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Fall 2007

The Jewels of the Crown

Smart companies develop ac-
quisition and retention strategies 
centered on matters that are im-
portant to the vital talent within 
their organization. Research shows 
the three most important issues to 
employees are: their personal de-
velopment and growth, their need 
to participate in engaging work, 
and their desire to be connect-
ed to others in the organization. 

These three factors combined 
with globalization, technology and 
shifting demographics (3 key forc-
es shaping the 21st century) are 
changing companies’ ability to suc-
cessfully compete. With the advanc-
es in technology, enterprises are 
faced with the necessity to become 
more and more narrowly specialized. 

The quality of the human capi-
tal, and especially current skills and 
up-to-date knowledge are becoming 
a survival issue for most organiza-
tions. The so-called “critical talent”, 
the employees that make the differ-
ence between profit and loss in the 
company, who implement new tech-
nologies, who maintain and improve 
skills and knowledge vital to the en-
terprise, are considered the Jew-
els of the Crown in the workforce.

Employee development from the 
perspective of the Employer

In the competition for talent, com-
panies that hire the best educated 
and the most skillful employees, win 
the race. However, in a world, where 
the volume of information doubles 
every 1.5 years, this is only the first 
step in the competitive process. The 
companies that continuously im-
prove the skills and knowledge of 
their workforce are the ultimate win-
ners. They maintain their edge over 
their rivals and preserve their lead-
ership in the global marketplace.

The current situation in the US pres-
ents big challenges. Young people 
entering in the workforce come with 
much less meaningful skills and edu-
cation than the baby boomers they 
will ultimately replace. One of the 
fastest growing needs in the fore-
seeable future is the necessity to fill 
more than 4 million computer and 
mathematical science specialist jobs 
by 2014. At the same time the US is 
facing a decrease in Ph.D. and B.S. 
degrees in those disciplines. While in 
2004 the computer and mathemati-
cal science occupations represented 
19.6% of the workforce, the Ph.D. 
degree in those disciplines awarded 
to U.S. native citizens was only 5.4% 
of all degree granted. The situation 
with B.S. degrees in mathematics and 
computer sciences is almost the same 
– only 6% of all degrees awarded.

Companies are finding a solution in 
hiring foreign specialists (51% of all 
science employees are foreign born, 
65% of those with Ph.D. degrees are 
not U.S. citizens), but this is only a 
temporary answer to the problem. 
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With improving conditions in their 
home countries, many of those em-
ployees are departing from the USA, 
leaving their companies to fill the gap. 

There are other challenges organi-
zations face in the process of accu-
mulating talent. Most organizations 
pay more attention to the fight for 
“acquiring” talent and less on the pro-
cess of motivating and retaining cur-
rent employees. Research shows, “the 
typical U.S. company spends nearly 
50 times more to recruit a $100,000 
professional than it will invest in his 
[or her] annual training after he [or 
she] comes aboard.” Sometimes 
this occurs because is easier to call 
a recruiter or post the job on the 
company Web site than it is to “de-
velop” someone to fit in a position 
or to redeploy people from within.

This opens an opportunity for in-
novative enterprises to re-shape 
their approach to education of 
their workforce through continu-
ing education and on the job pro-
grams to improve the knowledge 
and skills of the current employees.

Effective organizations are putting 
more effort into succession planning 
and developing “bench strength”. 
They routinely do leadership skills 
training for supervisors and man-
agers, they conduct proactive per-
formance management instruction, 
they invite specialists to help them 
to understand and improve their job 
instruction training techniques. They 
create customized skill development 
for their HR departments and en-
courage their employees to pursue 
professional certification programs.

Before creating continuing educa-
tion programs, companies should 
first define which part of their work-
force is critical. The generalists may 
not be the most critical segment in 
the organization’s human capital. The 
“the Jewels of the Crown”, the em-
ployees who deliver the firms core 
competencies are more important. 

The next step is to define the demo-
graphics of this group – who are the 
critical and hard to replace employees? 

The following action is to identify, 
within your organization, who could 
potentially replace those critical em-

ployees and what development ex-
periences will enable them to do so? 

Once you go through the initial 
needs assessment steps, you can 
design an efficient and cost effec-
tive continuing education program. 

Delivery and Efficiency

Technology advances have provided 
some great opportunities to deliver 
efficient continuing education pro-
grams. Online learning through em-
ployee portals permits the employer 
to use inexpensive and up-to-date 
information to improve the knowl-
edge and skills of their employees.

Mentoring and coaching delivered 

by third parties via the Internet gives 
access to knowledge coming from all 
sources – universities located hun-
dreds of miles away, research cen-
ters in another country and continent.

Specialized continuing education 

organizations, community colleges 
and other outside providers can be 
used to focus the learning process. 
Only programs, which provide up-to-
date, relevant learning experiences, 
should be used. We have a strong 
bias in favor of customized employ-
ee development with one on one 
or small group follow up coaching.

