


In 2018, CEOs and executives worldwide considered the failure to 
attract and retain top talent their top hot button issue1, 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 expect them to be 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 their company 
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. 

The various pieces that go into successful talent engagement can be 
organized to fit different frameworks . We can look at them through the 
lens of a recruitment marketing strategy, a talent acquisition funnel,  
or map them to the different specializations of the recruiting team.

We organized this playbook to focus on engagement activities that 
have a high impact on the candidate experience, and we go through 
some of the most actionable tips and best practices we have seen so 
far in no particular order. 

Recruiters are on the front line of your talent organization—they have 
enormous power over the actual execution of the talent attraction 
strategy. This playbook will arm them with guidelines to help them 
successfully carry out any engagement activities, in a way that creates 
a delightful candidate experience while at the same time enhancing 
your employer brand.

Why does talent engagement matter?

1 “C-suite Challenge 2018”, the Conference Board, accessed 06/11/2018
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The tough part of sourcing used to be the search. Once you found a 
candidate, they were generally amenable to hearing what you had  
to say. 

The search is still hard, but the ever-expanding social web gives the 
average sourcer plenty of shortcuts when it comes to tracking down 
relevant candidates. Candidates are also more socially aware.  
Most understand the need to maintain an online professional presence, 
which makes it all to easy for recruiters to tap into online communities 
and locate qualified talent. Throw in a flock of new extensions and 
plugins to help you find candidate data and contact information,  
and finding likely candidates has suddenly become pretty easy. 

The real difficulty now often comes with engaging these candidates. 
Just getting someone to open, read and reply to your message is 
becoming an art form. 

Views, impressions, eyeballs, attention… that is today’s most prized 
currency, and everyone is competing for it. Boolean search techniques, 
large databases, or machine-learning algorithms to find the perfect 
lead are all well and good, but they do not address the harder part of 
the job. In fact, the search part of sourcing is probably the most easily 
replaceable with machines and algorithms.

For sourcers, who are charged with making first contact with new 
candidates, the real challenge is to elicit a response from that talent. 
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There is more to sourcing than reactively identifying a lead that fits the 
prerequisites of an open role and feeding it to the recruiter. Modern 
talent teams speak of “proactive” or “strategic” sourcing, and have 
moved from only sourcing active candidates for specific open roles,  
to sourcing continuously for future needs, and targeting both active and 
passive candidates.

The words “proactive” and “strategic” are sometimes used 
interchangeably in this context, even though they are slightly different, 
technically speaking; One of the main aspect of strategic sourcing is 
proactivity, but being strategic also means sourcing with an eye on the 
goals of the whole organization.

What does strategic sourcing look like?
• Targeting quality leads instead of relying on a high-quantity,  

post-and-pray approach

• Establishing a presence in the mind of the target audience early 
and building relationships

• Bringing market information to the rest of the Talent Acquisition 
organization

• Improving speed and efficiency of sourcing by acquiring specialized 
sourcing skills

• Forecasting applications and hires, and identifying which hiring 
objectives are at risk well in advance

 
This means that strategic sourcing brings a neat combination of 
predictability, reduced risk, efficiency, and quality to the hiring process. 
That is music to every business leader’s ears.

Sourcing 
What good looks like
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There’s no such thing as a “one size fits all” message for prospects 
that your team is sourcing—every candidate responds best to 
messages that have been written specifically for them. There are, 
however, guidelines that can ensure that your team consistently 
connects with, and gets responses from top candidates. 

1. Subject lines 
The words used in the subject line have an enormous effect on open 
rate, and have to be chosen carefully.

Here are a couple of best practices that can make a big difference:

• Personalization: Adding a personal touch, like the candidate’s 
name or a reference to their background in the subject line can 
make a difference. 

• Length: Opinions on this vary. Research by Sendgrid shows that 
three-word subject lines generate 21% engagement, compared to 
16% for the more popular 7 word subject lines2. However, according 
to to Yesware, the length of a subject line doesn’t really correlate 
with open or reply rates.

