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SECURING TOP TALENT

As the market shifts to be increasingly candidate driven and skill shortages emerge 

in pockets across the country, attracting and securing top talent is a key challenge 

for many Australian organisations.

 1.    Take a UX approach to developing your

Employee Value Proposition (EVP)

User-centered design is being deployed the world 
over to create and refine products and services. 
So why not take this approach to developing your 
employee value proposition?

A UX approach allows you to put the candidate at the 
heart of your recruitment process. It also leaves you 
with a set of artifacts that can be re-used multiple 
times to inform and test a range of attraction and 
retention activities.

The UX process

For the purpose of exploring this idea, your EVP is 
defined as:

• Salary and other compensatory benefits you pay 
employees in exchange for their skills, experience, 
knowledge, ideas and hard work 

• Non-monetary rewards including training in the 
latest technologies related to a particular area of 
the business 

• How well you live your values, mission and purpose 
enabling employees to feel proud of working in your 
company and having a job that matters 

• Your culture and how authentically your leaders 
and managers walk the talk – the stuff that keeps 
your employees on board

We often tell our candidates how important it is for 
them to standout in the interview process, but the 
same goes for organisations. With the best talent 
in high demand and skilled professionals receiving 
multiple offers, employers need to think about every 
step of the candidate journey to ensure they are 
painting themselves in a positive light.

Today it is the businesses that have a clear and 
compelling Employee Value Proposition, an inclusive 
attraction strategy along with a positive interview 
process who will gain the edge in the war for talent. 

Following are three approaches to make sure your 
organisation stands out from the crowd.
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UX DESIGNER, A WAY OF 
RUNNING THINGS
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How you develop and refine your EVP will continue to evolve, however 
keeping employees and their experiences front of mind will always 
build a positive UX.

Each UX Designer would have a particular way of running things however in general 

there would be an initial “discovery phase” followed by prototyping and then a number 

of iterations to develop a final product. 

The activities could include:

•    Analysing existing employee surveys including 
annual staff satisfaction surveys, exit surveys, 
business as usual staff feedback, retention metrics 
and diversity and inclusion data. This can be cut to 
different demographics

•    Conducting one-on-one interviews and using 
workshops to validate findings

•    Creating “personas” to represent the different 
employee groups – graduates, new employees, 
those looking for flexibility (older workers, 
employees with caring responsibilities), people 
with a disability, senior executives, high potentials 
and so on

•   Further validation work with user groups

•   Creating EVP concepts/prototype and artifacts

•   Refining concepts and related artifacts

•    Finalising the EVP, presenting and hand over to 
the EVP custodians

Bringing in a UX Designer supported by a small 
team, such as a researcher, project coordinator and 
a content writer, to run a project like this helps you 
explore your imagined EVP in greater depth and test 
if it matches reality; what the gaps are and how best 
to fill them.

Most importantly, user-led design will show you 
how to bring your EVP to life in words, images, 
videos, internal and external communications and 
recruitment materials including your 
briefs to recruitment firms based on an intimate 
knowledge of your environment. It should also help 
inform career development programs.
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Go as deep as 
possible, as quickly 
as possible, you need 
to use the skills and 
knowledge of your 
employees.
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Continual testing and developing of your EVP is required to 
ensure your business keeps current in their UX approach. 
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DEVELOP AND TEST EVERYTHING
The personas can be used to develop and test everything from your graduate campaigns 

and graduate programs, to recruitment materials and much more.

Imbed your people and go deeper:

To go as deep as possible, as quickly as possible, 
you need to use the skills and knowledge of your 
employees from across the organisation. 

A HR generalist, someone from the internal 
communications team and a proactive junior member 
of any team makes sense to imbed. A senior EA 
would be a bonus.

If available you could include a change manager to 
help facilitate interviews and workshops plus HR 
specialists such as L&D, as well as members of 
individual business units - sales, marketing, product, 
customer service and the executive team. 

You can also shine a light on nuanced issues that 
could be impacting your EVP. This could include 
where the behaviours of leaders or other employees 
are misaligned to stated policies or goals. 

Another example might be that you’re great at 
providing employees with access to certifications in 
the latest technologies but don’t follow through with a 
review of how this should impact their remuneration. 
The problem goes unnoticed until the employee figures 
out people with their skills and (new) qualifications 
command higher salaries on the open market.

You will gain a well-tested EVP 

The user-led approach ensures your EVP has been 
developed, tested and refined over a period of six 
weeks or more with input from your people and 
optimum transparency for your business.

