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Ten years ago, in the wake of the Global Financial crisis, companies 
were looking for ways to maintain their employer brand and retain  
high quality talent in the midst of widespread hiring freezes or 
workforce reductions. Today, they struggle with talent shortages 
in almost every major industry, and face rising expectations from 
increasingly selective candidates. 

Talent acquisition is subject to the exact same market changes that 
every other business function is facing. To stay relevant, modern teams 
need to not only improve what on what they are already doing, but to 
reassess whether they’re doing the right things. 

In 2018, CEOs and executives worldwide considered the failure to 
attract and retain top talent as their top priority1, higher than other 
imperatives that are typically considered more strategic, such as 
staying ahead of market disruption or stabilizing cash flows.  
CEOs and boards have turned their full attention to their talent  
teams, and are starting to evaluate them as a source of competitive 
advantage, of business value, and not just a service center to  
the rest of the company.

For talent teams, this means a deep change in their functional 
priorities. Beyond feeding adequate talent to the rest of the 
organization in a reactive manner, they need to provide the rest  
of the organization with predictability and an insight into the future.  
They need to be more proactive, think in the long term. They need 
to think not only in terms of immediate acquisition, but in terms of 
relationships, experience, and sustained, meaningful engagement. 

1 C-Suite Challenge 2018 Report, The Conference Board, accessed June 2018.

Why does talent engagement matter?
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The talent acquisition organization’s mindset is shifting: 90% of 
respondents state that talent engagement is a priority of their 
organization in 2019. Recruiting is relying more on building and 
nurturing relationships with talent, and planning in parallel with the  
rest of the business, as opposed to reacting to explicit needs.

As a natural result of this shift, talent teams have gained a strategic 
position in the business, and are now participating in business 
executive decisions. With talent becoming a central priority for many 
businesses in the coming year, there is a real opportunity for talent 
acquisition leaders to directly participate in influencing the strategic 
direction of their organization. 

As teams have seen their responsibilities and their candidates’ 
expectations rise, they have grown more specialized: 86% of talent 
teams already have, or are planning to build out at least one new 
specialized function in 2019. 

These teams are also equipping themselves with tools better suited to 
nurture candidates and build relationships with them, as 39% of them 
use a CRM, a recruitment marketing tool, or a talent engagement 
platform this year, up from 26% in 2018. 

Executive summary

“Innovation in Talent is becoming a core strategic priority 
for companies looking to create and retain a competitive 
advantage. The talent acquisition function has been 
maturing to become more proactive, with businesses 
seeking to build meaningful relationships with potential 
candidates and treat them like valued customers.

Abakar Saidov
Co-Founder and CEO of Beamery

“

“
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There is an overwhelming agreement among talent acquisition 
professionals that engagement is a priority in 2019. With the market 
for talent becoming tighter in both the US1 and the UK2, respondents 
are clearly seeing the need for more mature talent attraction strategies, 
both for the short and the long term.

 

Different companies appear to be prioritizing engagement for different 
reasons, but the most popular one - Creating a pipeline at 72% - 
reveals that most companies now consider recruiting to be a long-
term activity where success depends on nurturing relationships with 
candidates over the long term. 

1 Data Charts, DHI Hiring Indicators, accessed January 2019.

2 Unemployment rate (time series), Office for National Statistics, accessed January 2019.

Is talent engagement a priority in 2019?

91%

9%

Yes

No

Talent Engagement, a 2019 priority

Why does your company prioritize talent engagement?

72%

50%

49%

46%

It creates a pipeline of high-quality talent

25%

2%

It helps improve the employer brand

It enables the talent acquisition team  
to be more strategic

It improves the candidate experience

It’s part of a board-level or  
business-wide initiative

Other
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An immediate implication of this shift in priorities is an increased 
investment by companies in the right tools for the job. With the start of 
the new year, 44% of teams are looking into a new Talent Engagement 
platform in the near future, and 34% are planning for that to happen in 
the next year. 