Employee Development from the 
Perspective of the Employee

As the workforce changes, the types 
of continuing education programs 
change too. Different types of pro-
grams have different impact on the 
employees – depending on the spe-
cialization, age of the employee or 

Continues on the next page
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the methods of delivering the content.

Research shows that some of the 
most effective retention and en-
gagement tools are job skills train-
ing and retraining, including learning 
new skills for the present job either 
through company provided learning 
experiences or tuition reimbursement. 
Of companies with tuition reimburse-
ment plans, 45% do not require em-
ployees to reimburse the company in 
case of separation. You will need to 
assess the extent to which you wish 
to attach strings to your continuing 
education programs. Regardless of 
your approach, employees are aware 
that your knowledge investment can 
never be taken away from them.

Some ideas for retaining your 
investment

Create meaningful integration 
between learning and retention 
rewards. This way the employee 
will appreciate the reward for knowl-
edge and will continue to learn.

Train managers and supervisors to 
create continuing education pro-
grams centered on the engagement 
of the employee with the company

Create a collaborative learning 
environment and use the power of 
the workforce community to deliver 
knowledge. A recent study shows that 
“people are five times more likely to 
ask a co-worker for information than 
to consult an intranet, database, or 

4

company computer system”.  Not 
only is this method  favored by the 
employees, but also is much less 
expensive than sending an employ-
ee to university or college classes.

All the programs above focus on one 
thing: the importance of the employee 
to the company. And if an employee 
feels important and rewarded for what 
she or he is doing, she or he will perform 
better and will stay with the company.

Many individuals are attracted by 
this type of meaningful continuing 
education programs. As such, those 
programs become a valuable tool 
for acquiring new talent, eager to 
learn and to improve his or her skills. 

In the pursuit of better strategies for 
acquisition, motivation and retention, 
continuing education and employee 
development are probably the most 
rewarding ones for all shareholders 
in the process. They deliver skillful 
and knowledgeable human capital to 
the employer on manageable budget. 
For the employee, they open doors of 
endless possibilities for growth and 
advancement. As a result, both em-
ployees and employers create im-
mense value with direct impact on 
the bottom line of the organization.

About the author:

Ms. Ryan has more than 19 years of management and training 
experience, including Human Resource and Training Director, Safety 
and Environmental Manager and Total Quality Administrator. She 
specializes in owner, manager, supervisor and team development within 
corporate environments.

With A Blackberry On The Harley
Recruiting and Retaining Baby Boomers

By Tom Felling

Baby boomers represent 43% of 
America’s workforce. They are retir-
ing at head-spinning speed – 330 per 
hour.  Skill shortages are also growing 
at a similar pace among healthcare 
professionals, scientists, engineers, 
and managers.  Forty five percent of 
the US employers are presently con-
sidering retirements among this 80 
million-strong workforce a major chal-
lenge to overcome in the next years. 

In order to recruit and retain talent 
needed in today’s very competitive 
marketplace, those companies that 
use wisely all their resources will win.  
How will these organizations profit the 
most from hiring or retaining the gen-
eration born between 1946 and 1964? 

First, they know the characteristics 
of this generation. Their preferences 

Continues on the next page
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for work, lifestyle, their career and 
personal goals, their priorities and 
their limitations. Second, they know 
the methods to retain them in the 
workforce beyond retirement age. 
And third, they know how to integrate 
them with the rest of the generational 
mix of their employment environment.

Knowing the baby boomers

In the workplace, the baby boomers 
are:

Loyal to the company (they have 
spent an average of 10.2 years 
working for a single employer)
Respectful to hierarchical system, 
authority and seniority
Competitive and goals-driven
Process minded
Team-oriented
Demanding regarding recognition 
for personal contribution
Willing to learn and keep their 
skills updated
Willing to mentor younger em-
ployees

●

●

●

●

●

●

●

●

Baby Boomers Priorities 
when considering working beyond the retirement age

Ability to work part-time 49%

More flexible work schedules 48%

Ability to work from home 36%

Retention bonus 28%

Ability to take sabbatical 25%

Credits to pension benefits for delayed retirement 25%

Ability to collect a partial pension while working 25%

Ability to work for your employer as contractor after retirement 24%

Opportunity for training & skill development 19%

Opportunity to act as mentor 17%

Because of their sense of responsi-
bility and loyalty, many baby boom-
ers want to continue to work: 
44% of all employees interviewed 
in a nationwide research poll re-
sponded that they will work past 
the age of 65; 15% responded 
that they will stay in the work-
force after their 70th birthday. 

The reasons? Working gives them 
a sense of being useful and need-
ed.  It also permits them to supple-
ment their income, since, according 
to national data, 38% of the baby 
boomers do not feel financially pre-
pared for retirement – their invest-
ments are not enough to guarantee 
a secure and/or carefree lifestyle. 

