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2008 financial crash, 46
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Accenture, ‘best fit’
questionnaire, 154
accountability, of leadership,
190
actions
as basis of talent marketing,
139-140
leadership, 194-198
speaking louder than words,
190
advertising
brand recognition and,
145-146
creating demand by,
143-144
Madison Avenue and, 207
marketing and, 41
moving online, 61-62
not getting stuck in
traditional methods, 100
preventive branding and,
131
Aetna
college recruiting strategy,
59-60
consumers of work
preference for online job
searches, 28
culture and brand
relationship, 178
expectations and standards
of new worker and, 17
Find a Career web page, 152
leadership rating system, 193
parental involvement with
new workers and, 20-21
reputation as benefit in
talent marketplace, 59
welcome message to
potential workers, 86
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welcoming nature of talent
brand, 101
Aflac
expectations regarding what
company can do for
applicants, 26
grooming leaders at, 190
recruitment by, 64
social networking as means
of maintaining applicant
relationships, 63
uses of social media, 211
Amazon
talent branding efforts, 100
Tell Us Your Story
campaign, 223
American Apparel, 111
American Express, value
basis of talent marketing,
135
Apple, marketing approach,
132
applicants
recruitment expectations,
25-26
social networking as means
of maintaining relationship
with, 63
application process, on careers
site, 155
aspiration, as basis of talent
marketing, 132134
attention span, of new
consumers of work, 22
auditing talent brand
development, 182-183
authenticity
brand belief and, 151
creativity and engagement
resulting from, 93
expectations of consumers of
work regarding, 31-34
leadership and, 186
talent brand marketing and,
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Baby Boomers
Generation Y and, 3
retirement creating demand
for new workers, 39
sensibilities of, 41-42
workforce exceeding supply
during Baby Boomer era, 40
background information,
checking online, 22
Bagley, Jim
on connectedness of new
consumer of work, 29
on importance of brand on
resumes, 23
on importance of employer
brand, 86
Barrett, Colleen, 185
behaviors
brand behavior, 191
leadership behavior,
190-192
beliefs
as basis of talent marketing,
137-138
believability of brand. see
brand belief
“best buy” lesson, retail
marketplace, 18
Best Buy, role of brand belief in
attracting talent, 149
best places to work lists
brand recognition and, 147
not substitute for talent
brand, 99
recruitment strategies and,
60
Southwest Airlines on, 73
best practices, for building
social networks, 228
beyond day one, 168-171
“big idea”
Madison Avenue and, 207
story communicating, 92-94
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welcoming events
celebrating, 200
blogs/blogosphere
global energy company’s
approach to, 216-217
gossip regarding corporate
leaders, 195-196
governance of, 221
impact of critical blogs on
corporations, 227
replacing chat rooms, 219
social media strategy and,
220-221
transparency and, 208
blogspot, 221
Bluechipexpert.com, 123
Boudreau, John, 114-115
BountyJobs.com, 123
brand
attracting top talent via, 56
awareness of new worker
regarding, 15
categories of, 140-141
fact-based communication
replaced by branding, 105
globalization and, 57-59
importance on resumes, 23,
45
localization of brand
messages, 127-128
as means of pre-selling
candidates, 74
online access to, 57-58
segmentation, 84
social media for building
brand relationships,
229-230
time required to build, 58-59
types of, 2-3, 79-80
unified approach to, 113
brand behaviors, 191
brand belief, 148—157
careers site for building,
150-157
do’s/dont’s, 149-150
overview of, 148—149
brand for talent. see talent
brand
Brand from the Inside, 2
brand intensity, 122-126
brand loyalty
in good and bad times, 2
overview of, 6—-8
brand memory, 163-171
beyond day one, 168-171
do’s/dont’s, 164—165
marketing for talent and, 53
on-boarding experience and,
166-168
overview of, 163—164
re-recruiting and, 165-166

brand personalization, 157-163
do’s/dont’s, 158—159
overview of, 157-158
talent concierge for,

