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Applicants’ experiences during the hiring process have a substantial 

impact on the employer’s brand in the candidate community

I
n my role as a recruiter, I 

spend a lot of time in inter-

view situations. Like most hir-

ing managers, I have my share 

of anecdotes when it comes to 

the topic of etiquette. 

There are numerous ex-

amples of applicants blow-

ing their chances by ignoring 

the simplest rules of �rst im-

pressions, such as being late or 

bringing a cup of co�ee to the 

job interview. However, basic 

etiquette (or the lack thereof) 

is not only a pet peeve for em-

ployers but also a hot topic in 

the candidate community. 

When asking job seekers 

about their experience apply-

ing for jobs, many are disillu-

sioned and frustrated after 

having had poor encounters. 

�e recessionary climate has 

put some hiring managers in 

a deceivingly comfortable spot 

where opportunities are scarce 

and applicants are plentiful. 

Quali�ed candidates com-

plain about companies not re-

sponding to their applications, 

about poor interview experi-

ences or a breakdown in com-

munication a�er having gone 

through a formal interviewing 

process with a company.

What many employers  for-

get is that the interviewing and 

hiring process speaks volumes 

about the company’s brand as 

an employer. Smart compan-

ies know how important it is to 

treat every applicant respect-

fully and to o�er an interview 

experience that reflects the 

company’s brand and values. 

It’s not just about courting 

the best candidates; job inter-

views can still be tough, in-

tense situations. In fact, high-

potential applicants will expect 

a tough interview process that 

enables them to display their 

accomplishments and abil-

ities, which will make them 

stand out from the pack. 

High-performing, no-non-

sense producers will want to 

feel reassured that the com-

panies they are interviewing 

with share their sense of pro-

fessionalism, respect and ef-

fectiveness. Here are a few 

ideas of how your company 

can improve its brand in the 

candidate community.

1. Set expectations prop-

erly: One of the major frus-

trations applicants experience 

is the complete lack of com-

munication a�er an initial ap-

plication has been submitted. 

If you are not planning on 

contacting every single appli-

cant, at the very least include a 

disclaimer in the job posting 

indicating that only quali�ed 

applicants will be contacted. 

Ideally, you will also include 

a speci�c date by which appli-

cants can expect a response. At 

least they will know to move 

on if they haven’t heard any-

thing by then. 

2. Communicate effect-

ively: Most companies have 

applicant tracking in place that 

allows them to properly track 

applications and to send out 

personalized emails to large 

groups of recipients. 

Why not set up an auto-

mated response thanking ap-

plicants for submitting their 

resumés and advising them of 

what they can expect moving 

forward? Even if your com-

pany doesn’t have a proper 

system in place, a basic email 

client has the ability to send 

automated responses or cus-

tomised emails.

3.Consider some advice 

from the dating world: As 

with any �rst date, a �rst im-

pression is a lasting impres-

sion. When conducting the 

�rst interview, remember the 

basics: be polite, be respectful, 

and be on time. Be an active 

listener but also be prepared 

to give an elevator pitch as to 

what an employee can expect 

from your �rm. 

As the labour market im-

proves, top candidates end up 

with multiple job offers and 

you want to make sure that 

your company is at the top of 

their list.

4. Nothing trumps pro-

fessionalism: I’ve heard num-

erous hiring managers say 

that they don’t really need to 

“interview” a candidate. �ey 

simply “know” when they see 

the right �t. While this may be 

true, the applicant is le� with a 

disappointing experience. 

Strong candidates will 

want more from an interview 

than just a pleasant conversa-

tion. �ey want to feel that the 

hiring manager has a keen in-

terest in their work history and 

previous accomplishments. In 

the worst case, top candidates 

may not want to proceed a�er 

a weak interview experience as 

they presume it is a re"ection 

of the company’s lack of focus 

on performance.

5.Be smart when releas-

ing applicants: At the end of 

the day you can only hire one 

person per job. It’s very tempt-

ing to focus entirely on that 

new hire. 