No matter what the motivation is 
for an employee to stay in the work-
force past retirement age, the em-
ployer should understand the in-
dividual desires and concerns of 
the employee and address them 
way before the retirement age.

Recruiting = Retaining

One of the easiest ways to profit 
from the expertise and the loyalty of 
baby boomers is to retain them on 
the job and change the conditions of 
their work to fit their lifestyle instead 
of trying to recruit them back once 
they start to enjoy their retirement.  
Wise companies plan for this exten-
sion of the workforce well in advance 
and create programs to retain the 
baby boomer generation well before 
their employees reach the age of 65. 

What should employers do?

First, a phased retirement can be 
offered.  Properly planned, this formu-
la doesn’t need to affect pension plans, 
401(k) and other financial programs.  
If not correctly planned, a phased re-
tirement during the last 10 years of 
the employee’s work life could become 
a negative, since this is the period of 
most weight in many pension plans. 

Secondly, wise employers work 
around the time flexibility de-
sired by the employee. They offer 
reduced schedules, flexible hours, 
Fridays off, working from home, pe-
riodic sabbaticals, extended vaca-

tions and other possibilities to enjoy 
the trip to Mexico or the new Harley.

Third, companies desiring to retain 
their employees past the age of re-
tirement, understand that the baby 

boomer, who is willing to stay and work 
past retirement age, wants recogni-
tion for seniority and insists that 
his or her expertise be reward-
ed – financially or with honors. 

Continues on the next page
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Fourth, organizations profit from 
the desire of the baby boomers to 
transfer their knowledge and skills.  
The upcoming generation X workforce 
will gladly accept coaching and training 
from these seasoned peers and great-
ly appreciate the contribution of an 
experienced senior employee.  These 
employees can fill the skill gap threat-
ening the next generation workforce.

In spite of the extensive research 
and media attention paid to the baby 
boomers, there are still companies 
that haven’t planned ahead to re-
tain their retiring workforce.  Is there 
hope for them?  Yes. Statistics show 
that in the last year 7 million previ-
ously retired employees returned on 

the workforce after an interruption of 
1.5 years.  Recruiting baby boomers, 
however, proves to be more difficult 
after baby boomers start to enjoy their 
retirement – move to another state, 
start their own business, or have been 
retained by another employer.  Nev-
ertheless, creative companies can still 
design programs to attract employees 
who have already decided not to be 
active in the “regular full time” work-
force.  How?  They offer geographic 
and time flexibility, such as work from 
home programs, telecommuting or 
working in their offices in “resort” 
areas such Florida, Arizona or South 
Carolina.  They may also offer ad-
ditional compensation and rewards.

Since the aging of the workforce will 
continue well into the next 2 decades, 
it is not too late to prepare and plan 
to retain employees who are sched-
uled to retire and/or to recruit others. 
All that is needed is to recognize the 
benefits of extending the work life of 
these future retirees and offer them 
what they need to stay.  By taking 
advantage of the boomers’ knowl-
edge and skills, wise organizations 
will continue to benefit from continu-
ing leadership in times of intense 
competition for talent. And, in addi-
tion to a gold watch, a meaningful as-
signment, customized to the needs of 
the boomer, could be the employer’s 
“Thank You” for loyalty and contribu-
tion to the success of the company.
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Tom Felling has over 30 years of 
business experience with 19 years 
in the executive search industry. 
He is also nationally regarded 
as one of the most dedicated 
and insightful professionals in 

the business. Founded in 1987, 
Felling & Associates has gained 
a solid reputation in industry 
through specialized in searches 
and finding the most talented 
executives.

 About the Author

Felling specializes in finding 
hard to find individuals with 
unique backgrounds in technical 
manufacturing, engineering, 
banking and various service 
industries..

Putting the Technology in Its Place

Technology is a bully. It pushes 
people around. Tells them what to do. 
Tells them how to do it. Then rats to 
management if they don’t do it right. 

All that’s bad enough. But the nega-
tive consequences of technology’s bad 
behavior don’t just affect direct users, 
but also they negatively affect all as-
pects of the enterprise, even business 
strategy and process. And the damage 
extends right down to the bottom line. 

Consider what happens when tech-
nology steps outside its role. Think 
of a business enterprise as a human 
body. The brain delivers the strategies 
that drive the company. The nervous 
system-the business process environ-
ment-should faithfully carry out the 
brain’s strategic commands. And the 
nervous system commands body parts 
to pick up tools-technology promi-
nent among them-that should cre-

ate the outcomes the brain intended. 

But in business, things rarely work 
that way. Rather than the brain run-
ning the show, technology often has a 
mind of its own. Instead of receiving 
and following commands, technology 
frequently gives counter-directions. 
And technology gets so full of itself that 
it sends impulses back up the nervous 
system telling the brain what it can 
ask for and what it can’t. So it doesn’t 
just bully users. It even bullies senior 
management that sets strategies. 

Sounds like somebody-or something-
is ready for a smackdown. 

