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MAKING THE BUSINESS CASE FOR A TALENT OPERATING SYSTEM



Introduction 

Finding the right stack of solutions for the Talent Acquisition 
organization is a constant research and iteration exercise, a balance 
between solving the team’s current challenges and planning for  
growth and technology updates. 

Not only must the TA organization identify this ideal tool or platform, 
they must also align with external stakeholders and obtain their buy-
in in order to purchase it. Even for teams with great resources, it’s a 
complex and time-consuming project. Our goal in writing this guide 
was to make it easier for TA leaders, and to simplify the task of making 
the case internally for the recruiting platform of their choice.

As TA leaders know, modern hiring teams need a toolstack that can 
address a wide spectrum of tasks, which makes the buying process 
ambiguous, especially for stakeholders unfamiliar with the recruiting 
tech landscape. There are tools and solutions for everything,  
from identifying leads an managing candidate data, to marketing  
to prospects on various channels, to managing applications and 
handing hires off to the rest of the Human Resources team. 

Given the breadth of available solutions, a comprehensive,  
tool-agnostic approach makes the process simpler. As the value  
of the TA organization for the rest of the business is its ability to  
identify and engage with great talent, we suggest that TA teams  
make their internal business case about buying a Talent  
Engagement platform.
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STEP #1

Taking the time to identify the goals of this process before embarking 
on it will increase the clarity of your next steps and your chances 
of success. The main purpose of this Business Case is to get other 
stakeholders to sign off on the decision to buy a Talent Operating 
System. Keep that purpose in mind when you put into words what  
you want to achieve with the new solution. 

FORMALIZE THE GOALS OF THE PROCESS

Write down your goals for the purchase of the new solution. 

Goals could include:

• More hires from direct sourcing

• Increased process efficiency and improved information sharing

• Improved candidate engagement

• Optimized internal mobility

• Better visibility into the pre-application process

• Ability to manage passive candidates

• Improved quality of hire

• Reduced cost-of-hire

• Shorter time-to-hire

Turn these goals into a mission statement; a high level overview of what 
you want to achieve by adopting a new Talent Engagement platform. 

E.g. “The goal of this document is to showcase how a Talent Operating 
System will improve hiring efficiency and quality and give the company  
a competitive advantage on the Talent market. It will highlight the 
benefits of the solution, such as automated candidate data enrichment, 
talent pooling and nurturing, and detailed reporting. It will also explore 
the returns of such a solution, taking into account both the lowered costs 
and shorter times to hire, as well as the expanded pools of candidates 
and the higher quality of hires.” 
These goals might become clearer as you go through the process  
of writing this document, so do not hesitate to come back to them  
if you need to.

Identify the goals and stakeholders
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KNOW THY AUDIENCE

There are two “levels” of stakeholders that might need to see your 
business case, outside of the Talent organization itself: 

• Individuals who will approve a budget for the purchase,  
or Economic Buyers

• Individuals who will be involved in the buying process itself,  
or Influencer team

The Economic Buyers are an essential first stop, and may or may not 
become part of the Influencer team. They are usually at a Director level 
or higher, and often in the C-suite of the company: CHRO, CFO, or 
even the CEO if the required budget is large enough. These individuals 
effectively sign the check for the purchase. 

However, even after a budget is created, other individuals need to 
participate in evaluating whether a Talent Operating System is the best 
use for it, as well as what research to do beforehand and what vendors 
to choose. They can be from the Finance department, Procurement, 
Legal, IT, or other teams depending on the organization.

A Influencer team might already be in place for this kind of purchase, 
but if you have the luxury of assembling your own buying group, then 
consider the following guidelines:

1. TARGET INDIVIDUALS WHO HAVE EXHIBITED POSITIVE 
BEHAVIORS IN THE PAST:

• An openness to new solutions, and a desire to bring change to 
the organization

• A motivation to go beyond cost reduction, and achieve top-line 
value creation.

