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thunderstruck

extremely surprised or shocked

| was caught

In the middle of a railread track (thunder)

| looked 'round

And | knew there was no tuming back (thunder)
My mind raced

And | thought, what could | do? (Thunder)
And | knew

There was no help, no help from you {thunder)
Sound of the drums

Beating in my heart

The thunder of guns

Tore me apart

You've been

Thunderstruck


http://drive.google.com/file/d/1UedNmKVj_bFNo0lmozWNMGqkYp7LqV3w/view




Employers do not fully understand why employees are leaving.

Factors that are important to employees R
B
versus what employers think is important TPICE views
»E seem to overlook I el More important As important
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such as lack of belonging or feeling valued at work. employers appreciate employers think
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Note: Standardized scores are reported for both employee and employer perspectives. Employees were asked 1o respond 1o the following question: To what
axtent did the following factors impact your decision 10 leave your tast job? (Not at all, siightly, moderately, vary much, extremelyl employers were asked to
respond to the following questior: Why do you think employees are choosing to leave your organization now? (select afl that apply)

Includes clients, customers, patients, and students.

Employers do not fully understand why employees are leaving.
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versus what employers think is important
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Includes clients, customers, patients, and students.

McKinsey https://www.mckinsey.com/business-functions/people-and-organizational-performance/our-insights/great-attrition-or-great-attraction-the-choice-is-yours
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https://www.mckinsey.com/business-functions/people-and-organizational-performance/our-insights/great-attrition-or-great-attraction-the-choice-is-yours
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21.294 ofertas de emprego por preencher

OFERTAS DE EMPREGO RECEBIDAS, POR ATIVIDADE ECONGMICA
Variagio homdloga em valores absolutos [ordem decrescente] AGOSTD 22/ AGDSTO 21

Evolugdo do Desemprego Registado Transportes e aimazenagem

Atividades de consultoria, cientificas, técnicas e similares
[valores absolutos)

Atividades financeiras e de seguros

Coméreio, manut. repar. de velculos automéveis e motociclos
400000 Ind(istrias alimentares das bebidas e do tabaco
Mtividades de informagao e de comunicagao
350000 e - N
Admin. pdblica, educagdo, atividades de sadde e apoio social
300000 Outras atividades de servicos ]
Inddstria de vestudrio ]
250000 Fab. equipamento informatico, elétrico, maquinas e equipamentos n.e. ]
Fabricagdo de téxteis
200000 Inddstria metaldrgica de base e fab. produtos metdlicos
Fab. mobilidrio, repar. instal. mdg. e equipa. e outras ind. transformadoras
150000 Indstrias do papel, impresso e reproducio
100 000 Indistria da madeira e da cortiga
Indistrias extrativas
Soooo Eletricidade, gis e dgua, sar residuns e despoluicio
Fab. produtos petroliferos, quimicos, farmacéuticos, borracha e plastico
0 Indistria do couro e dos produtes do couro [

Fabricagio de outros produtos minerais ndo metalicos
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Fab. veiculos automdveis, componentes e outro equipa. de transporte
Agricultura, producdo animal, caga, floresta e pesca
Comércio por grosso e a retalho

Construgio

£ similares

ativas e dos servicos de apoio )

-1000 -800 -600 -400 -200 0 200 400
fonte: Instituto de Emprego e Formagao Profissional - Agosto 2022
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The
Future






COLABORADOR CLIENTE
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de pessoas para personas




BIO

Who is
your candidate persona?

GOALS

Reasons
to change jobs?
e Life goals

JOB SEARCH
BEHAVIOR

How do
they look for jobs?
® Active or passive
® Mobile, desktop,

PERSONALITY

What are
their main
personality traits?

e  What would their

MOTIVATION
What _I_I_H
motivates them?

® Firm’s reputation
Mission & vision

o Age ® (Career inspirations friends and family... psychometric e
e Position analysis show? ® Values and norms
o Title ® Organizational
* Salary FRUSTRATIONS CHANNELS - SKILLS Soine
e Location Ng”7 ® Pay & benefits
; - - ® Projects &
: E::::i:::e ' @ ~ RRR— innovations
r ;
® Social background What frustrates them? Where do skills : attrilru — : \LAIOrk.enngl;mer:
® Why do they want to | they look for jobs? e Area in which they . C:Ir:a:;xgjes :n:ca e
Change jobs? e Social Media, have most managers
® Barriers to change referrals, job boards, knowledge and
current jobs career sites... experience
INFLUENCERS CONTENT & RESOURCES

Who influences their decision?

Family & friends

Partners

Current employer and colleagues

HR managers, recruiters, CEOs

Future employee and future colleagues

Which and who's information will they trust?
Job ads on job boards
Social Media jobs and posts
Corporate sites and career sites
Current employees and leaders
Talent networking events

16



existem diferencas regionais

global

north america europe

@ @ @ 66% 63% t means higher compared to 2021
' i .

+ means lower compared to 2021
¢ ' i}

= means same compared to 2021

) . apac
latin america

@ salary & benefits @ 69%

Il
—-
e

@ work life balance

@ job security

@ career progression
pleasant work atmosphere

fonte: Randstad Employer Brand Research 2022 - Global report



mas afinal o que move o talento em

critérios importantes
saldrio & regalias atrativos
equilibrio profissional-pessoal
atmosfera profissional agradavel
estabilidade de emprego
progressao de carreira
salide financeira
boa formacao
possibilidade de trabalhar remotamente
retribuicdo a sodedade
diversidade & inclusdo
gestdo forte
localizacdo
conteudo profissional interessante
produtos & servicos de qualidade
muito boa reputacio

uso de tecnologia de ponta

**nao investigada em 2021

portugal
2021

s
.

fonte: Randstad Employer Brand Research 2022 - Portugal

Portugal?