Sourcing 
The anatomy of the perfect sourcing message

2 “SendGrid Releases Study On Email Engagement and Subject Line Data”, SendGrid, accessed 09/03/1029
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• Relevance: There is always a temptation to game the system and 
try to “trick” people, for instance by using “re.” to imply a previous 
conversation, but that doesn’t take into account the long-term 
impact on your brand and followership. Try to stay relevant to what 
you are actually discussing in your email.

2. Personalization 
We’ve all become experts at ignoring messages that aren’t specifically 
for us. We rarely engage with marketing messages, filtering out 
anything that feels generic or automated. 

Mass recruiting emails have the same effect. If candidates see that 
the message wasn’t written specifically for them, they give it less 
importance. Make sure that you always address candidates by name, 
and try to customize the message content to show that you’ve looked 
at their LinkedIn profile and reviewed their past experience. 

Pro tip: Formatting matters. 

Reserve the branding and polished screenshots for your newsletter 
or talent network. For direct outreach, messages that are simple and 
to-the-point help recruiters establish a “human-human” connection with 
candidates and are far more effective at generating positive replies.

Sourcing 
The anatomy of the perfect sourcing message
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3. Timing
All email communications are not treated equally. The time of the 
day at which an email lands in the candidate’s inbox can significantly 
influence whether they open it, or engage with it in any way. 

InsideSales studied the timing and engagement around 18 million 
emails in an attempt to pinpoint when to best email prospects3.  
Some of their findings (see below) can be applied to candidate 
outreach as well.

Sourcing 
The anatomy of the perfect sourcing message

3 “Secrets of Email Prospecting: The When and How of Increased Open Rates”, InsideSales, accessed 09/03/19
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4. CTA & Sign-Off 
Every email you send needs to have a clear next step for the 
candidate. The way you sign off each message is crucial. 

You’re sending a message for a specific reason. It can be to invite 
the candidate to chat about an open opportunity, or to ask a recent 
graduate to join your talent network and browse your open roles. It can 
also be a more passive CTA, such as inviting the candidate to view a 
video or visit your careers site or your community outreach page.

Possible next steps could involve:

• A simple ‘reply’ to determine interest from the candidate 

• A follow up call or in-person meeting

• An invitation to visit a page or view new content

Vague CTAs are never helpful. They leave the candidate not sure what 
is expected of them, and so often they do nothing in response. 

Sourcing 
The anatomy of the perfect sourcing message
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5. Following up 
The majority of your emails are destined to never get a response.  
You shouldn’t take this personally, people are busy and your message 
is unlikely to be number one on their priority list. 

Like every great salesperson, every great recruiter knows the power 
of the follow-up. It’s often the key to starting a relationship with a 
candidate. Despite this, the follow up often doesn’t get the attention it 
deserves, most of the time for one of the following 3 reasons:

No one has time  
Recruiters tend to be pretty busy and, while most understand that 
following up is important, it often slips through the cracks as a lower 
priority item.

No one wants to appear pushy  
It’s easy to tell yourself if the person really wants your job, they will 
reply themselves. Fall into this mindset, and you may feel pushy 
following up. 

No one likes getting rejected 
Studies show that rejection affects the human brain in ways similar 
to physical pain4. It’s no wonder people go to great pains to avoid it, 
including telling themselves follow-ups don’t work.

The thing is, there are a number of legitimate reasons why a candidate 
hasn’t replied to your message. They could have been busy at 
the time, or hesitant because of a lack of information, or even just 
distracted. None of these are good enough reasons to not try again. 

Sourcing 
The anatomy of the perfect sourcing message

4 “10 Surprising Facts About Rejection”, Psychology Today, accessed 09/03/19
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As we discussed earlier, there are a number of reasons why 
candidates don’t reply to the first or second or even third email,  
and none of them preclude recruiters from following up.  
According to research by Yesware5, you can get responses to 
prospecting emails even after half a dozen follow-ups or more,  
so if you want that candidate hard enough, why not be the  
recruiter who sticks with the interaction through the end?