Risk avoidance and cost-cutting are unfortunately the two easiest 
things to agree on in this type of group decision. Unless your goal is 
specifically to get a cheaper service provider, those two factors will 
almost certainly not play to the strengths of your ideal solution.

STEP #1

Identify the goals and stakeholders
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2. FAVOR INFLUENCE OVER NUMBERS

The larger the buying team, the harder it will be to reach  
a favorable outcome.1

If you can, keep the number of involved members to 3 or 4, as 
that ensure higher chances of actually making a purchase. Favor 
influential individuals with enough organizational clout to make  
the purchase happen, even if the team is small.

3. GO FOR OPTIMAL DECISION-MAKING

Push for a selection by consensus and not by vote, as a voting 
approach usually results in a suboptimal outcome: meeting in the 
middle means obtaining an average result, and none of the “best 
case” scenarios are achieved.

In addition, ensure that the final say remains with recruiting  
leaders, as the recruiting organization will be the primary user  
of the solution.

1. Schmidt K., Adamson B., Bird A., Making the Consensus Sale, Harvard   
Business Review, accessed on 01/02/2018, https://hbr.org/2015/03/making-the- 
consensus-sale

Identify the goals and stakeholders

STEP #1
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You now know who will read your Business Case, and consider  
your arguments in favor of buying a Talent Operating System. However, 
while the different stakeholders are all agreed on the general principle 
of doing what is best for the company, they also have different and 
sometimes diverging priorities. This is why your case needs to address 
more than just a Recruitment issue.

On the surface, you will be explaining the business problem that this 
solution will solve. In reality, however, this is where you build consensus 
around the buying decision, and ensure a successful outcome for the 
buying process. 

Data2 shows that in most Influencer teams, consensus breaks at this 
phase, before meeting with vendors or even identifying the type of 
solution needed. Therefore, you need to start creating a common 
perspective for everyone right away.

 
 

So how do you get to a point where everyone’s expectations and goals  
are more or less aligned before going any further in the process?

2. idem, page 4.

Create a common perspective 

STEP #2
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INTRODUCE RECRUITING PAIN POINTS…

The first step is to explain the problem from a recruiting perspective. 

Put together a summary of the pain points that this new solution  
will solve. What started you on the path of getting a new CRM,  
a Recruitment Marketing platform, or any kind of Talent  
Engagement solution?

Any of the following could apply:

• Your current processes have no automated updating.  
Your candidate data is currently spread across different tools 
and databases, not automatically updated, and not searchable. 
As a result, it becomes obsolete very quickly, and every  
search for a new hire starts from scratch. 

• Information is not shared in real-time among team members, 
which results in double work or disjointed communications 
with the same candidate. This has a negative impact on the 
candidate experience and the Employer Brand. 

• Existing tools and systems do not allow real-time visibility  
on candidate pipeline: conversion rates from prospect to 
lead and from lead to applicant, conversion rates per source  
(ATS database, passive candidate, talent network candidates...
etc). As a result, tracking, analysis and forecasting capabilities 
are very limited.

• Existing tools and process do not offer the possibility to nurture 
passive candidate and build a relationship in advance of job 
opportunities coming live. As a result, the whole recruiting 
process stays reactive.

Keep in mind that your audience doesn’t have as much context as 
you do, so make your description short and as function-agnostic as 
possible. The end goal is not to focus on the Talent team’s problem,  
but to show how this problem affects the whole organization.

Create a common perspective 

STEP #2
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…AND TIE THEM TO THE REST OF THE BUSINESS

This is the part where you start building buy-in; the faster you get  
to it, the higher your chances of success. 

To get the backing of the involved stakeholders, think about how the 
pain points you just mentioned impact their priorities and objectives. 
This is a crucial part of the process, and where most Talent leaders lose 
control of the process. To do it right, you need to differentiate between 
your priorities, those of the Influencer team, and those of the  
Economic Buyers. 