1%

66%

65%

66%

64%

57%

23¥%

41%

4%

3%

41%

3%

41%

3%

32%

europa
2022

66%

61%

63%

60%

0%

0%

46%

40%

5%

5%

%

42%

45%

32%

36%

28%






diferencas de género

salario & regalias atrativos
equilibrio profissional-pessoal
atmasfera profissional agradavel
estabilidade de emprego
progressdo de carreira

salide financeira

boa formacdo

possibilidade de trabalhar remotamente

retribuicdo a sociedade

diversidade & indusdo

gestio forte

localizacdo

contelido profissional interessante

produtos & servicos de qualidade

muito boa reputacdo

uso de temologia de ponta

fonte: Randstad Employer Brand Research 2022 - Portugal
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® masculino

@ feminino
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diferencas de escolaridade

saldrio & regalias atrativos

equilibrio profissional-pessoal

atmosfera profissional agradavel

estabilidade de emprego

progressdo de carreira

satide financeira

boa formacdo

possibilidade de trabalhar remotamente

19%
67%

74%

650%

retribuicdo a sociedade

diversidade & indusdo

gestdo forte

localizacdo

contetido profissional interessante

produtos & servicos de qualidade

muito boa reputacdo

uso de tecnologia de ponta

fonte: Randstad Employer Brand Research 2022 - Portugal
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diferencas de idade

45%
saldrio & regalias atrativos retribuicdo a sociedade 41%
46%
47%
equilibrio profissional-pessoal diversidade & indusdo 42%
44%
42%
atmosfera profissional agradavel gesto forte 40%
41%
estabilidade de emprego localizagdio e
46%
42%
progressdo de carreira contetido profissional interessante S
44%
34";
satide financeira produtos & servicos de qualidade e
9 l) '4.'.
315%
,, : ,, 31%
boa formacdo muito boa reputacdo ¢ @® 18-24
4 2 %
= ® 25-34
A'y" o
30%
possibilidade de trabalhar remotamente uso de tecnologia de ponta 35-54
409
® 55-64

fonte: Randstad Employer Brand Research 2022 - Portugal



de trabalho para jornada



uma jornada “para sempre”

o'<“(5

O'(\

Attract Develop

(o)



de informacao para venda




https://www.youtube.com/watch?v=2VKrOuBaCFQ



https://www.youtube.com/watch?v=2VKrOuBaCFQ

uma proposta de valor

EMOTIONAL

AFFINITY
PRIDE s i

UNIQUE PURPOSE

CONTRACTUAL
—p
—0

COMPETITIVE

CULTURAL ALIGNMENT
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recruitment marketing

Recruiting

Awareness

Consideration

Interest

Application

Evaluate

Recruitment
Marketing

28



de satisfacao para

experiéncia




a experiéncia ao longo da jornada

EMPLOYEE EXPERIENCE DESIGN

EMPLOYEE
EXPEGT%IIINS.

, AND
ANTS

EMPLOYEE
EXPERIENCE

30



uma relagao causa efeito

Employee
Experience

Cause
Bottom-up
Broad scope

What employees perceive

Employee
Engagement

Effect
Top-down
Narrow scope

What employees do

31



de trabalhadores para

influenciadores




1,000 EMPLOYEE ADVOCATES CAN
IMiLLoN § 500 |




micro-influencers

More Reach

Mega
Influencers
(Celebrities)

Fans / Publishers
Bloggers / YouTubers

acro Influencers
(Opinion Leaders)

Everyday people:

_ : Micro Influencers (Product
Friends / Family Review/Word-of-Mouth)

More
Nano Influencers
Engagement New Category

34



o super poder do micro influenciador

Trusted Are Loyal

D

Opinions evoke high degrees of credibility

and confidence from friends & followers.

® Brand Relevant @

High connection with brand, product

® Will Advocate

and brand-relevant topics brand and products

® Have Influence

@ High in Volume “

Exist in greater numbers than mega- or ® Able to drive friends & followers to
macro- influencers, able to generate .0. Lake a'0esireq Actiol

content at scale

{ave existing brand relationst

Will recommend or publically support

35






de dizer para medir




medir, medir, medir

ATTRACTION

RECRUITING ONBOARDING

Number of Applicants
= Monthly report from
applicant tracking

Social Media Hires

= Monthly report of
employees hired
directly from social
media sites

Alumni Engagement

= Linkedin Campaign -

Interest in returning

Web Properties

= Careers site web
analytics

= Careers Survey

Employer Review sites
+ Glassdoor ratings

+ SimplyHired

Candidate Experience New Hire

(CX Net Promoter » Onboarding survey
Score)

» Candidate

Experience Survey

External Communications
* Recognition / Awards
+ Press coverage

+ BestPlacesto Work lists

EMPLOYEE EXPERIENCE
AND ENGAGEMENT

Employee Engagement
= Employee Opinion Survey

Employee Advocacy

= Participation number

= Employee shares

- Social media reactions

Intranet Content

» Reactions to Real People
stories

= MNumber of personal blog
stories with employer brand
themes

Employee Referrals

= Voice of the Customer
Survey

= Volume of referrals

= Focus Groups

Brand Engagement

SEPARATION

Alumni Referrals
» Recommendations

Alumni Recruiting
» Boomerangs

+ Glassdoor Employer stats
+ Linkedin — Talent Brand Index

+ Placement/ Visibility of assets on
recruiting sites

38
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Novas Formas de Trabalhar
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Obrigada

Ines Veloso
insveloso@gmail.com

1351 939 970 014
linkedin.com/in/inesveloso/
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