


Events are an integral part of any talent acquisition strategy, as they 
provide an opportunity for human interaction, and are a valuable 
touchpoint in the candidate journey, for both candidates and recruiters. 

Typically, however, they are managed in siloed tools, making it very 
hard to collaborate on them or to effectively track their impact.

So where can talent acquisition leaders start to properly incorporate 
events to their talent acquisition strategy? There are two important 
drivers of success for any recruiting strategy, and they apply 
particularly well to events.

The first is that talent teams who can have a single view of the whole 
candidate journey, an accurate and comprehensive single source of 
truth, will win. Recruiting teams who operate in silos cannot create 
the kind of experience that is needed to attract, engage and retain the 
very best. Recruiting events can’t happen in isolation of the rest of the 
recruiting strategy- they have to be planned and executed in workflows 
that exist within the wider recruiting process.

The second is that powerful technology is necessary, but it has to be 
paired with well-planned human-to-human interactions. Events are not 
the only forum for that interaction, but they are the best, most direct 
one. The right technology removes low-value tasks from the recruiter’s 
focus through automation, and makes their work many times more 
impactful through scale, so that they can give their energy to those 
meaningful interactions. It’s not about making events better with cool 
sign up forms, it’s about letting recruiters focus on having informative 
and impactful conversations. 

Why run Recruiting Events?

1Managing Events in a Proactive Talent Acquisition Strategy



For enterprise talent teams, it is easy to fall into planning silos and to 
end up with multiple work streams that do not talk to each other. If the 
goal of the TA leader is to create a seamless candidate journey, then 
communication lines must stay open at all stages of the recruiting 
process, and especially at the planning stage.

Before the Events team can start refining plans and tactics, there must 
be a clear alignment in goals and objectives with the rest of the talent 
team. Here are a few questions to share internally for that purpose:

• What goals does the wider talent team hope to achieve for the 
following planning period? And within those, what goals can the 
Events team tackle? 

• What types of events can the team host, given the time and 
resources available, and what can these events achieve?

• What other recruiting activities will come before or after that event, 
and how should they align? Who are the stakeholders in these 
different activities?

Goals and resources drive the event strategy, stakeholders influence it.

Developing your event strategy
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Different types of events can achieve a range of different outcomes.

• Establish the employer brand by setting a tone for the event 
communications, the theme, the activities, and the collateral

• Engage with candidate who already exist on the employer’s pipeline 
in a forum that caters to their specific industry, interests, or affinity 
group

• Source new candidates who are actively looking to build 
relationships with recruiters, for example at campus recruiting 
events, meetups

The talent team must decide what it can achieve within the constraints 
of its time and resources. An efficient way of making those decisions is 
to answer the following questions internally: 

1. What will your event cadence look like? 
Aim to have a yearly or half-year schedule for your event plan by the 
end of the planning phase. Even if you end up changing something 
down the road, having a schedule at the start gives visibility to both the 
Events team and any external collaborators or stakeholders.

Recruiting event types and how to best use them 
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2. What type of events will you host?  
• Campus events, job fairs, or company briefings where you invite 

an audience, either students or another community, to a talk about 
your company

• Networking events, either on site at the company or in venues of 
your choice. These could be co-hosted with other companies, or 
done via meetups

• Sponsored events where you may not be the main organizer, 
but where you associate your employer brand with a cause, a 
community, or a set of value

• Educational events such as workshops, classes, or competitions  

• Other events such as drinks or VIP dinners after industry 
conferences 

NB: Sponsored events might be more appropriate if the event 
organizer has an agenda that has a low risks of badly reflecting 
on your brand, such as diversity events, or campus events. When 
choosing who to sponsor, invest some time in meeting with the 
organizers and reviewing their plan. Pick an event with a track record 
of success, or one that is led by a highly organized team with a 
detailed plan and good credentials.  