By Engagement Platform, these respondents do not mean an ATS. 
They are looking into CRMs, recruitment marketing tools, and other 
platforms that can help them manage the full candidate experience. 

Many recruiting teams - 56% of them, in fact - still make do with 
spreadsheets cobbled together around an ATS to manage their 
processes, and that limits their ability to create competitive  
candidate experiences. 

It is challenging to make decisions around whether to do more events, 
or staff a full time candidate community manager, for example, when 
there isn’t a single database documenting these different aspects of 
the candidate journey. 

56%
of respondents still use 
spreadsheets or other 
manual processes to 
manage recruiting 

activities

Will you be looking into a new  
talent engagement platform this year?

No, I don’t plan on it

No, I’ve recently purchased a new talent platform

Yes

Yes, after 2019

Yes, in 2019

20%

44% 34%

36%

10%
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It has been apparent for a few years now that talent teams are facing 
higher expectations from candidates: 72% of candidates who have  
had a bad experience have shared it1, and 85% of candidates say  
they won’t consider a company again after a bad experience2.  
This has resulted in an increase in the sophistication expected of  
every aspect of the recruiting function, and an expansion of the scope 
of their responsibilities.

The corollary of this evolution, however, was a similarly increased 
clout in the organization; 73% of recruiters state that the Talent 
Acquisition organization has gained a place in business executive 
decisions in the past 5 years. 

However, matters have not progressed similarly across all kinds of 
organizations, and talent teams at companies that have not adopted 
an engagement-focused approach are definitely having more trouble 
being heard at the executive level. 

The correlation isn’t surprising - if an organization’s leadership does 
not see talent acquisition as a potential competitive advantage to be 
cultivated, it would not consider involving the talent acquisition team 
into strategic conversations. 

Talent Acquisition teams who do not prioritize engagement  
have not gained influence over the past 5 years:

1 Candidate Experience Study, Workplace trends, accessed January 2019.

2 Continuous Candidate Engagement, Jobvite, accessed January 2019.

73%
of respondents say  

Talent Acquisition has 
gained a seat at the 
executive table over  

the past 5 years

Has the Talent Acquisition function gained  
a seat at the table in the past 5 years?

Yes

No

Talent Engagement  
is NOT a priority

Talent Engagement  
is a priority

45%

55%

25%

75%

Talent teams have seat in the executive table
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In 2019, 84% of talent acquisition teams source proactively,  
only slightly higher compared to 83% last year.

And for good reason: 94% of recruiters are convinced that that 
engaged candidates are more likely to apply, and 80% of them see that 
the quality of their hires has increased as a result of having pipelines 
in place. These results cannot be achieves if recruiting activities are 
limited to reactive job advertising and candidate outreach.

Do you source proactively?

Yes

No
84%

16%

94%
say that engaged 
candidates are  

more likely to apply

80%
say that quality of hire 
increased as a result  
of having a pipeline

Talent teams have developed a more 
proactive approach to recruiting

CUSTOMER HIGHLIGHT WITH BEAMERY

We now have a place to capture candidate 
information [...] in a way that makes sense.  
It’s helped us achieve consistency and new 
levels of personalization that we were unable  
to get from our existing processes.

Melissa Woodall
Employer Brand Manager at Shop Direct

“

“
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A consequence of the higher expectations placed on talent teams 
is the rising need to become more specialized, and to build deeper 
expertise in the various aspects of the recruiting function.

Employer branding and recruitment marketing, for example, 
necessitate extensive knowledge of nurture automation, segmentation 
and targeting concepts, and employer value proposition frameworks. 
Sourcers need to accumulate market and industry knowledge,  
as well as be comfortable with search techniques and the various  
data sources they can leverage to find candidates. Recruiting 
operations specialists need to have enough analytical and  
product-oriented expertise to be able to choose an manage the  
right toolstack for their teams.