159-163
brand pressure
high brand pressure/high
worker demand, 127
high brand pressure/low
worker demand, 128-129
low brand pressure/high
worker demand, 129-130
low brand pressure/low
worker demand, 130
overview of, 126-127

brand recognition, 145-147

brand segmentation. see

segmentation

buzz, talent brand and, 87

C

call to action, talent brand as,
98-101
Canale, Steve
on college recruiting
strategy, 60
on competing in the talent
marketplace, 47
on demographics and
expectations of current
workforce, 21
on email as recruitment
vehicle, 14
on social media, 212
on worker expectations, 20
candidate expectations section,
of careers site, 155—-156
candidates
accepting the “no” decision
of, 162-163
assessing, 125
checking back with
candidates who turned
down offers, 163
description of Google
experience, 155-156
documentation provided to,
162
expectations section of
careers site, 155
face-to-face experience of,
162
filtering to meet desired
profiles, 238-239
following up with, 160-161
personal approach to, 160
pre-selling, 74
quality expectations of, 52
reaching prospective, 56
career section, of careers site,

154-155
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CareerBuilder job board, 62
careers
Baby Boomers orientation
towards stability, 40
GE reputation for career
building, 45
planning to support brand,
170
work experience vs. job, 21
careers site
candidate expectations
section, 155-156
career section, 154-155
company information
section, 153—-154
as face of talent brand,
150-153
Pitney Bowes example,
151-152
talent brand section, 153
work application section,
155
work availability section, 154
worker life
section, 156-157
Yahoo! example, 153
CEOs
actions of, 196
authenticity of, 186
difficulty finding/engaging
workers, 37-38
role in changing
organization’s talent brand,
39
Charles, Ken
on attracting top talent, 56
on being in the channels the
new generation
frequents, 14
on brand belief, 148
on brand personalization,
158
on development of leaders,
187
on recruitment culture, 164
on social media, 222-223
on social networking, 29
on unified branding, 113
on YouTube, 223-224
chat rooms
blogs replacing, 219
Yahoo! and, 208
Citigroup
actions of leaders, 194
diversity at, 240
targeting talent in global
marketplace, 61
Citrin, Jim
on company reputation for
handling talent, 45
on employer brand, 17, 60
on executive search, 44



—p—

INDEX 257

clarity
of brand message, 87
of company story, 92-94
demanded of leadership, 240
of job offers, 162
as key in responding to
online gossip, 227
classified ads, traditional job
hunting and, 40
Claude, Bernard, 38
closing process, in recruitment,
161
Coca-Cola, 131
collaboration
social media and, 211-213
Web 2.0 and, 210
college graduates
attracting talent, 59-60
recruiting, 152
commitment to talent brand
lasting nature of, 101-105
organizations making,
99-100
talent brand as statement of
commitment, 110
communication
fact-based communication
replaced by branding, 105
internal, 240
by leadership, 188-190
uncontrolled in era of social
media, 217
by workers, 204-205
companies. see organizations
company information section,
of careers site, 153—154
competencies, leadership,
192-194
competition for talent
among top corporations, 115
brand pressure and, 126
checking back on candidates
who turned down job
offers, 163
comparison with
competitors, 119-121
danger of ignoring
competitors, 129
global marketplace and,
47-48, 50, 61
reputation as benefit in, 59
segmentation and, 56-57
conferences, 123
connection-orientation
how workers connect, 123
new consumer of work and,
28-31
consumer brand, 179
consumers
brand awareness of, 15
habits of, 17-18

