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Talent Acquisition teams are always looking for ways to beat the 
competition to the best talent. The current paradigm is scarcity: 
good candidates are rare and in high demand, and in order to win 
them over, it’s simply not enough to rely on reactive recruiting. 
Companies have to be proactive, build relationships and nurture 
candidates before they even have a vacancy for them.

Recruitment Marketing is how talent teams answer that challenge. 

In our annual State of Recruitment Marketing report, we explore how 
companies approach this function in 2018: what behaviors they have 
adopted, what investments they will make, and what challenges 
they believe are waiting for them. We came away with a number of 
insights that will be explored more in detail in the rest of the report:

Introduction

INSIGHT 1

77% of companies consider recruitment 
marketing a priority for 2018, but it is not 
always apparent that they are making the 
right investments to support it.

INSIGHT 2

There is a skill gap in Talent Acquisition teams where marketing 
is concerned. It is one of the most pressing challenges that they 
expect to face this year, and cannot be made up for solely by 
increasing the spend on marketing campaigns.

INSIGHT 3

Companies are still struggling to adopt some core recruitment 
marketing practices such as sophisticated nurture campaigns 
and	well-defined	employer	branding,	despite	their	central	
importance in recruitment marketing.
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Recruitment marketing is essential for proactive recruiting. It is 
how companies become visible to passive candidates, how they 
attract and build relationships with them. It is how they maintain 
a long-term outlook on talent attraction, by building strong and 
enduring Employer Brands.

It is no surprise that, when asked if recruitment marketing is a 
priority for their organisation this year, 77% of companies answer 
yes. We will explore throughout this report how they follow 
through on that priority.

Recruitment Marketing:  
a Talent priority in 2018
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To support a full Recruitment Marketing function, companies need 
to consider a number of elements: how to create useful content and 
share it through well-targeted nurture campaigns, how to define a 
sharp employer brand, how to manage social media interactions, 
how to support recruitment marketing efforts with clean candidate 
data, and how to track performance and demonstrate results with 
adequate reporting, among other aspects.

What are companies 
doing about it?
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Companies who prioritize Recruitment Marketing tend to make 
different choices when it comes to:

• how they deploy their budgets, and 

• what tools they rely on for their Recruitment Marketing 
campaigns.

Unsurprisingly, these companies tend to invest in purpose-built  
software, with 29% of them using Recruitment CRMs and 
Recruitment Marketing platforms, compared to only 18% for the 
remaining companies. 

They also spend their money differently: 45% of them will increase 
their Talent Acquisition budget by an average of 24%. In contrast, 
only 23% of the companies who do not consider Recruitment 
Marketing a priority will be increasing their Talent Acquisition 
budget, and only by an average of 20%.

Investments and recruiting practices
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How are budgets deployed? 
Only 36% of companies focusing on recruitment marketing actually 
intend to spend their increased Talent Acquisition budget on hiring 
Recruitment Marketing specialists. In contrast, 49% of them will be 
spending more on tools and software, and almost 60% of them will 
be increasing their budget for marketing and branding campaigns 
and events. 

This raises the question of whether companies are approaching 
recruitment marketing in the right way. For instance, will an 
increase in spend for marketing campaigns be as effective without 
marketing specialists to drive those campaigns?
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The question of whether recruitment 
teams are facing a marketing skill gap 
is more relevant than ever.
The average number of full-time Recruitment Marketers or  
Branding specialists on staff in Talent Acquisition teams is a little 
under 4. 

In small to midsize companies, there are usually no more than 
one or two marketing or brand specialists on staff. It’s not until 
companies pass the 5,000 employees threshold that we see  
larger Recruitment Marketing teams.

Is there a marketing skill gap?
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When asked about their most important recruitment marketing 
challenges, recruiters first mention budget constraints and lack of 
time, but their chief concern following that is related to marketing 
skills. More than 30% are worried about their lack of expertise 
and experience with Recruitment Marketing, particularly content 
creation for campaigns.

Recruiters and Managers especially expressed the most concern 
about collaborating with the Marketing department in their 
company. This kind of collaboration is still unusual and difficult to 
put in place, but is invaluable for recruiting teams when defining an 
Employer Brand and deploying campaigns.
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It seems that, while most companies are aware of the importance 
of stepping up their recruitment marketing function, they don’t quite 
translate that awareness into action. Many core aspects of a good 
recruitment marketing strategy are missing.

One of the largest gaps is in data enrichment and candidate 
database management. Without up-to-date candidate information, 
companies cannot target the right individuals with their content. Yet 
only 16% of companies use data enrichment to keep candidate 
databases up-to-date.

Further down the funnel, we see that only 21% of companies  
feel confident in their email nurture campaigns, despite email 
being the preferred candidate engagement channel for 85% of 
them. Lastly, companies feel fairly ambivalent about the state 
of their employer brands, with only 35% agreeing that their 
company has a well-defined and consistent brand across all 
recruitment content.

Are companies effectively addressing 
recruitment marketing challenges?
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Companies are still facing a number of challenges related to 
recruitment marketing, regardless of their attitude towards it and 
their intention of prioritizing it this year.

One area where companies are 
lagging is reporting and analytics. 
Time to hire, source of hire and offer acceptance rate remain 
among the most popular metrics in recruitment overall. 37% of 
respondents measure Candidate Experience, but far fewer go 
beyond it to look at other Recruitment Marketing metrics.