Of course, most executives will deny 
such a scenario at their companies. 
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“Oh, we’d never let this happen.” 
Wanna bet? Just think of all the com-
panies that let technology guide their 
business process, at least to a sig-
nificant degree. Based on High-Yield 
Methods’ experience, at least 50 per-
cent of Fortune 1,000 companies have 
technology rings in their noses. And 
how many more suffer self-inflicted 
injuries by implementing new, enter-
prise technology without first re-eval-
uating market conditions-including 
rapidly changing customer needs and 
preferences-to set forward-looking, 
rather than “rear-view mirror,” busi-
ness strategies? Lots more. And how 
many companies implement new en-
terprise technology without first paus-
ing to redesign business processes to 
carry out new strategic commands? 
Lots more again. And how many im-
plement new technology based on 
software-dictated “best practices,” 
without first basing technology re-
quirements and technology selection 
on “to-be” workflow, information flow 
and individual work processes? Hey, 
we’re up around 133 percent now.

Most companies, especially en-
terprise-size companies, that don’t 
admit their technology is compet-
ing with management strategies for 
control of the corporate body are in 
denial. Deep denial. And not see-
ing this subterranean battle for con-
trol costs these companies dearly. 

Align thyself 

What’s the most common denomi-
nator among highly profitable com-
panies in competitive environments? 
Alignment. Not only external align-
ment with customers but also in-
ternal alignment that matches pro-
cess to strategy and technology 
to process like pieces of a puzzle. 
The superior profitability of well-
aligned companies stands to reason.  

When the pieces don’t fit, they fight 
each other for space, and corporate 
energy needed to focus on custom-
ers gets expended internally trying to 

force-fit together incompatible pieces. 
That’s expensive, not only because 
of the revenue lost shifting attention 
from customers to internal problems 
but also because of escalating inter-
nal operating costs spent attempting 
to manage around the misalignment. 

Consider the performance of two re-
tail financial institutions. The larger of 
the two began its efforts to broaden 
customer relationships by investing a 
gazillion dollars in a behemoth CRM 
system-a system that dictates how 
users conduct business. No attention 
paid to developing new customer-
centric strategies. No effort made to 
change processes. Just plop this sys-
tem down on top of existing strategy 
and process and expect it to do won-
ders. And wonders it did produce. It’s 
wondrous that such 
a huge technol-
ogy system still 
shows “negative 
ROI,” after being 
in place for sev-
eral years now. 

 
The folks at 

the smaller and 
smarter institution 
mounted a major 
strategic review 
that led to sig-
nificant directional 
changes, includ-
ing a much more 
positive customer 
focus. Next, they 
took time to re-
view and redesign 
workflow, infor-
mation flow and 
work process-not 
just for customer-facing functions 
but also enterprise-wide. Then, and 
only then, did this FI look at auto-
mation technologies that would sup-
port the new business processes 
that support the new strategies.  

And rather than just focus on CRM, 
this organization implemented a range 

of automation technologies not limited 
to CRM-all designed to support new 
business process and some designed 
for direct customer use. The outcome 
has been broader and deeper custom-
er relationships that are generating 
new business, plus improved new cus-
tomer acquisition, both of which are 
positively contributing to the bottom 
line, I’m happy to report that FI No. 1 
was not our client. But FI No. 2 was.  

This applies to other industries, too. 
Take the car industry. Many auto-
dealers, often prompted by manufac-
turers, are slapping in either stand-
alone CRM applications or integrated 
front office/back office technology. 
And, sure, they can remember your 
birthday now and even your lease 
end-date or likely trade-in date. That 

helps them sell. But it hardly encour-
ages customers to buy because the 
typical car dealer is misaligned to 
the teeth. Lexus, on the other hand, 
started with a customer relationship 
strategy; supports that strategy with 
well-aligned sales, service and finance 
practices; and then automates pro-
cess with a well-integrated applica-

Putting the Technology in Its Place
(continued)
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tion that shares customer informa-
tion across all dealer functions. As a 
result, Lexus has amazing customer 
satisfaction and loyalty, which con-
tribute mightily to its bottom line.   

What should your company do to 
share in the “return on technology” 
enjoyed by the smaller financial insti-
tution, Lexus, and others such as Best 
Buy, the reborn Qwest and Verizon 
Wireless-all of which effectively sup-
port customer-responsive business 

 About the Author

strategies with effective, enabling 
technologies? 

Simple. Stand up to technology and 
put it in its place. Start with the belief 
that you run technology, rather than 
having technology run your company. 
Then put first things first by revisiting 
your customer strategies; redesigning 
business process to implement revised 
strategies; then letting your new busi-
ness process define technology support 
requirements-before you let a software 
salesperson in the door. You betcha.