consumers of work

brand loyalty and, 7
brand-saviness of, 6
changes in worker
expectations and, 4-5
connection-orientation of,
28-31
demographics and, 14
description of new consumer,
13
employees compared with,
104
engagement of, 47
impatience as quality of, 24
looking for work experience
not job, 21
self-centeredness of, 18
targeting segments of,
110-111
Container Store, 146—147
coolness factor
employer brand and, 17
Yahoo! and, 115
core work, 117
corporate culture
adjusting, 191
brand and, 178-182
creating high performance
culture, 100
Google’s emphasis on, 97,
177
HR programs and, 201-204
leadership actions/behaviors
and, 184-185
leadership not controlling,
183-184
marketing to attract workers,
71-172
mixture of ingredients in,
177
nurtured by talent brand,
91-92
Southwest Airlines focus on,
185-186
talent brand and, 180-184
worker engagement and, 41
corporations. see organizations
cost reductions, 2008 financial
crash and, 46
creative check, for talent
brand, 242
creativity
resulting from authenticity,
93
uses of social media and, 230
Yahoo! careers site organized
by creative and technical
needs, 119
critical for operations,
prioritizing by, 116
Crowder, Robert J.
on culture, 178—182
on employer brand, 101
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on leadership rating system,
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on talent marketplace, 59
on worker expectations and
standards, 17
culture. see corporate culture
customer brand, 2, 79-80
customers, keeping track of
wants and needs of, 124
cyberspace, 61-64
advertising for talent moving
online, 61-62
social networking as
channels for sharing work
experience, 62-64
cybersurfers, 87
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debt, college expenses and, 25
decision making,
connection-orientation of
new consumer and, 30
defamer, 226
demand. see supply and
demand
demographics
consumers of work and, 14
of current workforce, 20-21
as perspective on employer
brand, 229
segmentation and, 114
development, filling talent
pipeline, 83
differentiation. see also
segmentation
of brand message, 94-96
from competition, 120
culture as basis of, 185
finding quality talent by, 58
new marketplace requiring,
236
reaching workers and, 54
Southwest Airlines focus on,
180
value proposition as basis of,
91
digital technology, 3. see also
technology
Disney, 133
documentation, providing to
work candidates, 162
Doubletree Hotels, 38
Dresser Industries, 38

E

eBay
talent brand message, 91
work environment of, 48—49
economic environment, brand
loyalty and, 2
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on applicant expectations,
26
on brand awareness of new
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on imbalance created by
search for talent, 39
on impact of negative press,
32
on short term outlook of
workers, 23
on talent marketplace, 47
email, as recruitment vehicle,
14
Emmons, Caroline
on Aetna’s Find a Career
web page, 152
on college recruitment
strategy, 59—60
on online job searches, 28
on parental involvement
with new workers, 20-21
emotional dimension
branding and, 207
communication with
workers, 205
re-recruiting and, 168
employees. see also workers
educating potential, 16-17
having necessary resources,
203
referral programs, 123
social media changing
communication patterns of,
209
thinking of as consumers,
104
employer brand
Aetna example, 101
attracting entry-level
workers, 71-72
coolness factor, 17
corporate reputation and, 53
demographic and functional
perspectives of, 229
as factor in worker
engagement, 57
filling talent pipeline and, 52
as filter for strategic
planning, 60
marketing employer brand
vs. marketing talent brand,
111-112
not enough as basis for
marketing, 109
not longer enough in finding
talent, 40
organizational understanding
of, 61
reasons for developing, 88
reasons for engaging, 96

rebranding effort of IBM,
78-79
relevance to new generation
of workers, 8
SHRM survey regarding,
77-18
Southwest Airlines example,
72
as statement of purpose, 97
talent brand compared with,
75,19, 84-86
talent brand extending,
74-16
time required to build, 58-59
types of brands, 2-3, 79-80
value proposition and, 2,
76-117
employers
social networking for
checking out, 118
worker/candidate wariness
regarding, 209
employment, portability of, 45
endorsements
brand recognition and, 147
on LinkedIn, 226
energy, talent brand and, 87
engagement
attendance vs., 41
authenticity and, 93
of consumers of work, 24-27,
47
difficulty of finding/engaging
workers, 37-39
employer brand as factor in,
57
online, 151
reasons for, 96-98
re-recruiting and, 169
talent brand for securing and
engaging workers, 9
environment, examples of
corporate work
environments, 48—49
events, celebrating workers,
200-201
excellence, worker viewpoint
regarding, 25-27
ExecuNet, 63
executive search, 44
expectations
of applicants during
recruitment process, 25
authenticity as, 31-34
brand carrying set of, 191
candidate expectations
section of careers site,
155-156
changes in worker
expectations, 4-5
Generation Y, 3—4, 20-21
quality as, 52