The Influencer team generally cares about making a good buying 
decision, which mostly revolves around showing good business value;  
the investment will pay off, money wasn’t left on the table, the problems 
stated will be solved, and the company’s standards have  
been preserved.

The Economic Buyers, by virtue of being members of the C-suite,  
care about solving their present problems, but also their future ones.  
They look at ROI, of course, but they also consider how the solution can 
 be leveraged to solve multiple problems, how it will enable them to 
decrease risk to the business, or how it will impact its brand. 

Create a common perspective 

STEP #2
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We’ve put together a few questions to consider in order to help you 
think through this part of the case. Use them as a checklist as you write 
down the problems this solution will solve for the business.

• Can a Talent Operating System integrate 
with your current  
IT environment?

• Do you know what quality and security 
requirements it should meet to be 
approved by the IT department?

FOR THE IT DEPARTMENT INFLUENCER 
TEAM

• What are the business-wide priorities on 
the CEO’s mind today? How does Talent 
Acquisition relate to them?

• How does a Talent Operating System 
create value, improve predictability, or 
decrease risk for the business?

• What critical decisions will the CEO have 
to make over the next few  
weeks/months?

FOR THE CEO

• What HR initiatives are currently ongoing 
and how does a Talent Operating System 
tie into them?

• Can you show that the Talent Operating 
System is actually necessary to ensure 
success of these initiatives?

FOR THE CHRO ECONOMIC 
BUYERS

• Will the Talent Engagement platform 
positively impact the bottom line? Can 
you point to numbers that support  
your case?

FROM A FINANCIAL PERSPECTIVE INFLUENCER 
TEAM

Create a common perspective 

STEP #2

ECONOMIC 
BUYERS
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Don’t hesitate to start conversations in parallel with each of these 
stakeholders to better understand what matters to them.

Also, bear in mind that business objectives are not the only motivations 
of the stakeholders. Personal goals could also be at play. Showing 
leadership abilities or driving organizational change could be a good 
setup for an upcoming promotion opportunity, for example. Similarly, a 
fear of harming one’s reputation by supporting a bad decision could be 
a deterrent. It is key to identify these motivations early in the process.

• If the Operations department in your 
company is involved in the hiring 
process, what do they expect from the 
Talent teams? Will the solution make it 
easier to obtain?

FROM AN OPERATIONS PERSPECTIVE INFLUENCER 
TEAM

• Will this tool make compliance with new 
regulation easier? Can you showcase 
how it will make the legal team’s work 
faster and more efficient?

FROM A LEGAL PERSPECTIVE INFLUENCER 
TEAM

Create a common perspective 

STEP #2

• Have you done due diligence on multiple 
providers and made sure you know  
what the best value deals are?  
Do you know what you can obtain  
for each price?

• Have these solutions generated savings 
for other companies, and are they likely 
to generate savings for your organization 
as well?

• What are the checks that the 
Procurement department has to  
do before approving a purchase?  
Will the vendor help you build an  
RFP and speed up the process?

FROM A PROCUREMENT PERSPECTIVE INFLUENCER 
TEAM
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Introduce Talent Operating Systems

All stakeholders are now aligned on what issues they are trying to  
solve, and they have a more or less common perspective on what a 
good outcome looks like. You can now properly introduce candidate 
Talent Operating Systems. 

Don’t go into the details yet; that will come in the next section.  
A short paragraph explaining in practical terms who will use the 
solution and what it does should be enough. Use the following  
example to get you started:

“A Talent Operating System is a suite of tools used to source and 
engage with candidates and consolidate data across all Talent tools in 
the organization. It uses smart data enrichment, automated marketing 
techniques, talent pools and pipeline management to help recruiters  
source, engage and hire high-quality talent. 

The solution can be used by everyone on the Talent Acquisition team, 
and even in other departments in the organization. Sourcers can identify 
and add candidates to the database, and build nurture campaigns to 
keep them engaged and drive applications. Recruiters can monitor or 
participate into conversations, build different pools of candidates, create 
pipelines from lead to applicant to hire, and stay up to date on which 
team members are in contact with which candidate. Leaders have access 
to real-time reporting and performance, and can build reliable forecasts.”