Recruiting event types and how to best use them 
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Enterprise talent teams have the advantage of scale and resources 
over their smaller competitors, but they also lose agility and speed in 
their ability to go from plan to execution. They have to put even more 
focus on the operations supporting the execution of their strategy.

The 4 following items can be done in advance and will help narrow 
down the specifics of the Events plan.

Planning and collaboration

Build a task list and a collaboration forum for every event, 
to make task assignment and progress tracking easier. 
Clearly state the goal and purpose for each event in these 
collaboration platforms or documents. If you cannot attach 
metrics at the planning stage, make a note to do so further 
down the line.

Build a target list of candidates. You don’t have to have 
the actual names in advance, but you can decide the criteria 
on which candidates should be invited, such as their current 
working status, their background, whether they’ve interacted 
with company content before, their location, etc. You can 
also decide the size of the guest list, which will help you 
build cost estimates.

Tap hiring managers on who they would like to see if you’re 
doing an exec-focused event, for example. Make sure to 
include some employees or leadership team members to 
the list where appropriate.

Design a promotion plan that aligns with other recruitment 
marketing activities. This can include posters and collateral 
distributed in advance, or dynamic campaigns triggered by 
candidate behavior, or targeted online advertising for small, 
high-profile lists. 

Plan for the support infrastructure of the event,

• Branded landing page and promotional materials, 
registration confirmations, RSVP sign-up forms, and on-
site check-in forms

• Automated workflows to build your guest list based on 
predetermined criteria

• Tracking and follow-up workflows, either automated or 
manual
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People’s impression of an event can be influenced by the smallest 
things, from the sign up and check-in experience to the lighting in the 
room where they have their networking chats.

There is no secret to a delightful event experience; it all comes down to 
careful, extensive planning, and a large dose of attention to detail.

Event set-up 
• Book your venue in advance, visit it if possible, and always request 

a floor plan and multiple pictures. Make sure it has all the amenities 
needed for your event, including kitchen appliances if needed, 
wifi, power plugs at convenient locations, presentation equipment 
if relevant, not to mention parking spaces or convenient public 
transport access.

• Order the appropriate amount of swag and collateral for your guest 
list, and make arrangements for any welcome packs or goodie bags 
you plan on giving away. 

• Make decisions around refreshments based on the schedule and 
the resources pegged for the event.

• Have a contingency plan in case your venue booking is cancelled, 
or your original plan has to change due to circumstances outside 
of your control. This could be anything from a speaker cancelling to 
food not being delivered to presentation equipment breaking.

Event production

6Managing Events in a Proactive Talent Acquisition Strategy



Event day
This is where attention to detail is necessary. The event is a 
smaller representation of the whole candidate journey, and must be 
approached as such. Visualize the event day, step by step, and review 
every aspect of it.

Event sign up and welcoming station, ensuring the candidates arriving 
into the venue flow in smoothly. You can use the check-in station to 
give swag or welcome packages to the candidates.

Collateral to inform candidates about the company and about the event 
specifically, from a simple mission statement and contact info for a 
casual meetup, to a full event schedule and short speaker bios for a 
company briefing.

Clear instructions for all event organizers and participants, especially if 
you have invited employees to meet and mingle with the candidates or 
to make presentations.

Event point person, or “clipboard person”, to be the central point of 
communication during the event. This person can provide last-minute 
information, make on-the-ground decisions about emergencies, and 
make sure all goes according to plan.

Event production 
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The purpose of a recruiting event is not achieved simply by holding it. 
First, the team must have an external follow-up in place with invited 
guests and attendees. Second, the success of the event must be 
evaluated based on its performance against the goals set for it in the 
planning phase. 

Candidate follow-up
• Set up a personalized follow up workflow targeted at both the 

attendees and the no-shows. 

• Include a call to action to candidates: A “thank you” message, a 
satisfaction survey to determine what they likes about the event and 
what needs improvement, or a link to job openings relevant to their 
profile.