—p—

what’s in it for me, 5, 26
workers, 17, 20-21
work/life balance as, 27,
127-128
experience. see worker
experience

F

Facebook
Aflac uses of, 211
companies setting up
Facebook page, 214
corporate uses of social
media, 222-223
GE’s uses of, 212
maintaining and updating
resume on, 17
OfficeBook application, 62
Pitney Bowes uses of, 63
as standard for online
connection, 220
face-to-face experience
personalization and, 158, 162
worker participation in
talent brand, 199-200
false security, social media and,
216-217
Fast Company, 147
Find a Career web page, Aetna,
152
fitting in, on-boarding
experience and, 168
follow up, with potential
candidates, 160—161
Forbes, 147
Fortune, 147
functional dimension
perspectives of employer
brand, 229
segmentation by, 115-116

G

game changing work, 117
Gawker, 226
GE. see General Electric (GE)
General Electric (GE)
career building reputation of,
45
college recruiting strategy at,
60
competing in the global
talent marketplace, 47
demographics and
expectations of current
workforce, 20-21
email as recruitment vehicle,
14
talent acquisition, 20
uses of social media, 212

General Mills
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attracting top talent, 56
being in the channels the
new generation frequents,
14
energy in talent brand
message, 88
importance of brand belief
at, 148
importance of brand
personalization at, 158
leadership development,
186-187
recruitment culture at, 164
social media uses at, 222-223
unified brand approach at,
113
YouTube uses at, 223-224
Generation X, 20
Generation Y
as brand-conscious shoppers,
4
demographics of consumers
of work, 14
expectations, 3—4, 20-21
opportunity-orientation of,
15
reaching prospective
candidates, 56
generational change
being in the channels the
new generation frequents,
56
expectations of Generation
Y, 3-4
geographic boundaries. see also
globalization
no longer a limit on supply of
talent, 54
traditional hiring territories
vs. global marketplace, 5
Gherson, Diane
on changes in competition,
119
on IBM rebranding itself,
78-19
on recruitment, 46
on social networking,
218-219
Giglio, Amy
on applicant expectations,
26
on leadership, 190
on recruitment, 64
on social media, 211
on social networking, 63
Glaceau, 153
glassdoor.com, 62, 125
global community, social media
and, 213-214
global marketplace. see also
marketplace

competition for talent and,
47-48, 61
freedom of competition in,
50
globalization
adapting global message to
local challenges, 65
brand and, 57-59
communication and, 208
social media and, 212, 218
values and, 93
Google
candidate experience at,
155-156
competition for talent, 115
culture at, 177
culture in talent branding
message, 97
work environment of, 48—49
YouTube now part of, 223
gossip
sources of business gossip,
226
threats posed by social
media, 215
gurus, Yahoo!, 81
gut check, for talent brand, 242

H

habits, of new consumers,
17-18
Harley-Davidson, 138
Heinz, 96
Help Desk, employee resources,
203
Hewlett Packard, 135
high brand pressure
action as basis of talent
marketing, 140
aspiration as basis of talent
marketing, 133
beliefs as basis of talent
marketing, 137
brand recognition and, 145
experience as basis of talent
marketing, 138
high worker demand, 127
low worker demand,
128-129
timing as basis of talent
marketing, 136
value as basis of talent
marketing, 135
high worker demand
high brand pressure, 127
low brand pressure, 129-130
high-intensity approach, to
marketing brand, 122
Hoff, Ted
on adapting global message
to local challenges, 65
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on values jam session, 93
Honda, 135
honesty, brand belief and. see
authenticity
howsthatjob.com, 125
HR. see human resources (HR)
human resources (HR)
changes in role of, 64-66,
243
creating high performance
culture, 100
identifying programs and
services with cultural
interdependencies,
202-203
influence on worker
experience, 201
tools and resources of,
203-204
viewing social media as
threat, 217
hurdle analogy from track. see
talent brand hurdles

