you as people and 
professionals and offer programs and 
resources that can make your life a little 
easier. 

 

• Work I Love – By simplifying tasks, respecting 
special skills and offering encouragement, we 
aim to free up your time, so you can focus on 
the work you love. 

 

• Difference I Make – You chose to work here 
because you believe in our Mission, and every 
role at Children’s contributes to making a 
difference for the kids. 
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Message and Segments  

Where 
profession and 

purpose go 
hand in hand. 

 

Physician 

Nursing 

Allied 
Health  

Support 
Services 

Professional 

IS&T 
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Segmented Messaging: Physician  
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Segmented Messaging: IS&T  
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Segmented Messaging: Nursing   
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“People remember 

stories, not statistics.” 
-Ryan Estis  
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Communication   
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Employees  Offline and Events 
Online, Digital, Social   

and Mobile  

 Education 

 Communication 

 Engagement 

 Career Site 

 Talent Community 

 Social Media 

 Search 

 SMS  

 Events  

 Conferences 

 University Engagement 

 Partnerships 

 Programs   



Plan  
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Plan   

1 

2 

3 

4 

Host recruitment events to raise awareness of Children’s and 
build talent pipelines.  

Attend conferences and identify new ways to engage with 
attendees and associations.   

Implement ongoing digital, social and mobile 
campaigns to strengthen employer brand.   

Focus on programs and partnerships  to strengthen 
pipeline of talent.  

5 
Empower and engage Children’s employees  as brand 
advocates.  
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Activation 
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Mobile 
CORPORATE CAREERS 

Career Site &  
Talent Community  

EMPLOYEES 
EVENTS AND 

CONFERENCES 

Alumni Program  
ERP Toolkits  

PROGRAMS & 
PARTNERSHIPS  



83% of  people in 60 different 

countries trust recommendations of  

friends and family.  

 

78% of  candidates are influenced 

by employee reviews when deciding 

where to work.  
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Source: Nielsen  
Source: Glassdoor 
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Make Your Voice Heard  
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Make a referral  

 

Write a Review  

 

Attend and 
Support Events 

  

Follow and  
Share  

 

ERP 
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Measurement  
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• Sourcing channels 
• Career site traffic  
• Talent community members  
• LinkedIn Talent Brand Index  
• Glassdoor reviews  
• Social media reach/engagement 
• Events   
• Agency usage (exec / non-exec)  
• Referrals  
• Candidate experience  

 
 

OPERATIONS  
(health check)  

STRATEGY  
(visibility)  

 
• Applicants  
• Applicant to hire ratio 
• Open requisitions 
• Aged requisitions (over 90)  
• Hires (internal and external) 
• Rehires (boomerangs)  
• Time to fill 
• Hiring Manager satisfaction  
• Internal movement 
• Retention   
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Key Takeaways 

• Conduct research to understand your position  

• Craft a unique and inspiring message  

• Develop a diversified communication plan  

• Know your audience, tailor messages, adapt channels 

• Measure results and continue to evolve 
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“You never stay the 

same. You are either 

getting better, or 

getting worse.” 
-John Gruden   
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Thank You! 

About.me/mattjkaiser 