Don’t worry if you feel like you haven’t managed to explain all the great 
things the new solution can do for you yet; that will be easier to convey  
with a description of features and benefits, especially if you use a few 
descriptive use cases.

STEP #3
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Describe the benefits

After you’ve successfully conveyed what a Talent Operating System is in 
the general sense, you can dive into the technical details of the benefits 
it will provide.

Note that it’s about benefits and not features. The technical features  
of a Talent Operating System only make sense to you; for other 
stakeholders, you need to point the implications of those features.  
You can start with a simple table like this one:

Integration with existing 
ATS, HRIS, and other Talent 

Acquisition tools

Consolidate all existing data about prospects, 
candidates, previous applicants and  

existing employees

Browser extension to add 
online profiles

One-click add of a candidate profile to the database

Faster pipeline growth and more relevant candidates

Richer candidate data enabling better targeting and 
more personalized interactions

Automated data enrichment

Automatically updated data using proprietary algorithms

Smoother candidate experience with fewer forms to 
fill and friction points in the application process

Talent pools with customizable 
fields and tags

Build relationships with passive candidates 

Collaboration among team members

FEATURE BENEFITS

Database advanced search
Search all existing candidate data, sourced from 

spreadsheets, ATS, or other integrated tools

STEP #4
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Team Inbox synchronization

Sync emails from multiple email providers with the 
Talent Operating System

Know in real time what interactions the prospect or 
applicant has had with the company, and coordinate 

communication with candidates

FEATURE BENEFITS

Manage permissions

Keep data clean and well-organized by setting up 
admin-controlled requirements and user classes

Control sharing at user and candidate level to ensure 
full confidentiality and selective access

Compliance
Easier compliance with data processing regulation 

such as GDPR with Automated opt-ins and  
data segmentation

Smart nurture and engagement 
campaigns

Personalized candidate engagement at a large scale, 
resulting in a better candidate experience

Less manual effort and margin for human error to 
keep prospects and candidates engaged, meaning 

more time can be spent on 1-on-1 interactions 

Analytics and reporting

Real-time understanding of campaigns impact on 
applications and pipeline creation

Improved analytics and forecasting capabilities

Describe the benefits

STEP #4
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Another way to illustrate what this solution can do is to build a story 
around the benefits you just listed. One way to do this is to write a few 
use cases involving the most impactful features of the solution. Another 
is to describe specific roles within your team, then do a before-after 
comparison showcasing how their processes will change for the better 
with the new solution.

You can ask vendors for material for this section: they can provide 
scenario-based demonstrations that focus on the pain points that are 
specific to your organization, instead of drowning you in feature lists. 
If necessary, go through the material yourself and adapt it to fit your 
company’s internal language.

Describe the benefits

STEP #4

13MAKING THE BUSINESS CASE FOR A TALENT OPERATING SYSTEM    



For this step, you’ll need to obtain detailed information from vendors  
about the impact of their solutions. Don’t hesitate to push for specifics  
- a good vendor will have plenty of data to share, especially if it 
showcases the positive value they can create for a business.3

3. Averages of cost reductions used in this section are examples for the  
purpose of explaining a framework, and not based on confidential user data. 

The goal is to put a number on the value that the solution will create 
for the company. A good way to achieve this is to perform a before/
after analysis showcasing the impact of the solution on the most 
important metrics of the Talent organization. 

1. Decompose the metrics into drivers: such as number or 
resources or number of roles to fill, or cost per click or  
agency cost per role. 

2. “Before” values: assign a value to each driver according to 
your current process. E.g: how many leads per month do you 
currently source? How much on average do you spend on 
agency fees per role? Use an estimate if you do not have a 
precise number.

3. “After” values: build estimates based on case studies provided 
by vendors. E.g: how many more leads on average does a 
recruiter source every week using a Recruitment CRM or 
Marketing platform? 