Dick Lee is founder and principal of High-Yield Methods, a pioneering consulting 
firm focused on helping clients achieve customer alignment. In addition to his 
long involvement in developing customer-focused approaches to business, in-
cluding CRM, he is also the developer of Visual Workflow—the first process design 
approach developed expressly for the variable (non-manufacturing) workplace. 

In addition to his consulting, Dick has written several books including The 
Customer Relationship Management Survival Guide, and he speaks globally 
on customer-alignment topics. His work and perspectives have been featured 
in “Business Week,” National Public Radio’s “MarketPlace,” “Newsweek,” and 
“The Wall Street Journal.” He holds a BA from Reed College, Portland, Oregon 
and an MBA from the Sawyer School of Business, Suffolk University, Boston. 

They Say You Are…
Employer Branding And Its Importance 
For Accumulating Talent Wealth

By Stevan Olson 
With comments by Optimum HR Systems Associate Dick Lee

Are your employees proud to work 
for you? Are the prospective candi-
dates for your open positions eager 
to start to work for your company, 
versus any other organization in the 
same industry? Are your employees 
the best ambassadors and evange-
lists of your products or services? 
Do you clients or the consumers of 
your products know how cool and 
professional are your employees? 

If you answered “yes” to those ques-
tions, you are championing great brand 
and you know how to do it. If not, you 
might need to improve your brand-
ing. Here are some clues how to do it.

Understanding what is a brand

There are several definitions for 
“brand” and “branding”. The brand 
definition I like the most is by Marty 
Neumeier: “A brand is a person’s gut 
feeling about a product, service or or-
ganization”. What is clear from all re-
search, books, pools and focus groups, 
is that the brand is not a logo, a corpo-
rate identity, a web avatar or a product 
packaging. The brand is emotional. It 
is transmitted on a reptile brain level 
and many times doesn’t obey the rules 
of logic, or best practices in design or 
communication. The brand is about 
how your client, your employee or 
your vendor will feel about your orga-
nization. And, in order to generate the 
same feeling among all, you have to

Create a Great Brand
Or how you create the “gut 
feeling” about your product, 
service or organization

Differentiate yourself from the 
crowd of similar products, services 
or organizations. Being different will 
attract the attention to your com-
pany. General statements of “best 
in industry”, “leader in the market” 
don’t get you anywhere in a world 
with millions of choices for the same 
services, products or companies. An-

They Say You Are…
Continued

Continues on the next page
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swer with one sentence the questions: 
What do we do? Why We Are Differ-
ent? Why should the client/consumer/
employee care about our products, 
our services, our organization or us? 

Focus on your uniqueness, on your 
niche, on your market segment. When 
somebody says “IBM”, most of the peo-
ple think “Computers”. IBM has many 
other services, and products, but the 
first thing in the mind of everybody is 
linked to “computers”. Why? Because 
they have a “focused” brand. You 
might manufacture everything from 
stick-it notes to aviation components, 
but you need to focus on one message: 
innovation, or technology, or any oth-
er notion, which is easy to remember, 
doesn’t confuse your clients or con-
sumers of your products or services. 

Integrate your brand in all aspects 
of your business and activities. From 
design of a logo to the voice of the 
company, and to the packaging of 
your products, or the environment of 
your workplace, your web presence or 
your employer/employee communi-
cations, your brand should be a car-
rier of this one-notion message. All 
those elements of the brand (visuals, 
voice, environment, culture, values) 
have to be integrated in all levels of 
your organization and you have to

 
Communicate your brand every-

where consistently.  There is no “brand 
for external” and “brand for internal” 
use. You create a strong brand only 
when everybody – from clients and 
vendors to secretaries and janitors 
– has the same “gut feeling” of your 
brand. Thus, you should communicate 
your brand with equal passion and 
dedication. From the e-mail signature 
to the company intranet, you brand 
should communicate the same strong 
message – who you are, why you are 
different and how you affect the life 
of a person with your product, service 
or organization. Employees of Google 
believe that their brand is “cool and in-
novative” – users of the search engine, 
clients and business partners think the 

same. This is because Google knows 
how to communicate their brand 
through all channels – from company 
presentations to blogs, podcasts and 
internal corporate communications. 

Collaborate. Listen. Innovate. 
Conduct branding sessions with your 
employees, listen to them how they 
perceive your brand and how, in their 
opinion, you can improve your brand-
ing message. Find new channels and 
media to communicate your brand and 
create more charisma for your brand.

Employer Branding Initiatives 
Applied to the HR department 
activities

In a recent study by the Hodes 
Group (http://www.hodes.com) of 
105 HR executives and 155 Corpo-
rate Management Executives from 
around the world showed their vision 
of how Employer Branding impacts 
their HR Activities. What do they ex-
pect from the employer branding?

