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CASE STUDY

= Developed and prioritized their employment brand message
= Delivered an award-winning candidate experience

=  Used KPIs to improve results and get quality hires

= 3000 employees spread over the United States and Canada
= QOver 90% mobile workforce

B2B Service Company
= Corporate office in St. Louis, MO

7 Recruiters and over 100 Hiring Managers
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WHY THEY GOT INVOLVED IN CANDIDATE EXPERIENCE

= |t was not to win awards!
= We saw potential bottlenecks in our process.
= \We saw a lower click thru rate of candidates.

= We noticed the overall time candidates were spending on our career
site was low.

= All the above lead to thinking about the experiences our candidates
were having.

= Qur stats were sad.
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A COMPANY’S EMPLOYER BRAND

1S AS LIKELY

TO DRIVE JOB CONSIDERATION AS ITS
COMPANY BRAND
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BRAND IMPACT

[

Figure 4
Impression of Employer Brand vs. Job Consideration Impact of employer brand strength
on cost per hire
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https://business.linkedin.com/content/dam/business/talent-
solutions/regional/nl_nl/campaigns/PDFs/why-your-employer-brand-matters-whitepaper.pdf N ‘ A ‘ S RECRUITMENT INNOVATION
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STORYTELLING oM 1

Our goal is to take what we’ve learned through
discovery and develop an employment brand
platform that tells your unique story with impact.

DIFFERENTIATE.

BUILD FLEXIBILITY.

MOTIVATE.
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EMPLOYEE VALUE PROPOSITION

= Supportive culture with a company that knows the value of Techs
= Unlimited earning potential based on hard work and talent

= Empowerment to do the job your way and plan your day

= Great benefits package you typically won’t find in the industry

= Excellent initial training, along with tools, car, phone, etc.

» Flexibility and good work/life balance

= Advancement potential within Tech role or into Management

= Fast pace, dynamic work and plenty of variety

= Stable and growing company that leads the industry

NIA|S
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STORYTELLING Concept Creation

Make every
paint job a
masterpiece.

m\ WiZARD,

WS iZARD N/AIS
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LOCATION SEARCH JOBS
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STORYTELLING Brand Guidelines

EMPLOYMENT BRAND CONCEPT

BE A WiZARD

GRAPHIC ICONS AND PHOTO TREATMENTS

GRAPHIC ICONS PHOTO TREATMENT
-2 I
-o

CONCEPT BUILD oUT

[
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Storyboards and prep

Tatervien questions for Tech roles

Hiony would yon describe Dent Wizsrd and what the company does”

Whatd you do in your role at Deed Wizand? Talk about your sverage day. What 1 the
s satsying sapect of your job

e things about the job that ko befors they joim?
‘Talk #bout challenges ke the weather s the plyscal stamina needed

e o il b, kot o il do Yoo conies
service componest you can alk about?

Are you sble o work mdependently i yoar rols? Tell me sbout how you masage your
s every day. How doss hat lead 1o Dexibality?

“Tell e abont the compesastion plan you are on at Dest Wizard. Talk sbout your eaming
potentis] and what it takes to maximse s

Doscribe the benefits packsge thit Dend Wizand offers How does if stand spast from
r compasies? What are somse af the best benafits you receive?

What s Dt Wizard? Manager
andother Tuchs like”

Fiony does the company support you i yoar everyday work?

Wit i the inital training like at Dent Wizasd? If you did e cnsite training, =l me
what tat process was like and what value you recerved from it?

Videa Directions for the day of shoot

“The enire inferview process should take abauk 30-45 mims. Mot inclading camers set up,
lighting and sound. Additicnsl time will be noedod ta shoes b-roll afterwards

Have everyone who sppears m the video sign 8 release form.

P e atriew, Vi e cmglogoe o v snd et the o e, ot e
aleo

S o oo ete questons. Thebeel Aaurs responses aré nscripted
‘Explsin the prooess, they are 1 of 3 in the video, s0 if ey niake & mistake, s oksy.

R then 10 smile and laugh, and eacouraps thes 10 sbow their presonatity
throaghout

Have everyoae who sppears in the videa sigr 8 relesse form.

s week in, 38 thi
Keep co-workers mway froem the set, they tend to distract the mizrvicwee

1f possible use a dolly ar slider t0 5dd movemen during interview flmng s b-roll
footage. Shallanw depth of field looks best

Have them say their narme sm title. Always oo to have, even o it s not wsed in the
viteo,

‘Try bo encourage the emaployees fo speak i full seatences rather than fagments, and
el Fm A R ok o s Pk Wil tn g
and the job several times i the video

Dent Wizard PR-17085
Paint Tech

Realistic preview section: In this
b

Hhat ae nevessaryto uccowd

Support section: We'll move into 2
sex ion wheve Pant Techs discuss
theirminiog and curer

possibilities, 25 well 13 the support
they receive from Dent Wizard.

Page:2

(Chaz: "You have 8 bt of freederm wth.
acomoury, soucly 1o o

s ecking e
it
i e way you was o g st
o ges o
T, “Dent Wizad I growin, 50 ws
‘s have work. You dont e 15 b
wormed it havig, aaough s~
1 too ke part o the tarmy and

numbe. A ot of pecele are
‘wiling 1o htp and wast 10 300 yeu
Sucomstul”

Te o addtcn o g .

oy s oo quaioes b bave
T g o
ot e o o
g sy 1o e et
it s3titonal

shorg with them, secure
‘and balld the sccourt.