4. Compute the total value for the metric with and without the 
solution and compare.

Quantify the impact

STEP #5
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Here are a few examples of how these drivers could be analyzed:

...such as events, marketing collateral, or 
employer branding initiatives:

“Currently, our branding costs represents 2% 
of cost per hire. Let’s assume that:

an increase of 30% of branding budget  
+ 

new branding strategy powered by a Talent 
Engagement platform, 

= 
 will result in building a strong Employer Brand 

within a year.

Some sources report that strong Employer 
Brands receive 50% more applications 

(Source: Linkedin). However, let’s use the 
more conservative increase of 30% on all 

conversion rate, as provided by the vendors.”

BRANDING COSTS

...for job postings on job boards.

“Vendors reported that, by using a Talent 
Engagement platform to engage and nurture 
candidates, their clients managed to reduce 

advertising costs on job boards by an average 
of 40% within the year, by:

• Posting on fewer job boards, (e.g. from 
5 to 3)

• Posting for periods of time that are  
33% shorter.” 

ADVERTISING COSTS

...fees paid to outsource hiring to  
third parties.

“Vendors report that their clients cut their 
agency fees by an average of 38% in the  

first year.”

AGENCY FEES

“This is the number of candidates we plan on 
hiring this year” 

NUMBER OF HIRES

...computed by totaling the costs and dividing 
by the number of projected hires.

“After a year of using a Talent Engagement 
platform, we can expect a reduction of cost-

per-hire of 30%.”

TOTAL COST PER HIRE

Quantify the impact

STEP #5
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This part is about putting all the numbers in a context that makes it 
easier to appreciate them.

• Give a total dollar value for the savings you computed in the 
previous section, by multiplying the savings per hire by the 
number of hires for the following year. 

• Divide the total cost of the Talent Operating System by the savings 
per hire. If the resulting number is 90, for instance, then you know 
that you only need to make 90 hires through the  
solution to break even. 

VISUALS MAKE A DIFFERENCE

This is a good place to present some of your data in visual form.

No matter what data you chose to showcase, we recommend also 
including a timeline, as it helps tie the expected investments and  
results to the implementation process.

Show the return

STEP #6

16MAKING THE BUSINESS CASE FOR A TALENT OPERATING SYSTEM    



Start at the moment the buying committee enters the process of 
evaluating different vendors. You can touch on demos, tests, and 
the inevitable back-and-forth over RFPs, negotiations, contracts and 
payments, to make it clear that you have taken into consideration all 
possible delays. It’s also essential to include a realistic time horizon  
for discovery, implementation and training. For maximum impact,  
you can overlay the timeline with the corresponding investments  
and first expected returns.

BREAKEVEN

Identify where the solution will start paying  
for itself, or draft estimates of value created  
and savings over time. Those visualizations  
are always powerful.

 PLAN FOR GROWTH

When putting together cost estimates related 
to the solution, plan for growth: forecast the 
increase in volume of applications or candidate 
profiles you plan on handling, and impact the 
projected size of your team if necessary.

Ensure your vendor is sharing realistic cost and time estimates,  
and ask for references from other clients if necessary. A good vendor 
should provide you with reliable numbers, especially if you provide 
accurate usage information from your end.

TALENT OPERATING SYSTEM: TIMELINE OF IMPLEMENTATION AND RETURNS

Show the return

STEP #6
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Your audience needs a reason to believe the numbers, charts and 
timelines you put together in the previous section, and comparable 
case studies are extremely helpful for that.

Vendors should be able to provide compelling case studies that 
demonstrate how their solutions helped other companies. Try to find 
cases studies about a similar business, or even better, a competitor.

CHALLENGES

Balfour Beatty wanted to move to a more 
proactive recruiting model, but found that the 
systems they were using were getting in the 
way. Everything was highly manual, work was 
frequently duplicated and the team heavily 
relied on agencies and couldn’t get the 
visibility they needed into the pre-application 
stage. They had a powerful Employer Brand, 
but were unable to translate it into a steady 
flow of quality applicants.