Communicate the Employer 
Branding Message During the 
Recruiting Process

No matter if you are using a recruit-
ing company, or you do the recruiting 
directly through your HR department, 
your must always communicate the 
Employer Branding Message of the 
organization and its value and cul-

Employment Branding Expectations
Executives’ Expectations % of responders

Attract candidates 84%

Shorten time-to-fill a position 53%

Serve as facilitator for the recognition of 
the company as an employer of choice

82%

Increase the job acceptance rate 46%

Increase retention rate 65%

Deliver the company Vision and Values program 52%

ture. Cool companies have “cool” job 
descriptions, formal companies have 
a formal candidate acceptance letter. 
Use not only the logo on your station-
ary or the signature of your e-mail to 
communicate the brand: use the voice 
of your company, the environment, 
and all elements of the brand. Never 
forget, in all your communications, 
even a 3-word e-mail to your recruit-
er or candidate to stress the culture, 
values, and success of your company. 

When you hire a new employee, re-
member that he or she is most enthu-
siastic about your company during the 
first 90 days. Capitalize on it. Use the 
social (virtual or real life) network of 
this employee to transmit your brand-
ing message to a wider circle of po-
tential employees. The reason behind 
this is that this employee is probably 
surrounded by acquaintances and 
friends with similar professional back-
grounds, and you can find more, let’s 
say nurses, among a nurse’s friends, 
than among your CFO’s friends

. 

Retention

Very few people would leave a com-
pany, which they believe is great for 
a company they don’t know, even 
when the offered compensation is big-
ger. If they do, you don’t need them. 
So, how do you create the feeling 
in somebody that he or she is part 
of a great company? Through shar-
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ing the success, the fame, and the 
position of the brand with each and 
every employee of your company. 
Sharing the glory, even on the low-
est level of the organization, creates 
an atmosphere of pride and pas-
sion throughout the entire company.

Separation

Sometimes you have to let people 
go. What they carry with them walk-
ing through the door, besides the sev-
erance pay or the pink slip, is very 
important. You should make sure that 
part of the separation package re-
flects the greatness of your organiza-
tion, even in cases when you release 
somebody against his or her will. 

At all moments of your role as an Em-
ployer, be a champion of the brand! This 
way you will contribute to the wealth 
of talent in your company. In essence, 
it is very easy to do it, since you re-
ally feel that you work for the great-
est organization in the world, right?

Live up to your employee brand

Customer expectations of compa-
nies are continually rising. In today’s 
consumer-driven economy employees 
see themselves as customers.  They 
are constantly forming opinions about 
their employers based on how cli-
ents feel about doing business with 
the company. When a company lets 
down its customers, employees have 
a hard time respecting the organiza-
tion. Companies that want to project 
a strong, positive brand to employees 
have to do likewise to customers, or 
else the effort will not only be in vain, 
but will likely be counter-productive.

Thanks to increasing social aware-
ness, consumers are forming opinions 
about companies based on how they 
treat employees, how responsible 
they are towards the environment 
or how they help the local commu-
nity. In the growing socially respon-
sible consumer world, customers are 
less tolerant of companies who mis-

treat their workers. They prefer to 
give their business to organizations, 
that project a brand of caring about 
their employees, or companies whose 
brand is environmental responsible 
or community considerate. Thus, the 
employer branding affects directly 
sales and bottom line of the company. 

 
In the end, branding to employees 

and branding to customers start to have 
equally important impact on the human 
capital of the company. That is why or-
ganizations should carefully consider 
creating and maintaining strong and 
responsible brands and live up them.

Comments by Dick Lee

Brand is a double-edged sword. 
When you project a very positive 
image to employees and customers, 

you’d better be able to live up to 
it. Because we’re moving into a 
customer-driven, demand economy, 
customer expectations of companies 
are continually rising. And a piece of 
that is employees seeing themselves 
as customers and forming opinions 

about their employers based on how 
customers feel about doing business 
with the company. When a company 
lets down its customers, employees 
have a hard time respecting the 
company. Hence, companies that 
want to project a strong, positive 
brand to employees have to do 
likewise to customers, or else the 
effort will not only be in vain, but also 
will likely be counter-productive.

Also, the converse is becoming 
increasingly true. Customers are 
forming opinions about companies 
based on how they treat employees. 
So Wal-Mart can brand its brains 
out, but many customers won’t set 

foot in a Wal-Mart store because of 
how the company mistreats workers. 
So branding to employees and 
branding to customers is all part of 
the same package. Today, companies 
either appeal to both employees and 
customers or they appeal to neither.
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Three Degrees of Separation
Or E-recruiting in the age of niche job boards and social networks

The 
Situation Room

With 67% of employees in the USA 
saying that they will search for their 
next job on the Internet, and with 
more than 60% of all newly hired 
workers declaring that they have 
found their jobs through networking, 
the world wide web has long been 
the first choice for sourcing the right 
candidate. But… is the virtual world a 
Mecca for employers or has it become 
a jungle of 40, 000 job boards with no 

orientation and hopeless chaos?