Obviously, follow-ups have a cost too. If a candidate is not replying 
because they really aren’t interested, and you keep emailing them, 
they might associate your brand with a negative experience.  
Not to mention, you might not have the right to contact them anymore 
if their information has been in your system too long, and you haven’t 
managed to obtain their consent in that time.

A good compromise is to ask your candidates after a couple of emails 
if they would rather you didn’t contact them anymore. 

As to obtaining consent to contact them under GDPR or similar 
legislation, it might be worth staying on the safe side and seeking 
counsel from your legal team as to how long you should follow up with 
candidates before you must consider that you do not have consent to 
contact them again.

Sourcing 
Why follow-up emails work

5 “The Ultimate Guide to Sales Email (Backed By Data)”, Yesware, accessed 09/03/19
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“Top talent is searching for a company the same way they would any 
other purchasing decision.” – Matt Charney, Recruiting Daily 

Many of the candidates that you speak to won’t be ready to move, but 
this doesn’t mean that you should ignore them—it is likely that they will 
be on the move again in a year or two, and you want to be at the top of 
their mind when that happens.

By nurturing these candidates with timely messages and content,  
you can keep the relationship moving on the right track.  
According to Forrester research, it can take as many as 8 brand 
touchpoints to influence a decision, so this is a long term investment—
you have to persevere with it to convince candidates to apply. 

The key to successful candidate nurture is understanding how to adapt 
to the different steps of the candidate journey in your communications.

A simple way to start thinking about this is to view the candidate 
journey like any other purchasing decision, going through 3 stages: 
awareness, consideration, and decision. To be successful in nurturing 
candidates, you need to treat people in each stage differently.

Candidate nurture
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Talent networks are an effective way to capture candidates who land 
on one of your career pages but aren’t ready to apply yet, and to learn 
enough about them to know how best to nurture them. They are also 
an opportunity to collect consent to contact candidates about  
your company. 

Don’t restrict yourself to candidates who opt into the talent network on 
your career page. Invite unsuccessful applicants as well, or high quality 
passive candidates that aren’t actively looking for new roles to your 
talent network—it’s a great way to keep them engaged. 

The number of companies that have a talent network has grown a lot 
in the past few years. However, very few of them use that channel 
effectively. Only 5% of Fortune 500 companies used their talent 
networks to share content with their pipeline in 2018. 

What to send?
There are hundred of pieces of information or engagement content that 
can be used to nurture the candidates in your talent network. The list 
below can help as a starting point

• “Best workplace” or “Best employer” rankings and awards

• Environmental initiative, diversity initiatives, community outreach or 
other CSR-related news from the company

• Free tools and resources that are relevant to the candidate’s field of 
expertise or career track

• Reports or ebooks based on the company’s internal research that 
are relevant to candidate’s field

• Live stream of a talk with a recruiter or hiring manager

• Links to social pages that give a good inside view into your 
company culture

• Videos of interview simulations

• Questionnaires about candidates’ hobbies, travels, or anything that 
can help you learn more about them that you can’t automatically 
scrape from their social profiles.

Let’s dive deeper into some of those examples.

Candidate nurture 
Using talent networks effectively
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1. Invite candidates to events 
Events can work particularly well if your goal is to attract niche talent 
or hit diversity targets—for example, many technology companies run 
events to attract and engage with female engineers.

Events are a great way to build brand awareness and generate new 
leads for your hiring team, but they’re also a useful tactic to nurture 
candidates that are further through the candidate lifecycle. Anyone 
attending gets to interact with your team on a less formal basis -  
they can ask questions, raise ideas and get to know your team. 