1
IBM

aspiration as basis of talent
marketing, 133
authenticity at, 33
competition for talent, 119
educating potential
employees, 16-17
global message adapted to
local challenges, 65
leadership actions supporting
brand, 195
rebranding effort of, 78-79
search engine used for
finding talent, 225
segmented approached to
finding workers, 237
shift from production to
consulting, 46-47
social media uses at, 222
social networking feedback,
listening to, 218-219
storytelling as means of
engagement, 151
values as basis of talent
branding, 93
values jam session, 93
IKEA, 133
implementation, of talent
brand, 143144
information, social media
shifting power to people,
209
input orientation, work vs. jobs
and, 50
integrity, 215. see also
authenticity
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Intel, 133 meeting demand for work vs. messaging role, 188—190
interactivity identifying job candidates, new voice for, 240-241

career sites and, 154
online engagement, 151
internal communication
purpose of, 240
workers engaging in,
204-205
Internet, job hunting via, 62
investment work, prioritizing
work based on value added,
117
iPods
connection-orientation of
new consumer and, 28
memorable brands, 143
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Janz, Tom
on optimal brand messaging
to attract right talent, 81
on selectivity in attracting
top talent, 83
JetBlue
advertising methods, 100
communication role of
leaders, 188—189
employer brand, 74
importance of brand belief
at, 148
importance of corporate
reputation, 53
picture of worker life on
career site, 156
recruitment area at, 159
job hunting
consumers of work
preferences, 28
as never ending process, 17,
22
online, 7-8, 62
online job boards, 28, 224
social media and, 64
job offers
accepting the “no” decision
of a candidate, 162-163
checking back on candidates
who turned down, 163
clarity of, 162
closing process and, 161
jobs
consumers of work looking
for work experience not
job, 21
evaluating demand by
segments, 118-119
focusing on work instead of
jobs, 49-50, 103
market for jobs compared
with market for talent,

50-51

81
online reviews, 125
Jobvite.com, 123
Johnson, Susan
on Pitney Bowes careers
website, 151-152
on social networking, 63
on talent market, 48
jossup, 226
just-in-time management, of
worker pipelines, 51
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Kelleher, Herb
on ability to find/engage
workers, 38
on assessing desired qualities
in job candidates, 125
on Southwest Airlines, 73
Kelleher, Rick, 38
Kellogg’s, 137
Kleenex, 143
Korn/Ferry International
challenging careers, 21

communication/demonstration

of special values, 92-94
demand for work vs.
identifying job candidates,
81
importance of authenticity,
87
Kotter, John P., 179
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labor markets, freedom in, 46
Lamb, Jeff
on culture as a differentiator,
185
on differentiation, 180
on employer brand, 72
on on-boarding, 164
on uses of social media, 222
Lawless, Marcy, 125
leadership
accountability for finding
talent, 38
actions, 194-198
behaviors, 190-192
challenges of 1970s and
1980s, 44
competencies, 192-194
conduct creating a cultural
symbol, 184-185
as demonstration, 188
developing at General Mills,
186-187
impact on talent brand,