By the time the final product is delivered and 
presented to the senior team, you will have learnt a 
great deal about what your employees and others 
think about your EVP and understand its strengths 
and challenges. 

Work with the UX team to develop metrics to help 
you test the EVP over time so you can demonstrate a 
return on investment to the senior team.

UX approach creates an EVP that keeps on giving

By taking a UX approach to developing your EVP, 
you end up with a set of artifacts or tools that can be 
used again and again.

The personas can be used to develop and test 
everything from your graduate campaigns and 
graduate programs, to recruitment materials and 
on boarding programs as well as, flexible working 
policies, remuneration planning and much more.

Best of all, you can continue to take a UX approach 
to test your EVP every couple of years without having 
to start from scratch. You can expand the work to 
include your employer brand as well.



YOU NEVER GET A SECOND CHANCE TO 
MAKE A FIRST IMPRESSION
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2.  Make sure your job ad isn’t screening 
out talent you want to pull in

The old saying, ‘you never get a second chance to 
make a first impression’ is as true for job ads as it is 
for people.

Focusing only on a list of “essential” qualifications 
a candidate must have could prove a big turn off to 
candidates who have the experience and attitude you 
need to get the job done.

The employment market is tipped in favour of 
candidates right now and while there is always stiff 
competition for quality roles – you want to ensure 
your ad cuts through the clutter.

Here are a few ways to ensure your job ad is not 
screening out ideal candidates.

First, sell the opportunity 

Too many job ads still open with a phrase like, 
“to be successful, you must have”.

Strong candidates always have a choice so start 
with what you have to offer. List the strengths of the 
opportunity in a few dot points directly beneath the 
header for your ad – ensuring all promises can be 
easily delivered. 

Hiring managers could consider asking their team 
to describe what they think are the best things about 
their employment experience and incorporating some 
of those into the ad.

Your dot points will vary depending on the person you 
are trying to attract. If the role is in a technology team 
then your dot points could be something like,

“Work with a high performing team using the latest 
technologies”  

“Be part of a project critical to the success of the 
organisation” 

“Be rewarded with a competitive market rate 
(or “salary package” if a permanent role)”

Or if your role is a frontline community service 
role then your dot points could be:

“Make a difference every day to people who need 
your help”  

“Be well supported in your work by colleagues 
who care” 

“Be rewarded with career development opportunities 
and competitive rates” 

Money always talks no matter what the role. However, 
your hook for a junior person could also be career 
pathways or for a mid-careerist, flexibility or support 
for further education.

If you’re working with recruitment consultants they 
will help you develop your hook. This is particularly 
important for organisations that want their teams to 
follow set templates for job ads.

DON’T SCREEN OUT WHO YOU 
WANT TO PULL IN



JOB ADS THAT ENTICE WILL 
PROVIDE TOP TALENT
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EXPLAIN YOUR OFFERING IN PLAIN ENGLISH

This is as true of the most educated and senior 
candidate – they typically have more to read on 
any given day – as it is for an entry-level candidate. 
Keeping the language and descriptions you use 
simple and to the point will help the reader absorb 
more of your message and make your role stand out. 

Using plain English also increases the chance of 
your job ad being returned higher up the list in search 
results when candidates are job shopping online 
(search engine optimisation or SEO). And it makes it 
easier for your job ad to be shared amongst peers.

Avoid using acronyms and jargon particular to your 
organisation or even to your industry sector. The only 
exception is where the acronyms or short name is so 
well known it would be jarring for the reader to see 
the term spelt out in full.

And to bolster the case for plain English even 
further, research shows readers view you as 
less sophisticated or impressive when you use 
complicated wording. 

By the way, contractions are far easier to read on the 
web – “it’s” rather than “it is”. Conversely, some short 
forms are hard to decipher for those using assistive 
technology. A screen reader used by someone who is 
vision impaired will come across “e.g.” and could read 
it as “egg” so writing “for example” is better.

Open the door as widely as you can.

Your job ad should encourage qualified candidates to 
demonstrate why they’re right for the role rather than 
test if they meet a narrow list of criteria. 

The goal is to attract great candidates who may 
otherwise never apply for your role. As recruiters we 
know there are plenty of quality candidates who will 
only apply for a role if they meet 100 per cent of the 
criteria listed. They miss out but so do you.

A candidate who has obtained skills and knowledge 
through work experience rich in opportunities and 

mentoring could be superior to a candidate who 
holds a particular degree or even postgraduate 
qualification. Someone who has worked in a mid-size 
organisation could have gained access to a wider 
range of work of varying levels of difficulty than 
someone who has worked in a well-known, large 
organisation where job responsibilities are narrower 
and awarded on seniority.