What does a successful event look like? 
There are many ways in which an event positively impacts talent 
attraction: by building up the brand, starting relationships in person, 
adding a fun and human factor to the candidate experience…

An event is clearly achieving at least part of its goal if it leads to direct 
impact on the following metrics:

• New leads

• New applicants

• Improved employer brand and positive attitude toward the company

For a clearer understanding of the indirect impact of an event,  
or a series of events on the recruiting targets, you can also use the 
following metrics:

• Shorter hiring cycle: If candidates who have been to theevent 
convert on average faster than ones who don’t, then you have data 
showing that the event was successful in pushing prospects to 
apply faster.

• Higher conversion rates: Candidates who attended the event 
might not apply faster, but they might, on average, have a higher 
conversion rate from lead to applicant.

Candidate nurture 
Using talent networks effectively
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2. Send candidates relevant jobs 
Sending candidates information on new opportunities is an important 
part of any good nurture strategy. It’s critical that any opportunities 
that you send are highly relevant, (i.e. only send sales opportunities to 
candidates that you know are interested in sales roles), and that you’re 
careful about how regular your job blasts are. 

Who should you target? It’s ok to message passive candidates about 
relevant opportunities as long as you don’t do it too often—they’re at a 
stage of the candidate lifecycle where marketing and branding content 
tends to be more effective. 

You should send a higher volume of job related emails to candidates 
that you know are interested—this might include people that have 
specifically requested job alerts and previous applicants that you want 
to re-engage for different roles.

Candidate nurture 
Using talent networks effectively
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3. Send marketing and branding content 
This is the most widely-used form of candidate nurture. By consistently 
sending candidates information about your company, your culture and 
your brand, your goal is to move them through the candidate life-cycle 
towards a future application. 

Again it’s important that it’s targeted. If you want to share the news that 
your sales team has had a monster quarter, make sure that you’re only 
sharing it with sales candidates. (This particular tactic works well as 
sales people like to join successful teams). 

Focus on sending marketing and branding content to everyone in your 
database that isn’t a current applicant. The best format for this tends to 
be a monthly newsletter, and content that performs well here includes 
major company news (e.g. funding announcements if you’re a startup) 
and employee-generated content like testimonials or videos.

Candidate nurture 
Using talent networks effectively

15The Talent Engagement Playbook



5. Send surveys 
Candidate experience is a top priority for a growing number of 
companies, but few have a good way to measure it accurately. Using 
well-timed surveys to capture candidate feedback during your hiring 
process can give you real time data on what candidates really think. 

Not only are surveys a great way to measure Employer Branding ROI, 
they’re also a great nurture touchpoint. They show candidates that you 
care about their opinion, and give you an opportunity to touch base 
with candidates that have dropped out of your hiring process. 

Surveys don’t have to be overly complex. Just collecting a simple 
rating from candidates can be hugely effective, and help you build out 
things like NPS scoring down the road.

 
 
 
 
 
 
 
 

Who should you target?  
You should send surveys to candidates at all stages of your hiring 
process if you want a clear picture of the kind of candidate experience 
that you’re providing. As a nurture touchpoint, they’re best used to  
re-engage unsuccessful applicants. If these candidates speak 
positively of your company, consider inviting them to apply for  
other roles.

Candidate nurture 
Using talent networks effectively
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When your team is tasked with filling a new role, the first instinct for 
most recruiters is to create a job ad or start trawling through LinkedIn 
profiles. This is the status quo for a reason. It gets results.  
The best talent teams are supplementing these “outbound” methods of 
candidate acquisition. They’re making use of pre-existing relationships 
to fill roles in a faster and more cost-effective manner.

The ATS goldmine 
Your ATS data might be static, but the people stored there certainly 
aren’t. The candidates that you have rejected in the past are often 
great fits for roles that you’re currently struggling to fill. 

Candidates are passed over for a multitude of different reasons 
ranging from timing, to experience, to competition—there are likely 
to be hundreds that would make fantastic employees just sitting 
there. You’ve already invested significant resources to attract these 
candidates and speak to them in the past—why let that go to waste? 