Is the Internet a channel of informa-
tion or a tool to acquire top talent? The 
answer to this question depends how 
employers use it and how they inte-
grate it into the rest of their recruiting 
and retention programs. Smart orga-
nizations use the web for sourcing top 
talent and for creating relationships 
with prospective employees. For gov-
ernment contractors, the Internet is 
a great Affirmative Action compliance 
tool since it is easy to integrate data 
collection into the application process 
and accumulate it for required report-
ing.How should you use Internet tools 
to find the best talent and reduce 
costs and time to hire? Here are some 
basic rules;

Do your homework

Research which websites, online 
recruiting companies and job boards 
are best for each group of positions 
you want to fill. Posting a position at 
monster.com and careerbuilder.com 
may not always be the right solution, 
particularly if you are searching for 
specialty talent – like a telecommuni-
cations sales engineer with thorough 
knowledge of Latin American telecom 
markets. For this position, you might 
consider job portals in Spanish lan-

guage or telecom job boards, such 
as latpro.com or telecomcareers.net. 
If you need a guest manager for your 
hotel, the best bet would be to post 
your ad at hcareers.com. Beyond.com 
and topjobsites.com provide compre-
hensive access to the best niche job 
boards. Speak with them and find 
which one is appropriate for the po-
sition you want to fill. The statistics 
show that niche job boards represent  
two thirds of all job sites  - an impres-
sive growth only in 2 years. They are 
also less expensive than monster.com 
or careerbuilder.com.

Standardize and optimize your 
job postings for search engine optimi-
zation and for regulatory compliance. 
When you are designing the career 
section of your website, consider the 

possibilities of integration with job 
boards – otherwise it will be very time 
consuming to adhere to the data ma-
trix of each job board and upload mul-
tiple positions in a reasonable amount 
of time.

Use each job posting to hammer 
your brand across the career web-
sites – yours and the job board. Al-
ways include a company description, 
why your company is a great place to 
work and how a future employee will 
fit in your environment.

Use the right technology. The “ca-
reers” section of your website could 
be a great asset, but also could bring 
you thousands of unusable resumes. 
Depending on your budget, you can 
use simple filters and resume build-
ing features to keep out the unquali-
fied candidates, or, if you wish to use 
more elaborate features, to directly 
integrate virtual interviews, question-
naires, and other pre-qualification 
software based solutions. 

 

Be creative

Use the latest trends affecting the 
Internet industry in your advantage. 
Virtual professional networks, 
such as linkedin.com and xing.com 
can bring you the best talent, when 
used properly. They are also a great 
place to promote the brand of your 
company and establish relationships 
with future employees. Linkedin.com 
enables you to post a position for only 
$160 with the potential to limit the 
responses to people with recommen-
dations. Even without paying for the 
job positing, you can find top talent 
in the professional social networks, 
since you have access to multiple 
“connections” and “friends” who can 
help you locate the right person. So-
cial networks also give a perspective 
on the personality of potential candi-
dates for your position – which could 
provide insight into whether or not a 
person will fit in your organization. 

Use all your other web-presence 
initiatives to capture top talent. If 
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you have a blog, enable comments 
with registration, and you will see how 
you can get people who really under-
stand your company, its activities and 
can recommend somebody to you. 
If you have an e-newsletter, allow 
responses, recommendations and in-
teract with your readers – they might 
be the ones providing you information 
about some great designer, who is 
considering changing agency, but who 
didn’t post his resume on the web.

Be proactive

“Fish” the passive candidates 
where they are. It is becoming less 
and less effective to pay for access 
to large databases of resumes on the 
Internet. No matter how sophisticated 
the job board search engine is, you are 
less likely to find qualified people than 
if you search them out on the web. If 
you are searching for a top financial 
guru, look in the investor section of 
your competition – the right person is 
probably working for them as a CFO. 
If you need a college graduate, go to 
facebook.com and chose the college 
you know that prepares the best spe-
cialists in the field you need to fill a 
position. Establish contact with some-
body from this college and find out 
if she or he knows somebody who is 
seeking a position in your state or a 
company similar to yours.

Network, network and network 
again

The most important advantage of 
the social networks is that you can 
find people that you otherwise 
wouldn’t run across. Social net-
works give you access to people 3 
degrees of separation from you. This 
means that, if you know 400 people, 
you will have an access to profiles, and 
eventual connection with more than 
4,000,000 individuals. So no mat-
ter what the focus of the network is 
– professional (linkedin.com), college 
(facebook.com), personal (myspace.
com) etc., you will still have a lot of 
profiles to search through in order to 

find the right person for your position. 
Expand your network efforts be-

yond the usual suspects – linkedin.
com, xing.com, facebook.com and 
myspace.com. You never know from 
which network the best candidate 
can come. If your company hosted a 
charity event and somebody filmed 
it, post it on youtube.com. Tomor-
row, or next year, somebody may see 
how you care about the community 
and will decide to apply for a job in 
your company. If you organized an 
incentive trip for your best sales per-

sons of the year, blog it on vcarious.
com, route66.com or on 43places.
com. Your next sales superstar might 
see it and decide to change employer. 