G 1 e wing outside, bt you
a you might bo sut
e s s o et 59 y0u
ough.”

Tin: “Dant Wizard ofters . the ob

rganizations ike PG ang BASF:
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CANDIDATE

SOURCE C

&

we can bring you
PER HIRE CoST
PER APPLY
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Measures of Success
easures Definition 2019 Benchmark 2020 Goal
% of individuals who visit a site without 40% of visitors to our career site exit Re.(iyce to 30% of \'usnars A
Bounce Rate . . . B - exiting the page without clicking
clicking on any links or information the page without clicking on anything .
on anything
) Amount of time {outside of application Currently this sits at an average of 3 Average greater than 6 minutes
Engagement Time individual -
process) an individual spends browsing minutes per visitor per visit
career pﬂs
Metrics of Success
[fuccess Metric Definition 2019 Benchmark 2020 Goal
% of candid . ¢ bk ‘:“} az:::i:tfi:):ow vicwing 2 job start (a) Increase to 10% in 2020,
Click-through rate (CTR) of candidates engaging in tangible
actions when viewing an open job. (b) 33% of candidates who start an
. . (b) Increase to 50% in 2020
application complete it
(a) 71% of candidates come from .
% of applicants who come from searches |, 'a - o (a) Decrease to 60% in 2020.
Organic Applications directly to Dent Wizard vs. job boards -
such as Indeed, Craigslist etc. (b) 19% of candidates come through b) Increase to 30%in 2020
Dentwizard.com
Dollars spent on job boards $ spend on job boards compared tothe | 2019 earmark is for $200,000injob | g 4,00 by 15% of 2019 Ratio
number of positions posted board postings.
N ‘ A ‘ S RECRUITMENT INNOVATION
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Measure of Success

Success Metric Definition 2019 Benchmark 2020 Goal
) o _ {a) 6.8‘}_{1 nl‘_thuse viewing a job start {a) Increase to 10% in 2020.
% of candidates engaging in tangible an application

Click-through rate (CTR) actions when viewing an open job. (b) 33% of candidates who start an

application complete it

{b) Increase to 50%in 2020

Total 2020 Stats:
v Job Views: 33,938

v Apply Starts: 12,202
36% of those viewing a job, started an apply (Increase of 29% from 2019)

v’ 8,059 Apply Completes
66% of those starting apply, finished (Increase of 33% from 2019)

DENT
W’MRD N ‘ A ‘ S RECRUITMENT INNOVATION
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Measure of Success
Success Metric Definition 2019 Benchmark 2020 Goal
. (a) 71% of candidates come from .
% of applicants who come from searches | | 100 a4 (a) Decrease to60%in 2020.
Organic Applications directly to Dent Wizard vs. job boards -
such as Indeed, Craigslist etc. g’i;&i::;ﬁﬂdates come through (b) Increase to 30% in 2020
Organic Applications:
v’ 48% of applications were through direct entry
(increase of 29% from 2019)
v’ 34% of applications were through campaigns/job boards
(decrease of 26% from 2019)
DENT
WIZARD N ‘ A ‘ S RECRUITMENT INNOVATION
20

10



7/27/2021

Measure of Success: Engagement Time

Measures Definition 2019 Benchmark 2020 Goal
; Amount of time (outside of application Currently this sits at an average of 3 Average greater than 6 minutes
Engagement Time process) an individual spends browsing minutes per visitor per visit
career pages.

Total 2020 Engagement Time: 2 minutes, 52 seconds
Device Type Breakdown

2 min, 44 seconds == Smartphone

3 min, 12 seconds == Desktop

2 min, 57 seconds == Tablet

Primary audience volume (62%) was through mobile device, which industry standard suggests that
between 2-3 minutes is average engagement. Although we did not achieve a 6-minute engagement,
average candidate actions per visit (clicks, page views, engagement) did increase from 2.9 to 5.5 by
end of year. Showcasing although time did not increase, engagement did.

DENT
W’MRD N ‘A ‘ S RECRUITMENT INNOVATION
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ACTIONABLE RESULTS
BE n VII'Hl 0]
| 1A, 1TTS
= Continually increased our cNPS to up over 50%
= Went from “I think” to “I know”
= Launched and optimized our process, employer branding
and career site
= |ncreased referrals
= Decreased Time to Fill
= Decrease Cost per Hire
* |Improved reviews on multiple sites like Glassdoor, Indeed
and Google
N ‘A ‘ S RECRUITMENT INNOVATION
22

11



7/27/2021

A strong
employment brand leads to

90%
employee turnover by
more qualified
applicants. O
Decreases 0
cost-per-hire by

a

BRANDING

Matt Adam, EVP & Talent Strategist
Tel: 513-703-9733; Email: madam@nasrecruitment.com

Jennifer R. Henley, PHR & SHRM-CP

Vice President, Client Services
Tel: 410-353-7689; Email: jhenley@nasrecruitment.com
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