It is therefore not surprising at all to see that 86% of companies either 
already have or plan on adding at least one specialized function 
to their team in the coming year.

Recruitment marketing, employer branding and diversity hiring 
specifically are the most popular of these specialized functions 
targeted by talent teams.

Do you already have, or do you plan on adding in the  
next year, a specialized function to your talent team?

Yes

No
86%

14%

Talent teams are becoming more specialized
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It is important to note that, of the companies that do not have 
specialized teams, and do not plan on becoming more specialized  
in 2019, 88% are relatively small teams of 25 recruiters or less,  
where specialization would be hard in any case. 

It appears that, except when there is a size constraint, talent teams 
have definitely adopted the expertise and sophistication afforded  
by specialization. 

The challenge for talent leaders, as this stage, is to critically examine 
their teams and determine the right combination of internal training 
and outside hires to bring the needed skills on board. Not all hiring 
teams have the same needs. “Volume teams”, or teams who need 
to hire predominantly large numbers of similar, low to mid-level 
candidates, require very different skill sets from the ones who hire a 
small number of experts in a variety of specialized fields every year. 

Rather than blindly following other companies in how 
they build their teams, or what technologies they require, 
if I’m a recruiting leader, I would ask myself: [...] Is my 
team ready to adapt to this change? What does it need to 
look like? 

Peter Gold
Principal Consultant at Cornerstone on Demand

“
“
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Moving towards an omnichannel experience

The number of touchpoints leveraged by companies in their  
journeys seems to indicate a move towards a richer and more 
complete candidate experience. 

It is encouraging to see many companies embracing modern practices 
such as talent networks, and paying attention to their presence on 
employer review websites. It is a clear indication of their willingness to 
make it easier and more enjoyable for candidates to research jobs and 
apply for a position.

However, being present on a channel and using it regularly to build a 
positive relationship with candidates are two different things. There is 
still progress to be made in how companies nurture their pipelines.

Engagement efforts are  
becoming more sophisticated

Which of the following touchpoints are part of  
your candidate journey?

Social media 77%

73%

56%

51%

44%

44%

43%

26%

24%

3%

0.5%

Career site

Email campaign

Job description pages

Coffee chats

Events

Display advertising

Employer review website

None of the above

Talent network

Other

Engagement is a two-way 
interaction between the 
candidate and the prospective 
employer. However, it’s hard 
to create sustained two-way 
communication every time. 
Therefore, engagement  
must be omni-channel, so 
that an interaction started in 
one place can be picked up 
in another. Ideally, candidate 
engagement happens as a single, 
continuous conversation across 
multiple channels.
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Candidate nurture still needs improvement

There are multiple channels available to talent teams, but few make 
use of all of them when nurturing candidates, focusing mostly on social 
media and phone calls. And while those are great for giving a human, 
less formal touch to the journey, they’re not enough. 

About 60% of companies use 3 or less channels to  
communicate on a regular basis with candidates and maintain  
a relationship with them. 

Today’s candidates want at least some of the interactions to be on 
their terms; in other words, they want part of the experience to be on 
demand. An email they open when they have the time, a Q&A  
webinar they can watch at their leisure, an SMS they can reply to 
between meetings.

For companies looking to overtake incumbents with more established 
employer brands, truly omnichannel talent engagement strategies 
can be key. They are still rare enough that they could be a decisive 
competitive advantage for them.

What channels do you use to nurture your talent pipeline?

Social media

Phone calls

Personalized email campaigns

Events

General email sends

Direct mail

SMS

67%

50%

43%

42%

42%

34%

15%

72%
nurture and engage  

with a pipeline  
of candidates

Gaps in recruiting practices still exist
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Data collected in the State of Talent Engagement 2019 survey all 
clearly points to a general intention or desire from companies to give 
more attention to engagement in their talent acquisition strategies.