Remove obstacles to your success wherever 
possible. Rather than state a candidate needs x 
degree or y years of experience, describe the day-to-
day of the role and its challenges. Is it a high-pressure 
role? Does the person need to solve problems alone 
or as part of a collaborative group? Are there long 
lead times, short deadlines or both? What kinds of 
tools will the successful candidate rely on – data, a 
particular kind of software, talking to stakeholders? 
You can take this approach and still keep a job ad 
short and concise. 

Then invite the candidate to make their case. Try: 
“Tell us via your resume what skills and knowledge 
you possess that make you right for this role. Share 
how you acquired these strengths, for example:

• Through your work experience

• Completing short courses and obtaining certifications 

• Undertaking a degree or post graduate study 

• Personal attributes and life experience.” 

By adding the word “resume” to your first sentence 
you will hopefully prod the candidate to tweak their 
professional calling card to suit your role – bonus.

Taking a more open approach will help you catch the 
fish that would have otherwise gotten away. 

If you are an HR professional creating a short list for 
a line manager, this approach will also help you make 
your case for a wider field of possibilities especially 
for a hard to fill role.
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There are many reasons to use plain English to describe your available job role. For 

starters, today’s reader scans text rather than reads each word – particularly online. 



Companies spend 
time and money 
on developing 
their employer 
value proposition 
and employer 
brand as well as 
on recruitment 
campaigns.
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REMEMBER THE INTERVIEW
3.  Remember today’s interview is a two-way street – make sure your hiring 
managers aren’t letting you down.

Job interviews can be nerve racking 
even for the most competent 
professional. 

A candidate might have great 
technical skills and clocked up 
outstanding achievements but 
be socially shy. Or a bit shell 
shocked after experiencing their 
first redundancy despite excellent 
performance reviews.

Some hiring managers see their role 
as trying to “catch someone out” and 
so take an interrogation approach 
when interviewing. This only achieves 
an uncomfortable experience for  
both parties. 

Your HR team or recruitment 
consultants will “interrogate” 
applications to create a short list of 
worthy candidates. 

Those that make it to interview need 
to feel comfortable to open up and 
share what they know and how they 
will help your team succeed.

Job interviews are also vital to test 
whether you – as a manager – will get 
along with your new hire. You need to 
put the candidate at ease so you go 
beyond the surface and get a glimpse 
of the real person sitting opposite you.

C.
Help the candidate 
relax

A.
To get a return 
on that investment

To get a return on that investment 
means attracting but then hiring the 
best people and also retaining them.  
Even unsuccessful candidates should 
be left with a positive view of your 
organisation, as they may be customer/
clients or employees in the future. 

If you are on the talent management 
team then make sure your executives 
and managers are well briefed on the 
image the company is trying to project 
as an employer. 

And if you’re a manager, get on the 
talent acquisition express and find out 
how you can align your interview style 
with the work of your HR colleagues.

Here are some interview tips to 
help avoid deal breakers before 
negotiations to get a new hire onboard 
have even begun.

B.
Be on time or put a 
contingency plan into action 

Stuff happens that is outside your 
control. A genuine crisis, or a senior 
meeting called without notice. 

However, if a candidate is coming in 
to meet with you she or he has had to 
make all sorts of arrangements to get 
to your office on time. This needs to 
be respected. 

Have the candidate’s details on hand 
and a contingency plan in place so if 
your day starts to go pear shaped you 
can call them straight away. Explain 
what the options are – rescheduling 
for later that day either in person or as 
a phone interview or on another day 
OR keep to the appointed time with a 
surrogate sitting in for you. You can 
decide or, if you’re really keen on the 
candidate, try to give them the choice 
of what suits best.  

If there are no issues – fantastic. Stop 
whatever you are doing 10 minutes 
before the appointed interview time 
so you can go over the candidate’s 
resume or the brief prepared by the 
recruiter or your internal HR team.

Make sure you’re off the phone and 
ready to engage when you meet  
the candidate.



Experienced interviewers know that 
it’s more revealing to ask a candidate 
how they have tackled a particular 
issue rather than how they would 
tackle a particular issue.

It’s called “behavioral interviewing”. 
Questions typically start with phrases 
like, “Tell me about a time when you…” 
Or “Give me an example of where you 
had to…” 

Pick issues that commonly come up 
for people in the job role you are trying 
to fill. If the candidate tells you they 
have not had to tackle such an issue 
that tells you something in itself. 