Most ATS systems are more focused on application processing than 
search and candidate management, so if you’re looking to re-engage 
candidates effectively, you might need CRM and recruitment marketing 
software that enables you to identify and re-engage the talent that’s 
most relevant.

Re-engagement 
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Successful candidate re-engagement can provide clearly  
measurable ROI.

Reduced cost of hire 
Typically, whenever you have a new role to fill you’re immediately on 
the back foot. You’re forced to be reactive —you spend money on job 
boards, ads, and (if you’re a corporate) agencies. However, by treating 
past applicants as a large group of leads available to your recruiters at 
all times, you’ll have a great free resource to look at before you turn to 
paid channels. You may still need look externally, but by mining your 
ATS and creating talent pools you might just be able to fill the role for 
free in a matter of days. Recent research shows that this might cut 
costs by as much as 50%6.

Reduced time to hire 
The beauty of recycling ATS data and using talent pools is that 
you already have relevant candidates that your team are engaging 
whenever you have a new role to fill. This means that the time-
consuming work of screening, selecting and pre-qualifying candidates 
is done on a rolling basis. You can then move quickly to fill open roles 
with the right candidates, reducing the strain on your team. Of course, 
a shorter time to hire also impacts your bottom line. There’s less 
lost productivity from vacant roles and you’re saving a good deal of 
recruiter time.

Re-engagement 
The quick wins

6 “Best Practices for Recruiting the Best Talent”, Oracle, accessed 09/03/19
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Generic email blasts to your database about new jobs are not an 
effective way to re-engage candidates. Bear in mind that many people 
you have sitting in your ATS haven’t been contacted for years— 
would you respond to a job blast that comes totally out of the blue? 

Successful re-engagement relies on a taking a more strategic 
approach. Here are some of the best reasons to reach out to 
candidates:

Drop-off 
No matter how stellar your candidate experience, some application 
drop-off is inevitable. People either get tired of filling out forms, lose 
interest at the early stages or miss assessments. 

Drop-off isn’t an indication of candidate quality, there’s plenty of great 
talent that simply “falls out” of your application process. 

You can re-engage these candidates in a few different ways. The first 
is very simple. Sending people who abandon your application process 
reminders to go back and finish is hugely effective at widening your 
funnel and improving conversion. Alternatively, send job updates to 
these candidates when you’re trying to fill similar roles, or even just get 
one of your team to reach out to them directly.

Re-engagement 
Creating a successful re-engagement strategy 
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Location 
Use location as a key parameter in your re-engagement campaigns. 
Candidates are far more likely to be interested in roles that are close 
to where they live. For retail companies, location is a huge factor in 
re-engagement. Many people that you turn down might be prepared 
to apply to a similar role at a nearby store, so if you redirect these 
candidates effectively then you’ll be able to give your team more talent 
to review without spending money on advertising. 

Similarly, whenever you have a new store opening, you can  
reach out to all past applicants that live in the area to generate 
immediate interest. 

In-demand skills 
Re-engagement is a great tactic whenever you’re faced with a role 
that requires a specific skills set. Foreign language fluency is a great 
example here. You may need Italian speakers for your customer 
service team. Instead of trying to locate Italian speakers through 
LinkedIn (tough if you’re not in Italy), search for candidates in your 
database that have this skill and re-engage them.

Re-engagement 
Creating a successful re-engagement strategy 
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Not only can smart engagement help your team when it comes to 
building relationships with candidates and hitting hiring KPIs, but it also 
ensures that every interaction a candidate has with your company is 
positive. Rolling out an effective engagement strategy is not something 
that happens overnight. There are often multiple stakeholders 
involved, and your messaging will require some careful initial planning. 
You need to make sure that the content that you send is on-brand 
and that the operational processes supporting your campaigns are 
running smoothly. All that said, this is the first step to making talent 
engagement a priority. The journey begins here.

We firmly believe in the power of  
effective communication in recruiting. 
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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, identify and engage 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.

“The best candidate experiences are powered by Beamery” .

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