Unsurprisingly, there is a gap between those stated goals and 
priorities, and the practices that teams are actually implementing in 
their everyday recruiting activities. 

My company aims to build more  
long-term, engagement-focused 

relationships with candidates

Strongly 
disagree

Strongly 
agree

4%

17% 18%

30% 31%

My company uses sophisticated email 
marketing, with personalization and 

automated workflows to engage  
with candidates

Strongly 
disagree

Strongly 
agree

34%
27%

21%
13%

6%

My company uses data enrichment  
to keep stored candidate profiles  

up to date

Strongly 
disagree

Strongly 
agree

33% 30%

19%
13%

5%
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Email nurture and data enrichment are not the only missing elements 
of a sophisticated engagement strategy. Only 23% of respondents 
feel that they have the necessary tools to build an engaged 
candidate experience.

To fill these gaps, recruiting teams have to act on two different fronts: 

• Skillset: By training their teams into some of the specialized skills 
they need, or hiring professionals from outside of the recruiting 
function to bring in knowledge in marketing, operational excellence, 
analytics, or compliance 

• Technology: By learning more about the available recruiting 
solutions offered on the market, and implementing the ones that 
support their strategy

As mentioned earlier, many teams are either already on the path 
to specialization or are making definite plans for it. There is some 
progress as well on the technology front, as 39% of companies use 
a CRM, a recruitment marketing tool, or a talent engagement 
platform, up from 26% in 20181. 

1 State of Recruitment Marketing, Beamery, accessed January 2019. 

My company aims has the necessary tools in place  
to build an engaged candidate experience

Strongly 
disagree

Strongly 
agree

17%
31% 29%

16%
7%

What tools do you use to manage talent engagement?

Spreadsheets and other 
manual processes

CRM, Recruitment Marketing, 
or Talent Engagement tools

Other

69%

56%

38%

2%

ATS
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Shifting into relationship-first, long-term mode of operations is not 
always a smooth transition, and some teams have been struggling 
more than others.

The most common challenges to truly engaging with candidates are 
lack of time and adequate skills. 

Recruiters still feel like their marketing skill set is lagging behind, 
and that is not entirely surprising as digital marketing targeted at 
consumers is growing ever more personal. Recruiters are left with 
 a highly personalized customer experience to compare 
themselves to, while not having the same skills on the roster. 

Which of the following challenges make it harder for you  
to engage with candidates?

Lack of time

Lack of necessary marketing, 
branding, or concent skillls

Lack of adequate technology  
or platform

Lack of dedicated budget

Lack of collaboration or support  
from Marketing or Sales

GDPR or compliance

Unable to obtain buy-in  
from other stakeholders

None of the above

Unable to demonstrate results

Other

61%

38%

35%

33%

22%

14%

13%

11%

8%

1%

Engagement brings its own  
specific challenges to recruiting
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A large part of these challenges is technical in nature, and relates to 
teams feeling that the toolstack at their disposal is not up to the task. 
Specifically, they see the lack of integrations between their existing 
tools as a big hurdle. When candidate data and recruiting processes 
exist in isolated spaces, recruiters are far less efficient, and unable to 
truly leverage all the candidate data at their disposal at the same time. 

Which of the following technical challenges do you  
face in engaging with talent?

No integration between talent tools

Lack of adequate marketing 
personalization tools

Dispersed candidate information

Out-of-date candidate information

None of the above 

Tools that are not compliant with 
data protection regulations

Other

50%

40%

32%

30%

16%

12%

1%

The ability to track and segment data - that is unified 
across the entire candidate lifecycle - is the most 
critical enabling factor for teams to run a proactive and 
personalized talent engagement process.