Making an effort to not 

leave other applicants in the 

dark is more than just good 

karma: those applicants who 

have been interviewed should 

receive personal feedback. Be 

constructive and explain your 

hiring decision. �ank them 

for their time and interest 

and encourage them to keep 

in touch should you feel that 

they may be of interest for fu-

ture openings. 

Sending out an email to the 

other applicants who could 

not be interviewed offers a 

great opportunity for employ-

er branding. By advising them 

that a hiring decision has been 

made and thanking them for 

their interest in your com-

pany, you are sending a clear 

message that speaks volumes 

of your professionalism and 

thoroughness not only dur-

ing the recruitment process 

but also in how your company 

conducts its business. 

As with any experience 

in an open market, negative 

news travels exponentially 

faster than positive. In a time 

when people can vent publicly 

about a negative experience, 

disgruntled job seekers can 

leverage the powerful world 

of social media networks by 

openly commenting on their 

experience with a particular 

company and an employer 

brand can suffer substantial 

damage. 

With every new job your 

company recruits for, your 

brand is put to the test over 

and over again. A lot can be 

gained from o�ering a great 

hiring experience. Much more 

can be lost by having a par-

ticularly bad one. What is the 

impression you think your 

organization is leaving in the 

candidate community? 

Dennis Wolff, conductor, IT 

and tech talent, is a recruitment 

consultant at McNeill Naka-

moto Recruitment Group, a 

boutique-style recruitment 

company specialising in tem-

porary, permanent and con-

tract staffing (www.mcnak.

com). He can be contacted at 

dennis@mcnak.com and 604-

662-8967 ext. 104.

What many employers 

seem to forget is that the 

interviewing and hiring 

process speaks volumes 

about the company’s 

brand as an employer

T
hough the Certified Human 

Resources Professional (CHRP) 

designation is growing in national 

renown, it recently gained an ap-

preciative global audience.

In late September, the Canadian 

Council of Human Resources Asso-

ciations (CCHRA) hosted the 13th 

Annual World HR Congress with 

over 3,500 HR professionals from 

around the globe. It marked the 

first time the World Congress was 

held on Canadian soil and provided 

a global showcase for the CHRP 

designation.

Jock Finlayson of the BC Business 

Council has said that ‘excellence in 

human resource management is 

becoming an important source of 

competitive advantage’. I strongly 

agree.

The CHRP designation provides 

that advantage - honing and test-

ing the skills of HR professionals 

with a National Knowledge Exam 

(NKE) followed by the National 

Professional Practice Assessment 

(NPPA). Moreover, it also provides 

CEOs with the assurance of an HR 

professional versed in the language 

of business, wherein all resources 

speak to the bottom line.

In today’s business climate, real-

izing the economic success of pro-

fessional people practices has 

become requisite for growth.  HR 

professionals are being called upon 

for revenue generating strategic 

leadership.

As with other industry designa-

tions, the CHRP has come to mark 

the path of professional pursuit in 

HR.  Of the 5,000+ members of the 

British Columbia Human Resources 

Management Association, more 

than 60 per cent have either passed 

the NKE or achieved their CHRP 

designation.

Why? Because practicing great 

people practices speaks to every-

one’s bottom line.
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Imagine. You could love your 
staffing company this much.
Imagine a staffing company that attracts raving fans – raving 

employers and raving talent. McNeill Nakamoto is that good.  

You’re going to like it here.  Imagine that.

the easiest group plan you’ll ever have. 

guaranteed. Johnstone’s has been 

simplifying employee bene�t programs 

for over 1000 businesses since 1983.
Our goal is to make group bene�ts simple to 

understand and even simpler to administer while 

providing the best plan for your company and team.

By getting to know your business, we design a plan just 

for you and your employees. As an independent broker, 

we source products from a variety of insurance carriers 

and combine them into one seamless package. On top 

of that, we manage and administer your plan for you, 

dealing with the carriers on your behalf. Ultimately, 

Johnstone’s becomes your very own group bene�ts 

department and the only resource you’ll need.

contact us today.

Johnstone’s Bene�ts
3095 Woodbine Drive,

North Vancouver, BC V7R 2S3

phone: 604-980-6227

toll free: 800-432-9707

fax: 604-983-2935

www.johnstonesbene�ts.com
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