Challenges: Is there a marketing skill gap?
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As most recruitment marketing activities take place before the 
application, they cannot be captured with the traditional metrics 
mentioned above. Without clear visibility into employer brand 
awareness, email campaign performance, candidate engagement, or 
careers site conversion, to mention a few, Talent Acquisition team can’t 
pinpoint the best next steps to improve their recruitment marketing. 

Only 31% of recruiters are able to efficiently demonstrate the 
results of their marketing initiatives. It is therefore not surprising 
to see that only 27% of them feel that recruitment marketing 
receives enough executive support in their company.  
Without clear metrics showcasing the returns of recruitment 
marketing efforts, recruiters are unlikely to secure backing from  
the rest of the organization.
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Proactive sourcing: sourcing regardless of current openings 
and job vacancies, in order to build a pipeline of potential 
candidates that will then be invited to apply when the right 
opportunity becomes available. 

Proactive sourcing, while becoming more of a norm, is definitely still 
at its early stages, and will not deliver full value until talent teams 
implement adequate processes around it. Currently, while 83% of 
respondents source proactively, only 46% have visibility on how many 
candidates are in their pipeline, and 30% leverage these pipelines to 
fill jobs instead of starting most job searches from scratch.

Proactive sourcing is still at an early stage
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The results gathered from our Annual Recruitment Marketing 
Survey, coupled with our observation from the Recruitment 
Marketing field in the past few years, can be grouped into a few 
trends and predictions for 2018.  

A HIGHER BAR FOR RECRUITMENT MARKETING IS NEEDED

With the US and EU economies picking up speed, unemployment 
rates are reaching record lows and wages are picking up. 1 2 3

This, coupled with ever-increasing expectations of candidates, has 
recruiters expecting to work harder for candidates’ attention. Teams 
that have mastered the rules of great marketing engagement 
will succeed at attracting the best talent. They will understand 
how to start conversations in the right channels, how to leverage 
candidate information to create personalized communications, 
and how to build a relationship instead of a one-way barrage of 
irrelevant messaging. 

COMPANIES ARE PLANNING A TECHNOLOGY UPGRADE

Prioritizing Recruitment Marketing will push more companies to 
invest in purpose-built technology. With the growing understanding 
that ATSs were not made for the purpose of building targeted 
candidate relationships at scale, we expect companies to turn to 
CRM and Recruitment Marketing platforms as the place to manage 
recruitment marketing initiatives. 

This will naturally facilitate the adoption of some of the core 
marketing techniques that recruiting teams are still lacking, such as 
mass personalization and targeted content distribution.

1 Martin W., UK employment reaches a new record — as wages rise quicker than expected, 
The Business Insider, January 24th, 2018. Accessed February 20th, 2018.  
http://uk.businessinsider.com/uk-unemployment-rate-productivity-wages-2017-2018-1
2 European Central Bank forecast, accessed February 20th, 2018.  
https://www.ecb.europa.eu/stats/ecb_surveys/survey_of_professional_forecast-
ers/html/table_hist_unem.en.html
3 Trading Economic. Accessed February 20th, 2018.https://tradingeconomics.
com/united-kingdom/unemployment-rate/forecast

What the future looks like
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COMPANIES ARE STILL SCRAMBLING FOR COMPLIANCE

With the Forrester report predicting that 80% of companies will not 
be compliant. 1

when GDPR goes live, we expect to see some last-minute 
measures to adapt Recruitment Marketing processes, and 
ensure candidate data is sourced and processed correctly.  The 
International Association of Privacy Professionals (IAPP) predicts 
that companies will have to hire as many as 750,000 DPOs, or 
Data Protection officers, to help them align with compliance rules. 2

Recruiting teams are still coming to terms with the idea that they 
might not be able to simply email candidates without having 
previously earned their consent. Winners in this game will have 
cleaned their databases and obtained consent from target leads 
well ahead of the May deadline. Even better, they will have found 
ways to leverage this new interaction with candidates to build trust 
and improve communication relevance.

1 Forrester, Predictions 2018, A year of Reckoning, accessed on February 20th, 2018.  
https://go.forrester.com/wp-content/uploads/Forrester-2018-Predictions.pdf
2 Kurzer, R., GDPR introduces a new job position: The data protection officer,  
Martech Today, accessed on February 20th, 2018.  
https://martechtoday.com/gdpr-introduces-new-job-position-data-protec-
tion-officer-211269
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About Beamery
Beamery is the new standard in Recruitment CRM & Marketing software 
trusted by many of the world’s leading brands, including Facebook, VMware, 
and Balfour Beatty. We enable companies to proactively source and engage 
potential candidates, build pipelines of talent, and leverage data intelligence 
and automation to create a great candidate experience. 

We offer world class engineering, technology innovation, a customer-centric 
services organization, and a Software-as-a-Service (SaaS) application that 
is accessed by your entire recruiting team. Founded in 2013, Beamery has 
offices in London, Austin and San Francisco.

Contact Beamery

Email: info@beamery.com 
Website: www.beamery.com 
Blog: blog.beamery.com 
Twitter: @BeameryHQ

About the study
This report was written using data collected in our Annual State 
of Recruitment Marketing survey, between the 18th and the 26th 
of January 2018. The total sample size for this survey was 559 
companies, of which 132 are recruitment agencies, and 427 are 
corporations or organizations performing recruitment activities for their 
own needs, and not as a service. Respondents were split across four 
types of roles: 172 recruiters, 220 managers, 110 VPs/Directors, and 
57 C-level leaders. 30% of respondents were IT services, Internet, or 
Software companies, with the rest of the respondents spread across a 
wide spectrum of other industries.
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