196-197
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not able to control culture,
183-184
role in sustaining talent
brand, 182
sending signals about what
matters, 186
leadership toolkit, Yahoo!,
197-198
legacy, talent brand
building, 235
establishing, 241-242
life expectations. see also
work/life balance
worker life section of careers
site, 156157
work/life balance as,
127-128
LinkedIn
Aflac uses of, 211
corporate uses of social
media, 222
endorsements on, 226
resumes on, 17
as social networking tool, 63,
214
working professionals as
focus of, 222
localization
adapting global message to
local challenges, 65
of brand messages, 127-128
relevance of values and, 93
logistics, of candidate
recruitment agenda, 160
L'Oréal, 140
low brand pressure
action as basis of talent
marketing, 140
aspiration as basis of talent
marketing, 133
beliefs as basis of talent
marketing, 137
brand recognition and, 145
experience as basis of talent
marketing, 138
high worker demand,
129-130
low worker demand, 130
timing as basis of talent
marketing, 136
value as basis of talent
marketing, 135
low worker demand
high brand pressure,
128-129
low brand pressure, 130
low-intensity approach, to
marketing brand, 122
loyalty, 6. see also brand loyalty
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Mabie, Jeanie
on avoiding “the plastic
fantastic”, 33
on educating potential
employees, 16-17
on job searches, 225
on leadership actions
supporting brand, 195
on segmented approached to
finding workers, 237
on storytelling as means of
engagement, 151
on talent brand being based
on values, 93
on uses of social media, 222
Madison Avenue, 207
magnet for talent
becoming, 236, 244
being known in industry as, 1
making talent as famous as
brand, 13
overview of, 90-92
segmentation approach and,
121
Southwest Airlines as, 71, 73
Mahoney, Carol
on blogs, 208
on finding talent for specific
segments, 54
on online engagement of
candidates, 151
on recruitment marketing
campaign, 205
on wariness regarding
employers, 209
Main Street, changes in, 57
marketing
action as basis of talent
marketing, 139-140
advertising and, 41
aspiration as basis of talent
marketing, 132-134
beliefs as basis of talent
marketing, 137-138
brand intensity and,
122-126
culture as means of
attracting workers, 71-72
demand created by, 143-144
vs. describing, 104
experience as basis of talent
marketing, 138-139
HR departments and, 65
never stopping, 163
overcoming resistance, 121
preparing for, 131-132
preventive branding and,
131
recruitment campaign, 205
segmentation and, 110-112

social media plan, 230
for talent, 53
testing, 99
timing as basis of talent
marketing, 136-137
value as basis of talent
marketing, 134-136
marketplace. see also global
marketplace; talent
marketplace
company reputation as
benefit, 59
competing in, 47-48
freedom in labor market, 46
freedom of competition in,
50
Main Street no longer focus
of, 57
supply and demand in, 7-8,
55-56
for talent currently, 236
for talent in 1970s and
1980s, 45
talent marketplace and, 5
targeting segments of,
237-238
Mary Kay Cosmetics, Inc., 179
McDonald’s
aspiration as basis of talent
marketing, 133
competition for talent, 59
McFarland, Kristi, 201-202
McKinnon, Paul
on diversity at Citigroup, 240
on global marketplace, 61
on leadership actions, 194
media. see also social media
ability to control traditional,
210
not sole means for
marketing, 103
Melangon, Robert M.
on branding as means of
pre-selling candidates, 74
on demand for top quality
candidates, 52
on HR, 64
Melangon & Company, 52
Melonas, Dean
on advertising methods, 100
on corporate reputation, 53
on employer brand, 74
on importance of brand
belief, 148
on leadership messaging,
188-189
on personalization, 159-160
on worker life at JetBlue, 156
memorability of brand. see
brand memory
Microsoft

—p—

aspiration as basis of talent
marketing, 133
competition for talent, 115
mission statement (Southwest
Airlines), 73
mobility
of new workforce, 22-24
portability of employment
and, 45
“mom-and-pop” stores, 57
monitoring social networks,
226-227
Monster job board, 62
Murphy, Jack, 38
MyBlogLog, 221
MySpace, 221
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National Association of
Colleges and Employers
(NACE), 60

