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Why read this”

In order to plan for the future, you need to understand where you stand compared to your
peers. The goal of thisreportis exactly that— to help talentleaders like you benchmark against
teams across the globe when it comes to the most important recruiting metrics and trends.

About this survey

Thisreportisbased on the survey responses of over 700 corporate talentacquisition leaders
acrossin the U.S. and Canada. All respondents are atthe manager level or higher.




Top 5 takeaways

©

Talent acquisition has a prominent

seat at the executive table.

Talent leaders feel confident that their department is
helping define the future of their company. In the
U.S. and Canada, over 81% of them say talent is
the numbber one priority in their organization.

O

Effective employer brand messaging
focuses on culture and career growth.
Over 80% of leaders acknowledge that employer
branding has a significant impact on their abiity to
hire talent. Candidates reveal that companies can
pigue their interest if they talk about career growth,
company culture, and chalenges.

O,

Recruiters will be even busier this year

and are focusing on quality of hire.

55% of leaders in the U.S. and Canada say that their
team’s hiring volume will increase and in order to measure
success they are focusing on how long a new hire stays at
the company, hifng manager satisfaction, and time to fil.

®

Screening for soft skills and diversity

are key future trends

Automating the screening and hifing process in order to
elminate human bias and time limitations  wil shape the
future of recruiting.

O,

Budgets go to traditional tactics, but
branding tops investment wish list.

While 70% of recruiting budgets are spent on job
boards, recruiting tools, and staffing agencies, talent
leaders identify employer branding as the #1 area
where they wish they could invest more.
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Recruiting departments play a crucial
role in the company’s future

The recruiting organization is not the flashiest department. It doesn't directly bring in revenue or
create game-changing products. Yet, itis the quiet enabler behind these company successes and
this has not gone unnoticed. In recent years, talentand HR leaders in the U.S. and Canada have a
prominent spot at the C-suite table, driving decisions about the future of the company.

U.S. and Canada talentand HR leaders say that:

Sl Blw (3«

Talent is #1 priority They meet with the Their team is key
at their company C-suite regularly to the company’s
workforce planning




Most recruiting teams won't grow this year

Despite the importance of recruiting, most leaders foresee that their team size won'tincrease. This meansthatas
the hiring volume rises, recruiters need to get creative and automate theirworkflow. Thisis especially truein the

U.S. and Canada, where 68% of leaders said the size of their team will stay the same, compared to 61% globally.

The recruiting teams that are growing are focusing mostly on finding full life cyce recruiters and HR generdlists,
though the need for employer branding specialists indicates the increasing importance of the company’s image.

How will the size of your recruiting team change over the nextyear?

61% 68% 32% | 27% 5% 3%
/
/7

Stay about the same Increase Decrease

== U.S. &Canada = Global

What roles would you like
to hire for on your team?

I G 1 %

Recruiter

I © 3%

HR generalist

I 009

Sourcer

I © 1 %

Recruiting coordinator

I 0%

Employer branding speadalist
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Hirng volume will increase
for many companies

Even though most recruiting teams won'tgrow in size, they are still expected to handle a
substantial increase inhiringvolume. That means that saving time by focusing on the right metrics
and boosting your team’s productivity will be essential.

How do you expectyour hiring volume to change over the nextyear?

56% 55% 34% 37% 10% 7%

/)

Increase Stay the same Decrease

== U.S. &Canada = Global




Quality of hire indicators are the
most important metrics teams track

When itcomes to measuring performance, recruiters focus on metrics that have a lasting impact on the business. This is especially
true in the U.S. and Canada, whererecruiters are more focused on quality of hire metrics (like length of ime a new hire stays are the
company and hiring manager satisfaction) than the rest of the word, where time to hire remains a bigger focus.

What are the top three ways you measure success in your role?

U.S. & Canada Global
I G0 % I 4 8 %
The length of time new hires stay at the company The length of time new hires stay at the company
I 48 % I 46 %
The satisfaction of the hiring managers Time to hire: the time it takes tofil a job requisition
I 42 % I 4 3 %0

Time to hire: the ime it takes tofil a job requisition The satisfaction of the hiring managers



Employee referrals have become
the top source of quality hires

The stats below illustrate the rise and reign of employee referralsin the U.S. and Canada. It's no surprise
that more and more companies are starting to develop programs like these, given that referred employees
are faster to hire, perform better, and stay longeratthe company.