Clunky application 
process

BEAMERY’S IMPACT

1. Proactive hiring process,  
resulting in a steady flow of leads  
for hard-to-fill roles

2. First building blocks of a Talent 
Community

3. Consistent, clear and efficient 
resourcing process from  
start to finish

29%
reduction in agency 
use, saving £150,000+ 
since roll out

33%
increase in commercial  
job applications

CASE STUDY FROM BEAMERY

Balfour Beatty is a leading international infrastructure group. With 30,000 employees, they provide 
innovative and efficient infrastructure that underpins daily lives, supports communities and enables 
economic growth. Balfour Beatty finances, develops, builds and maintains complex infrastructure  
such as transportation, power and utility systems, social and commercial buildings.

Support the business case

STEP #7

Heavy reliance 
on agencies

Limited pipeline 
visibility
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BEAMERY HAS ENABLED BALFOUR BEATTY TO BE MORE PROACTIVE WHEN IT COMES  
TO RECRUITING. 

• Talent pools: The recruiting team have been able to build talent pools for contract  
and permanent positions that they were struggling to fill, and have dramatically improved  
the conversion rate of their careers site with Beamery Pages. 

• Forms: With Forms set up to capture passive candidates that aren’t ready to apply,  
Balfour have been able to convert 3,050 quality candidates that would have been lost  
over the past 6 months. 

• Talent Community and resourcing process: Beamery is helping Balfour Beatty build  
a following of people who are relevant to their business, and create a consistent,  
clear and efficient resourcing process from start to finish.

FIND THE RIGHT CASE STUDY

You can also leverage your professional network for references to good 
case studies they have come across. Make sure they clearly articulate 
the problem that the solution was supposed to solve, and that they 
demonstrate both quantitative and qualitative outcomes. Beyond costs 
and returns, look for signs of improved efficiency or better reporting 
and forecasting capabilities.

Support the business case

STEP #7

“This has totally blown people away. Our CEO has  
asked us to present at the Executive board meeting to share 
what we’re doing. The product is phenomenal -  
the likes of which we’d never seen before.”

Samantha Ramsay,  
Head of Resourcing at Balfour Beatty
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Finish off with a few next steps and calls to action for the Influencer 
team. Define a deadline for each upcoming milestone, such as review of 
different vendors, approval of an RFP, or implementation start.

With those last items, you should be done with writing your business 
case. Review the document, then prepare to share and discuss.

To cement that knowledge, remind your audience of the following:

• A summary of the problems that the solution will solve.  
You can include one powerful metric to help illustrate how 
much the business needs it, such as your current time to 
hire compared to an industry benchmark, or your candidate 
experience ratings.

• A few points around the ROI of the solution, including overall 
cost, time to implementation, and expected benefits.

• A reminder of the strategic impact of the solution  
on the business from the perspective of all stakeholders,  
such as how it will impact on a specific business priority,  
or how necessary it is for the success of an ongoing  
strategic initiative.

By the time you reach this section, your audience must have a solid 
understanding of the following:

• The value that a Talent Operating System can create for your 
company, as well as its ROI 

• The gains in productivity and predictability that the solution will 
bring to the hiring process, and to the business in general

Bring it all together

STEP #8
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Questions and considerations

Writing the Business Case was the most labor-intensive part of the 
process, but there are still some key considerations to keep in mind  
in order to be successful in your endeavor.

WHAT IS SUCCESS FOR A TALENT OPERATING SYSTEM?

Define what a good outcome for this kind of solution looks like.  
Keep in mind that it’s not always about buying the most performant 
tool, or the one with the best value. None of those advantages will be 
realized if the tool is not adopted by your team, for example, or if you 
lack the skills and support to set it up in the right way. 

Differentiate between success for the Economic Buyers and  
for the Influencer team. 