Sultan Saidov
Co-Founder and President at Beamery

“

“
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It is not possible to grow into a mature talent acquisition team without 
a robust analytics support. Identifying and measuring metrics that 
can inform on every aspect of the recruiting process is essential - by 
including some aspect of engagement in their dashboards, recruiters 
ensure that they are able to go beyond the simple observation of 
whether or not they are hitting hiring targets. They can explore the why 
and how: Why were we more successful in attracting a specific group 
of candidates? How can we attract more of our ideal target? Why did a 
given recruiting campaign fail?

As recruiting is becoming more focused on building and nurturing 
relationships, and taking place over longer periods of times, teams are 
growing more conscious of the need to adapt their analytics engine to 
measure this relationship aspect. This takes two forms:

• Measuring activities upstream that are a good proxy for candidate 
engagement, such as email clicks in nurture campaigns or social 
media engagement

• Adopting metrics geared towards assessing risks and predicting 
future performance, such as pipeline coverage or pipeline quality

Recruiting metrics are starting  
to take engagement into account
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Compared to last year, there is a marked rise in the measurement 
of recruitment marketing and engagement metrics, such as last 
time interacted with a candidate, or email clicks, which are both 
measured by 25% of respondents.

Which of the following metrics do you measure?

Time to hire

Last date interacted with candidate

Source of hire

Time to apply

Offer acceptance rate

Employer brand awareness

Cost of hire

Careers site conversion

Quality of hire

Talent pipeline growth

Application drop-off

Talent Promoter Score

Social media engagement

Pipeline quality

Candidate experience rating

None of the above

Event attendance

Pipeline coverage

Email clicks and opens

Other

72%

65%

50%

45%

45%

34%

25%

18%

30%

22%

10%

26%

21%

9%

25%

21%

8%

25%

19%

0.2%
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Where is talent engagement going?

2019 might well be a tipping point for recruiting. While the talent 
acquisition function is clearly growing out of its reactive role into a 
more strategic position within the wider business, the majority of talent 
teams are still working out how to adapt to this shift in practice. 

This means that all bets are off; companies who were considered 
attractive employers might fall behind, while innovative new entrants 
grab candidates’ attention and interest for years to come with 
outstanding experiences.

The fact that there is still a wide spectrum in the level of sophistication 
of these different practices is an illustration of the existing opportunity: 
because so little has been done, companies can do so much to stand 
out. This, however, can only be achieved with a serious investment in 
the skills and tools needed to better engage with candidates. 

The underlying theme to these upcoming trends is the cementing of 
the importance of engagement and relationships in recruiting.  
Talent engagement is not a tactic or strategy, it’s the central tenet of 
recruiting in the current market, and companies will be affirming this 
thinking internally in 2019.

We’ll be watching to see who stays ahead of the pack, and what form 
their strategy to attract and engage with the best talent will take.
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About Beamery
Beamery is the leading Talent Engagement Platform. Combining Talent CRM,  
Talent Marketing, Automated Compliance, and a Connected layer to legacy systems,  
it enables enterprises to attract, identify and engage candidates on one unified platform, 
to deliver better talent acquisition at scale.

At Beamery we’re powering the shift towards a candidate first Talent Engagement 
strategy, shifting recruiting from a reactive to a proactive processes, and empowering 
talent teams in new areas critical to successful Talent Engagement, from branding,  
events and compliance, to forecasting and planning. Our Talent Engagement platform 
offers a new level of comprehensiveness, consolidating essential modern talent 
acquisition activities into one system and offering a connected solution that powers the 
entire candidate journey.

Founded in 2013 in London, Beamery is one of the leading UK technology companies  
and trusted by global organizations such as Continental, 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.

About the study
This report was written based on the results from Beamery’s worldwide State of Talent 
Engagement 2019 Survey.

The survey was accessible and collecting data between the 18th of December 2018 and 
the 17th of January 2019. The total sample size for this survey was 421 respondents, 
of which 78% belonged to an in-house recruiting team. 30% of respondents were in IT 
services, Internet, or Software companies, with the rest of the respondents spread across 
a wide spectrum of other industries.
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