What are your top channels for quality hires?

U.S. & Canada Global
I 50 % I /5%
Employee referrals Employee referrals
I 5% I 6%
Third-party website or online job boards Third-party website or online job boards
I 369 I /0%
Social professional networks Social professional networks
I 0% 34%
Company caresr website A third-party reauiter/staffing firm
I 5% 28%

Internal hires Internal hires

(- Learn more:
Why emplovyee referrals are the best wayto hire | How to post ajob on Linkedin




Operations, sales and engineering are
the highest priority roles to fill

The demand for operations, sales, and information technology talent is so prevalent that recruiing teams in the U.S. and Canada

have to start thinking more strategically abouthow to find and recruit these talent pools. Relyingon data to pinpointlocations
where the supply of talentis higher than the demand is a crucial first step. Another successful tactic istargeting each of these

functions with highly customized employer branding contert.

What are the highest priority roles to fill atyour company?

()OO OO

Sales Information technology Engineering Business development

Operations

N_ Learn more:
How LinkedIn’s Talent Pool Reports can guide you where and how to recruit




Differentiating from the competition is a top concern for talent leaders

Competition for talent and employee turnover are bigger chalenges in the US and Canada compared to the rest of the world.

One of the most effective ways to differentiate from the competition is through employer branding. Craft messaging thatis the right
blend between what your target candidates are looking for and the unique value propostion of your company. Getting this right will
attract candidates that are a good fit, which also means a lower turnoverrate.

What are the top challenges your team is facing?

U.S. & Canada Global

I GG % I 57 %

Competition for talent Competition for talent

I 3 1% I 35%

Limited budget Limited budget

I 0%

Small recruiting team

I © 7 %

High turnover in my company

Small recruiting team

High turnover in my company

o

.(>)- Learn more:
Read the 2016 U.S. & Canada Talent Trends Report to find out what candidates rank as most importantin a job
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Recruiting budgets will stay flat

Fewer recruiting teams will be enjoying bigger budgets this year — especialy inthe U.S. and Candida.
In fact, over 60% of teams will have to deal with a flatbudget, even though hiring volume will increase.

Thisisyet another reason to think aboutinvesting your team’s time in initiatives and tools which will
bring you scale and allow for automation of time-consuming tasks.

How do you expectyour organization's budgetto change over the nextyear?

37% 30% 52% 62%

Increase Stay the same

== U.S. &Canada = Global




Most teams invest their budgets In
job postings and recruiting tools

Despite recruiters sharing thatemployee referrals are the top source of quality hires, most of them barely
investin their referra progam. Same with employer branding — described as one of the mostimportant

frends, itis about the last place where teamsinvest. The bulk of the budget goes to more traditionaltactics
like posting jobs.

What is the current breakdown of your recruiting budget?

Other

Employer branding

Recruiting events

Job boards/advertising
Employee referral program

Recrutment agency costs Recruiting tools (e.g. sourcing, screening, ATS, CRM)




f money weren't a constraint, talent
leaders would invest in branding and tools

If budgets weren’tan issue for teams, most leaders would prioritize investing inlong-term strategic plays like
branding, tools, candidate experience, and upskiling theirteam instead of some of the short-term needs that
they currently resource. Belowis a greatlist of big bets you can explore in 2017.

If you had unlimited budget, where would you would invest?

\53947% y N J‘O‘/ N y N Zj%jjzg%

Employer branding New technology Candidate experience Better sourcing tools Increasing the size of our
recruitment team

== US. &Canada = Global






While leaders under-invest in employer
oranding, they do appreciate its impact

Most teams spend only a small portion of their budgets on employer branding. Yet, the stat
below shows that leaders overwhelmingly believein itsimportance. One reason for this paradox
isthat employer branding ROlis hard to measure and most teams cannot show a direct
correlation betweena stronger candidate pipeline and their branding efforts.

of talent leaders agree that

employer brand has a
% significant impact on their

ability to hire great talent




Partnering with marketing is the key to
employer branding for many teams

Many recruiting teams are struggling with resourcing employer branding — especialy inthe U.S. and Canada,
where only 23% of leaders say their team is primarily responsible for employer brand, compared to 30% globally.