The prevailing wisdom is the best 
predicator of future behaviour is 
past behaviour. 

F.
Best predictor of future 
behaviour is past behaviour

D.
Check in with HR about 
questions to avoid

You also probably know that in most 
cases you can’t ask someone their 
age but do you know what questions 
could be construed as digging for 
someone’s age. (We say “most cases” 
because if you are in a role hiring 
bar staff who will serve alcohol, the 
successful applicant would need to be 
aged at least 18 so age is not a 
forbidden topic). 

Maybe a former employee who spent 
an enormous amount of work time 
planning her wedding drove you crazy. 
Alas, you can’t ask someone wearing 
an engagement ring about  “the big 
day” or plans for travel – or, heaven 
forbid, starting a family. By the way, 
marital status is off the table too.

Asking someone why he or she left 
their last job is fine but dicey areas 
include asking about union 
membership. 

Chatting to HR will help you avoid any 
blind spots you haven’t thought of.

E.
Have a list of questions 
tailored to your wish list 

You are taking an hour away from 
business as usual to interview the 
candidate so you need to make 
it count. If you leave preparation 
until the day before the interview, or 
morning of, something may crop up 
that derails your preparation work.  

If you are replacing someone who has 
left, think about why that person was 
successful in the role, or, why he or 
she struggled. What would you do 
differently this time around and what 
would you look for again?

Does the candidate need to be able 
to work well in a high-pressure 
environment or conversely, push 
himself or herself to do great work 
despite there being no intense 
deadline driven energy?

Does the person need to follow a 
script to the letter or solve problems 
anew? Do they work alone or with 
others? What kinds of tools will the 
successful candidate rely on and are 
these tools they can learn easily or 
do they need to come with the right 
knowledge? Think of the personalities 
already in the team and the sort of 
person who will fit in. Opposites don’t 
always 
attract and two of the same kind can 
be equally challenging. 

And what about you? What are your 
challenges and preferences? 

The candidate is the right person on 
paper. Devise your questions to test 
this assumption.

People who make it to second or third interview deserve a phone call. 
You don’t have to provide a lot of detail - the candidate was a strong 
contender but you went with another candidate.
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One of the areas of the recruitment 
process that poses the greatest 
danger to a company’s reputation is 
communicating with candidates that 
make it to interview stage. 

Explain the next steps in the interview 
process especially when you expect 
to make a decision and have the 
successful applicant on board.

If you are in the middle of time critical 
work and can only promise to get back 
to people as quickly as possible, say so.

We’ve known people who were the 
preferred candidate grow so weary of 
the deafening silence post interview 
they officially withdraw their candidacy 
while others simply take a job elsewhere 
without checking in. 

Even those that don’t get the job have 
spent time and effort applying for your role 
and then turning up for an interview and so 
deserve to know if they didn’t get the job.

You can’t get back to everyone that 
applies for your role but you can get back 
to all those that interviewed for your role.

The time investment is minimal but the 
pay off for a company’s employer brand – 
and even its consumer brand depending 
on the product or service – is worth it. 

I.
Explain the next steps and 
follow through

G.
Be willing to 
go off script

The best job interviews are more like a 
conversation based on a mutual 
interest – doing the work you both 
enjoy in an industry and company you 
respect and where you feel respected.

Having your list of questions handy 
is a great way to make sure you have 
covered all the areas of greatest 
important to you and for sizing up 
each candidate by asking the 
same questions.

However, if a question about a 
candidate’s background transforms 
into a conversation about an aspect of 
the type of work you both do, great. 

You can always refer to your list 
towards the end of the interview to 
make sure no vital question has 
gone unasked. 

H.
Encourage the candidate to 
ask questions 

Questions from the candidate serve 
as good conversation starters as well 
as an evaluation tool so they should 
be encouraged.

Even if your call for questions is met 
with hesitation, have a question or two 
you can suggest as a prompt to get 
things going. 

It’s in both your interests for the 
candidate to ask questions to make 
sure he or she can do what you 
require but also that they want to 
do what’s required.

Candidates also need to know if your 
workplace culture is one where they 
will thrive or struggle.

You probably have a fairly good handle on what you cannot ask at a job 

interview but it’s always worth checking in with HR to be super safe.

Schedule time days before the interview – a week if possible – to really think 
through the challenges of the job role. Also think about what skills, knowledge 
and personal attributes will help make the new hire a success in the role.

Those that made it to first 

interview could receive a 

polite email thanking them 

for their interest in the role 

and company but letting them 

know that “on this occasion 

you were unsuccessful”.
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