ECONOMIC BUYER

• How the business will grow in the future and where the  
solution can support that growth

• How it will help current business-wide initiative be  
more successful

• Where it will reduce risk, increase predictability and  
forecasting capabilities

• How it will affect the market’s perception of the company  
and its brand

INFLUENCER TEAM

• Build a clear vision on what the day-to-day of the business 
will look like with the solution, in order to make it easier to 
understand its benefits and impact. 

• Think ahead of time about implementation risks and how you 
plan on mitigating them. 
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WHAT TO PREPARE FOR AHEAD OF THE MEETING?

Your business case will be challenged. Instead of pretending that  
there are no weaknesses in your plan, identify them and get ahead  
of the questions. 

Clearly outline any assumption you make instead of passing it off 
as hard fact. Assumptions are sometimes necessary to make good 
business decisions. They involve risks, but that is to be expected, and 
is perfectly fine as long as you are basing your assumption on a solid 
understanding of the odds of it being wrong. 

Even if you don’t plan on sharing it, build a solid model for all your ROI 
calculations. You have to know exactly where each number came from 
to not weaken your case. On the other hand, if you can show how the 
metrics move when you play around with the drivers and assumptions, 
your case will be that much stronger.

Think ahead on the next steps of the process and the challenges they 
will bring: training your team to use the new tool, driving change and 
adoption around it, implementing it quickly and efficiently…what are  
the risks and how will you mitigate them? 

Questions and considerations
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THIS DOCUMENT IS FOR INFORMATION PURPOSES ONLY AND IS PROVIDED “AS IS”. BEAMERY DISCLAIMS ALL AND ANY 
REPRESENTATIONS AND WARRANTIES, WHETHER EXPRESS OR IMPLIED, OR ANY OTHER COMMITMENT REGARDING THE 
CONTENTS, INCLUDING SERVICES OR PRODUCTS, DESCRIBED WITHIN THIS DOCUMENT. NOTHING IN THIS DOCUMENT MAY BE 
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IN RELATION TO PURCHASING DECISIONS. FIGURES, PERCENTAGES AND/OR OUTCOMES  USED IN THIS DOCUMENT IS FOR 
ILLUSTRATION PURPOSES ONLY AND YOUR PURCHASE AND USE OF THE SERVICES AND/OR PRODUCTS DESCRIBED IN 
THIS DOCUMENT MAY PRODUCE DIFFERENT RESULTS. BEAMERY WILL NOT BE RESPONSIBLE FOR ANY LIABILITY, LOSS OR 
DAMAGE OF ANY KIND RESULTING FROM OR CONNECTED WITH THE USE OF THIS DOCUMENT. THIS DOCUMENT MAY CONTAIN 
INFORMATION DESCRIBING THIRD PARTY SERVICES OR PRODUCTS AND, UNLESS OTHERWISE STATED, BEAMERY DISCLAIMS 
ALL LIABILITY IN RESPECT OF THIRD PARTY SERVICES OR PRODUCTS. THIS DOCUMENT IS SUBJECT TO CHANGE, WITHOUT 
NOTICE, AND DECISIONS IN RELATION TO THE SAME ARE MADE BY BEAMERY IN ITS SOLE AND ABSOLUTE DISCRETION.

Beamery is, unless otherwise stated, the owner or authorized user of all copyright and other intellectual property rights. The names 
and logos of Beamery’s partners, investors and customers are the intellectual property of the respective partner, investor or customer 
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About Beamery

Beamery’s Talent Operating System allows enterprises to  
attract, engage, and retain top talent, and manage the entire talent 
journey through one unified platform. Beamery’s mission is to help the 
world’s best companies acquire their greatest assets: their people. 
Founded in 2014, Beamery is trusted by the world’s  
most innovative global organizations to treat their candidates  
like customers. Beamery has offices in London, Austin,  
and San Francisco.

For more information, visit the Beamery website, follow  
@BeameryHQ on Twitter, or email us at info@beamery.com.

“The best candidate experiences  
are powered by Beamery”
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