Because of this, they are looking to their marketing partners for support. This usually includes joint ownership of
social media chanrels and asset production, and is more typical for larger companies. This partnership most likely
accounts for the reason why many companies have up to five people managing theiremployer brand.

Who manages your company’s employer brand?

37 0/o Recruiting collaborates with marketing/comms on it
250/0 Recruiting haslitie or no involvementin employer branding
230/0 Recruiting is primarily responsible for employer branding

90/0 Company doesn't think about employer brand at all

How many people manage
your employer brand?

Hl 6%

No one

N 2%

Someone part time

I 54 %

1-5

I 00%

More than 5

20



Company culture messaging is effective
at grabbing candidates’ attention

Both candidates and recriters are on the same page— company cuture is crucia when itcomes to standing out
from other employers. However, aside from culture, candidates are more interested in hearing about the
company’s office location and fun perks, overthe company'sreputation.

Recruiter: Candidates:
What do you think attracts What information would be helpful when
candidates to your company? considering a potential employer?*

@ Company culture @ Culture and values
@ Good fit for skill set @ Perks and benefits

@ Company reputation @ Office location

*Source: Talent Trends 2016




However, if you want candidates to accept
your job offer, focus on career growth

Employer branding should notfocus only on company culture and perks. When candidates give their final answer
on a job offer, the deciding factor for them is how your company would impact their career advancementand how
stimulating the job will be (both financially and intellectually). Thisis a great reminder that your employer branding

messaging should vary, depending on the priorities of your audience.

What swayed you to acceptyour currentcompany’s job offer?*

Better compensation/ Opportunities for career Challenging work
benefits advancement

y- Learn more:
More info: Talent Trends 2016: Data on How Candidates Want to be Recruited | *Source: Talent Trends 2016




The company’s website and social media are
top ways to promote and measure your brand

Most teams generate awareness by relying on theirwebsite and LinkedIn. Measuring the effectiveness of

their efforts is more challenging, and that's where aside from welb and social metrics, teams get more
creative by looking atintermal survey data and best employer awards.

What are the best channels for you to What are the top ways you measure

build an employer brand? your employer brand?
I G5 % I 41 %
My company's career site My company's career site
- N —
LinkedIn Social media engagement
I 9% I 32 %
Facebook Survey on employee perceptions
I 5% I 25 %
Third-party website or online job boards Top employer rank lists

I 5 I ©0%

Campus recruiting Media/Press coverage






Candidate screening and diversity
are key trends for the future

Given thatrecruiters report limited headcount and budget, while hiring demands are growing, it makes sense that they are
looking for automated ways to screen candidates and remove bias, while keeping an eye on diversity. Company mission
and purpose are also emerging as important trends,

What are the top trends that will shape the recruiting industry in the next few years?

B3/ 3l 34s 32% 29%

Innovative Candidate relationship Company mission

Soft skills Recruiting more ) e : ‘
interviewing tools management tools as a differentiator

assessments diverse candidates



Next steps

Dig deeper into the topics uncovered by thisreport and leam more about Linkedin:

Find out more about the the candidate’s perspective:
2016 US & Canada Talent Trends 2016 Report

See what it takes to engage the candidate end to end:
Modern Recruiter's Guide: The Candidate’s Journey on Linkedin

Learn how to build and promote your employer brand:
The emplover branding plavbook




Survey methodology

We surveyed 703 talent acquisition decision makers who work ina corporate HR deparimentin U.S. and Canada, are at the manager-level or higher and have some
authority in their company’s recruitment solutions budget. These survey respondents are Linkedin members who were selected based oninformationin their Linkedin profie

and contacted viaemail.

Nordics 112

China 278

MENA 170
India 351

Brazil 331
South Africa 104

Australia 159

South East Asia 412



About LinkedIn Talent Solutions

Attract, engage, and recruit the best talent using the world's largest professional

network. LinkedIn Talent Solutions helps you source talent, postjobs, build your

employer brand and create a stellar referral program.

Visit our website

ﬁ Read our blog

m Connect with us on LinkedIn

n Follow us on Facebook

y Follow us on Twitter

You

See our videos on YouTube
Tube

@ Checkout our SlideShare
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