networks, values of, 217. see
also social networking

Nguyen, Peter

on “best places to work” lists,
99
on not creating talent brand
prematurely, 89
Nokia, 133
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off-boarding with class,
170-171
OfficeBook application,
Facebook, 62
offshore workers, 46
on-boarding experience,
166-168
online experience
collaboration and, 211
getting scoop on
companies/work
opportunities before
applying, 16
job hunting, 7-8, 28
necessity of online
engagement for
corporations, 151
resumes, 125
online job boards
changing how people look
for work, 62
social media strategy and,
224-225
opportunity
applicant expectations
regarding, 26
loyalty and, 6
opportunity-orientation of
Generation Y, 15
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talent freedom creating,
45-46
worker expectations and, 20
Oracle, 136-137
O'Reilly, Charles A., 179
organizations
attracting talent, 1
authenticity in delivery of
promises, 86—87
clarity of company story,
92-94
commitment to talent brand,
99-100
corporate reputation and the
web, 16
difficulty of finding/engaging
workers, 37-39
impact of negative press on,
32
reputation as benefit in
talent marketplace, 59
responding to social media
attack, 213-214
shifting from employer brand
to talent brand, 78
trends in 1970s and 1980s,
43
understanding what
employer brand is, 61
websites protecting online
reputation, 64
output orientation, work vs.
jobs and, 50
outsourcing
freedom in labor markets
and, 46
portability of employment
and, 45

P

paperwork, on-boarding
experience and, 167
parental involvement
as coaches for younger
workers, 30
Generation Y and, 20
worker expectations
resulting from, 4
PDAs, 28
Peet’s Coffee, 201-202
PepsiCo
experience as basis of talent
marketing, 139
memorable brands, 143
performance management,
beyond day one, 169-170
personalities, leadership, 190
personalization of approach to
candidates
beyond day one, 169

face-to-face experience and,
158, 162
personalization of brand. see
brand personalization
Pfeffer, Jeffrey, 179
pipeline of workers, 51-55
employer brand as means of
filling, 52
vs. filling jobs, 55
geography no longer a limit
on supply, 54
overview of, 51
planning to meet demand for
workers, 52
re-recruiting current
employees, 54
talent brand as means of
filling, 82-84
Pitney Bowes
careers website, 151-152
social networking at, 63
talent market and, 48
pivot points/pivotal talent,
identifying in segmented
approach, 114-115
pivotal work, prioritization as
basis of segmented
approach, 117
Plaxo, 17
portability
of employment, 45
of new workforce, 22-24
pre-qualifying candidates,
238-239
press, impact of negative, 32
preventive branding, 131
prioritization, segmentation
based on, 116-118
privacy, transparency vs., 29
productivity, financial crisis
and, 46

profiling consumers of work, 19

Q

quality, marketing for talent
and, 53
quality circles, 41

R

rating system, for leadership,
193
reality check, for talent brand,
242
recognition, of worker
contribution, 201
recruitment
closing process, 161
college graduates, 59-60,
152
engaging applicants, 25
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filling talent pipeline, 83
at General Mills, 164
at IBM, 46
at JetBlue, 159-160
marketing campaign for, 205
moving beyond order-filling
role, 239-240
re-recruiting and, 54,
165-166, 168-169
role of HR department, 64
search engines as tool in, 63
social networking and, 211
technological tools for, 14
recruitment concierge, 160
references, checking online, 22
referrals
employee referral programs,
123
marketing for talent and, 103
as means of filling talent
pipeline, 8384
relationships
caution regarding using
technology for building,
209
developing brand
relationships via social
media, 229
as means of filling talent
pipeline, 83-84
online world redefining, 29
redefining worker
relationships, 241
vs. transactions, 104—105
relevance, personalization and,
157
reputation, corporate
attracting entry-level
workers, 71-72
as benefit in talent
marketplace, 59
differentiating from
competition, 120
for handling talent, 45
impact of negative press on,
32
importance of maintaining,
53
magnets for talent and, 121
recruitment strategies and,
60
social media and, 227
websites protecting, 64
ReputationDefender.com, 64
re-recruiting. see also
recruitment
beyond day one, 168—169
filling talent pipeline, 83
as ongoing process from day
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