Another great advantage of virtual  
networks, is the usage of tags. That 
supplements the keywords embedded 
in your website. Tagging makes you 
more findable on the Internet, since 
there are some search engines that 
ignore keywords. It also allows you 
to monitor how many people saved a 
position you posted as “favorite”. So-

cial bookmarking users can see the 
tags of their peers, and once again, 
you reach more people interested in 
a job you have announced. Create 
a link to your careers section of the 
website and tag it “financial.jobs” or 
“jobs” “finances”. It will immediately 
attract computer savvy people who 
are interested in working in your firm. 

Use the social networks to link to the 
career section of your website. That 
gives you more exposure and it’s free.

Do these online activities require an 
e-recruiting person in your HR depart-
ment? Perhaps. You also can work 
out a solution with your e-market-
ing department to include informa-
tion about the top open positions in 
your organization. Or…you can hire 
an e-recruiting consulting company to 
do the job. It depends on your bud-
get and your needs for talent. The 
most important thing is for you to 
know what is available out there and 
how to use it to your best advantage 
in the daily competition for talent.
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On November 7, 2007 the United 
States Citizenship and Immigration 
Service Bureau (USCIS) issued a new 
Employee Eligibility Verification Form 
– I-9. The last update, prior to this 
one, was in 2005. We summarize for 
you the changes from the previous 
forms, as well as we provide you in 
the end of this document useful links 
to download the new forms and the 
instructions how to use them. Please 
note that since December 7, 2007 
the new I-9 form is the only one val-
id for verifying employee eligibility.

What is new in the 2007 I-9 form?

The most important difference be-
tween the former and the current I-9 
forms that the USCIS removed 5 forms 
from the I-9 completion process, be-
cause they lacked sufficient security 
features and were easy to counterfeit. 

These forms are: 

Certificate of U.S. Citizenship 
(Form N-560 or N-570); 

Certificate of Naturalization 
(Form N-550 or N-570); 

Alien Registration Receipt 
Card (Form I-151); 

The unexpired Reentry Permit 
(Form I-327); and 

The unexpired Refugee Travel 
Document (Form I-571). 

In exchange of taking out the 
above forms, USCIS added the most 
recent version of the Employment 
Authorization Document (Form I-
766) to List A of the List of Accept-
able Documents on the revised form. 

1.

2.

3.

4.

5.

The revised list now includes: 

A U.S. passport (unexpired or 
expired); 
A Permanent Resident Card 
(Form I-551); 
An unexpired foreign passport 
with a temporary I-551 stamp; 
An unexpired Employment Au-
thorization Document that con-
tains a photograph (Form I-766, 
I-688, I-688A, or I-688B); and 
An unexpired foreign passport 
with an unexpired Arrival-De-
parture Record (Form I-94) for 
nonimmigrant aliens authorized 
to work for a specific employer.

Compliance Deadlines

USCIS press release on the subjects 
underlines that: “As of November 7, 
2007, the Form I-9 with a revision 
date of June 5, 2007 is the only ver-
sion of the form that is valid for use. 
However, DHS will publish a Notice in 
the Federal Register that provides em-
ployers with a 30-day period, begin-
ning on date of publication of the No-
tice, to transition to the new Form I-9.” 
Please note that since December 7, 
2007 the new I-9 form is the only one 
valid for verifying employee eligibility.

 Employers are not required to com-
plete again the I-9 form for their ex-
isting and verified employees. The 
new form only needs to be used for 

1.

2.

3.

4.

5.

new employees and existing employ-
ees who require re-verification. 

Employees’ Manual
 
To help the employers in determin-

ing which documents are acceptable, 
USCIS released a new Handbook for 
Employers (M-274) with images of ac-
ceptable documents as well as updat-
ed answers to employers’ I-9 related 
questions. 

E-Verify

An employer verifying the status 
of a future employee can also do it 
through E-verify. This is a joint project 
between the Department of Homeland 
Security’s (DHS) U.S. Citizenship and 
Immigration Services Bureau (USCIS) 
and the Social Security Administration 
(SSA). E-Verify uses an automated sys-
tem to verify the employment autho-
rization of all newly hired employees.

Optimum HR Systems also have 
available the latest of the employment 
verification related forms and manu-
als. Please do not hesitate to request 
a PDF file, if you have problems down-
loading from the USCIS website.

Links:

Form I-9: http://www.us-
cis.gov/files/form/i-9.pdf
Manual for Employees, including in-
structions how to fill out the form (M-
274):
http://www.uscis.gov/files/na-
tivedocuments/m-274.pdf

E-verify:
https://www.vis-dhs.com/Employer-
Registration/StartPage.aspx?JS=YES

Please do not hesitate to contact 
Richard Warren at Optimum HR 

Systems for further information

 Reminder – New I-9 Form
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