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Theive!

§ THOMAS

Brand & Comms Manager, Thrive Recruitment Marketing

N
\1\ e Kentucky to.... Wales? (yes, like the chicken)

e 10+ years of marketing experience, 2.5 as an
\ in-house recruitment marketer
A . Working with recruitment agencies globally
in over a dozen countries across 3
continents (and counting!)



Name
Font
Logo

Imagery
Colour
Graphics
Strapline
Mission
Vision
Values

Voice
Promise
Story
——> Advocacy ———>
Equity
Positioning
Perception

Strategy/Goals
Use of Data
Processes
Efficiency
Technology
P
Competitive
Advantage
Al/Automation
Value Creation



Everyone wants to know...

What's in it for them !






At the end of the day, It’s all about value.

WHAT IS THAT VALUE
WORTH?

To you, your clients, your candidates...?




86% of Job seekers say

that an employer's

brand influenced their
S S AT,

decision to apply.

Source: Glassdoor



Here’'s how you get

S.HAR.P.

and refine your recruitment agency'’s edge!
F
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~
(4 KORN FERRY

Then... Then...

Recrulting experts worldwide Understand and solve your
challenges with us

/\/ow... /\/ow...

Working for your tomorrow. Be More Than.
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Email

R e e L

Verbal

Social Media

Referral

Website

Organic Search




20 fo oints!

\f Email x4 @& )) Organic Search P } Referral x6 @& )
10 Email @2 >E Referral x 2 D }E Emall (0%
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DO YOU KNOW WHAT YOUR
CLIENTS AND CANDIDATES
ARE SAYING ABOUT YOUR

BRAND BEHIND YOUR BACK?




If your recruitment
agency were a

CAR BRAND,

what would you be?




Consultants SLT Clients Candidates

Mixed messages = Diluted value
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Embedded
Talent Partners

Intelligence

é Employer

Branding




WHAT HAPPENS IF

YOU FAIL TO EVOLVE

TO CHANGING
DEMANDS?

(and expectations!)
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Consistent branding can boost

F

revenue by up to 23%.

LucidPress

: —— Culture &
Business goals? Sales pipeline? Petention?
Your brand Your Your EVP

supports messaging drives It.

them. Influences It.



> Acconnts Executive

Every touch point matters.






——> A compelling brand attracts higher-quality

clients and candidates.

—— It reduces cost-per-hire and increases

retention.

——> It speeds up sales cycles and boosts

conversion rates.

———> Your EVP keeps your team engaged,
alighed, and performing.



Sr‘mfeﬁéc VP
— Tie your value proposition to business goals.
— Does your messaging support what you're trying to achieve commercially?

Harmonise your memayény

— Sales, marketing, recruitment—all need to speak the same language.
— One voice = trust, recognition, and momentum.

Audit yonr brand presence
— Look beyond marketing: how are operations, delivery, and even onboarding

reinforcing your brand promise?

Refresh, reqularly!

— Strategy shifts? Your brand needs to evolve with it. Don’t let it go stale.

Prioritise internall aﬁﬁmem‘

— Your people need to understand and believe in the brand if they’re going to live it.
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