• Determine what actions the team must take based on attendance 
or on interactions with specific candidates during the event, and 
include them in this workflow. This could be anything from sharing 
more information about the company, to inviting guests to register 
to the company’s talent network, to assigning interesting candidates 
to new open positions. 

• Share pictures, videos, takeaways from the event on social media, 
and ask candidates to do the same. This additional conversation is 
not only an opportunity to stay top-of-mind for the invitees, it is also 
additional promotion for new leads in the pipeline.

Candidate follow-up
• Take stock of the event’s performance, either in your internal 

dashboard, or by manually gathering and computing performance 
metrics if your event management system doesn’t allow for 
reporting. 

• Debrief with the team on what went well and what didn’t, based on 
the metrics above, but also on the event execution itself. Without 
debriefs, there is little opportunity to formalize what your team 
learns from every new event.

• Update external stakeholders, such as hiring managers, 
participating employees or leadership executives, on the impact 
they had on the event. This will help make the case for their 
participation at the next one.

Event follow-up
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It’s not enough to track whether an individual event is successful; the 
talent team needs to know if its return on investment is positive in the 
long term. 

The basic formula for ROI is net value created over total cost, and if 
that net value created is negative, that means you spent more than you 
actually gained. The issue with tracking the ROI of a recruiting event is 
that they don’t create only one kind of value–brand, new leads, hiring 
cycle acceleration...– and these different kinds of value are hard to 
bring to an apples-to-apples comparison.

(equation)

However, tracking those metrics enables the recruiting team to compile 
a more accurate ROI for their overall talent acquisition activities.

What should you track for an event?
Different events have different goals, and it’s necessary to identify 
those at the planning stage, so that the team can set up the 
appropriate infrastructure to measure against those goals. Here are the 
most common of these metrics:

• Attendance rate, which is the ratio of attendees to RSVPs or to 
invitees

• Conversion rates, as one of the most valuable impacts of the event 
is converting candidates to applicants

• Time to apply or time to hire, specifically whether event attendees 
apply or accept offers faster

• Event cost, and related metrics such as cost per attendee or cost 
per influenced applicant

• Engagement, which can be measured by mentions, reshares, 
comments and likes on social media for the event

• Traffic to the event landing page, click-through rates in email 
campaigns or ad campaigns, and other digital marketing metrics

Measuring event performance with the right 
metrics
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A comprehensive recruiting event strategy takes careful planning 
and significant attention to detail, and will fail to deliver the desired 
impacted if not executed properly. Modern talent teams have armed 
themselves with both the skills and the technology to properly deliver 
on their event strategies.

However, attracting the best talent takes more than automated 
workflows and powerful analytics. The proper infrastructure helps find, 
attract, engage and even retain the best talent, but a human-to-human 
interaction is impossible to replicate or replace in that journey. 

When designing an event strategy, talent leaders know that the best 
way to use technology is to focus the energy of their teams on those 
interactions by automating and scaling up everything else. Often, 
what makes or breaks the candidate journey is a single interaction 
or conversation that firms up the candidate’s opinion about the 
prospective employer. Great recruiting teams make sure to always be 
fully present –and prepared– for that interaction.
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About Beamery
Beamery’s mission is to be the Talent Operating System through which 
the world’s best companies acquire their greatest assets: their people.

Beamery’s Talent Operating System combines Talent CRM, Talent 
Marketing, Automated Compliance, and a Connected layer to legacy 
systems, which gives enterprises the tools they need to address 
modern talent solutions, from forecasting and planning, to employer 
branding, to recruitment operations and business transformation. With 
Beamery, companies can attract,engage, and retain candidates on one 
unified platform, build relationships with top talent, and deliver better 
talent acquisition - at scale.

Founded in 2014 in London, Beamery is one of the leading UK 
technology companies and trusted by global organizations such as 
Continental, Zalando, Commvault, Grab and Balfour Beatty. 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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