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Executive Summary 

 

Webster Buchanan Research conducted a survey among 100 HR directors and 
managers in the UK to analyse the different approaches organisations take to 
recruitment and the challenges they encounter. The project assessed a broad 

range of issues facing mid-sized and large organisations, from the shift to web-
based recruitment and their overall recruitment philosophy, to the way they 

report on the effectiveness and business impact of their recruitment activities.  
 
Key findings from the survey include: 
 

• The vast majority of respondents (85%) believe recruitment should be 

viewed as a sales and marketing exercise, not purely an HR 
administrative task, and that HR should actively seek to learn lessons 
from colleagues in sales and marketing to improve its effectiveness  

• While national newspaper and trade media print adverts are the most 
effective sources for generating high-quality applicants today, 

respondents expect their relative value to decline sharply in two years 
time as online recruitment dominates. However, there is scepticism 
about the effectiveness of social networks as a recruitment tool 

• The biggest challenge facing respondents is the difficulty of finding 
good quality candidates. Respondents see web-based recruitment as 

part of the solution, helping them extend the reach of their campaigns 
and market their organisations more creatively 

• However, the level of adoption of web-based recruitment is still 

relatively low. Four out of five interviewees will be using their own 
websites to display vacancies within the next year, but only 16% 

currently allow job applications to be submitted via their site. Less than 
one in ten is currently able to handle web applications electronically 
throughout the entire recruitment process  

• The market for recruitment automation is growing fast. Only 14% of 
respondents use software to manage their internal recruitment activities 

today, but almost a quarter plan to do so within the next twelve months  
• Speeding up the recruitment process was identified as the second 

most important benefit of purchasing recruitment software (after cutting 

costs). Three out of five respondents identified delays caused by line 
managers as a challenge, while two out of five said it was difficult to 

manage the recruitment cycle quickly enough to beat competitors to job 
offers 
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• Surprisingly, however, a high proportion of respondents seem to see no 
link between delays within the business and the potential to ease them 

through HR self-service. Only a quarter of respondents either allow 
line managers to post jobs themselves and track the progress of 

applications via HR self-service today, or plan to do so within a year - 
and 43% have no plans at all. Yet self-service allows managers to carry 
out administrative tasks directly, improves their information access and 

gives them better visibility into the progress of applications.  
• More than half of respondents said they would consider using a ‘hosted 

service’, where software is run by the supplier and accessed by the 
customer over the internet for a fee – while one third ruled it out. The 
volume of positive responses is significant because this approach is 

comparatively new in the relatively conservative HR environment. Given 
that recruitment can largely be run as a standalone business process, it 

particularly lends itself to the hosted services model. Key benefits 
identified by respondents include avoiding the hassle of managing their 
own software, reducing the cash flow impact of purchasing new 

software, and allowing users to access the system from anywhere over 
the web. Chief concerns were around privacy and data security.  

• Recruitment reporting is still largely centred on HR-specific metrics 
such as time/days to hire, rather than business-centric measurements. 
Less than a quarter of respondents (23%) report on the direct cost of 

recruitment today, for example, and just 6% on indirect costs (e.g. in 
HR/line managers’ time) – although both figures will rise significantly 

over the next year. Likewise, there is a limited amount of reporting on 
the effectiveness of different sources for job applicants. However, one 
third of respondents report on the business impact of unfilled 

vacancies (e.g. the impact on productivity), with another 28% expecting 
to do so within twelve months. 
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Survey Overview and Respondent Profile 

 

Webster Buchanan Research conducted a survey based on interviews with 100 
HR directors and HR managers in the UK, examining the way they handle 

recruitment. The survey examined a broad range of topics, from the growing 
influence of sales and marketing techniques on recruitment philosophy, 

through to the practicalities of managing web-based recruitment. In particular, 
it focused on understanding the main challenges that organisations face in 
recruitment; how they approach web-based recruitment; the drivers for 

investment in recruitment automation; and the levels of reporting and 
analysis. 

 
Interviews were carried out during December 2007 and January 2008 with 
respondents from a cross-section of private sector industries. As well as 

assessing the aggregate response to all of the questions, responses were 
analysed by company size, measured according to the number of employees in 

the UK and broken down into five categories: 
 

• 100-250 employees (12%) 
• 250-500 (14%) 
• 500-1000 (21%) 

• 1000-5000 (30%) 
• Over 5000 (23%) 

 

How many employees do you have in the UK?

100-250 employees, 12

250-500 employees, 14

500-1000 employees, 21

1000-5000 employees, 30

Over 5000 employees, 23
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Part One: The Changing Nature of Recruitment 

 

1.1 Growth in web-based recruiting  
There’s little doubting that recruitment is going through a period of dramatic 
change – not just in the way that companies seek out applicants, but also in 

their philosophical approach to the whole discipline. 
 
While traditional recruiting techniques continue to hold sway today, 

respondents expect the web to become a far more effective tool for generating 
high-quality applicants within the next two years. Asked to rank the 

effectiveness of different sources in generating high-quality applicants today on 
a scale of 1-5, where 1 is ‘least useful’ and 5 is ‘most useful’, interviewees 

named national newspaper print adverts (at an average of 3.93), trade 
media print adverts (3.83) and executive search agencies (3.79) as the 
top three. Job adverts posted on respondents’ own websites came fourth 

(3.53) with online job sites/job boards coming in further down at seventh 
(3.36). 
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But that picture shifted when respondents were asked to predict the 
effectiveness of the same sources in two years’ time. Online job sites/job 

boards leapt to first position (4.16) with online job adverts on respondents’ 
own websites following closely at 4.12 and media websites – ranked sixth 

today – climbing to third. National newspaper print adverts dropped from first 
position to eighth (3.93 to 3.45), while trade media print adverts fell from 
second to sixth (3.83 to 3.62), albeit with a smaller decline in average score.  

 
Surprisingly, the only web-related aspect of recruitment that didn’t climb was 

social networking, positioned a distant tenth as an effective recruiting tool 
today (2.27), and predicted to stay at tenth in two years’ time despite a 
significant increase in average score to 2.86. Clearly, despite the hype around 

social networking tools as a means of generating leads, HR directors and senior 
managers remain to be convinced. More traditional forms of networking do fare 

better, however. Respondents ranked employee referrals ninth in 
effectiveness today at 2.98, but climbing to fifth in two years’ time (3.67).  
 

Within traditional recruitment techniques, one near-constant is executive 
search agencies, which were rated equally strongly by respondents as a tool in 

two years’ time (3.82 compared to 3.79 today), despite slipping one place in 
the rankings to fourth. 74% of respondents said they ‘agreed’ or ‘strongly 
agreed’ with the statement that “senior level executives are less likely to 

respond to job ads for fear that their application may be leaked, and more 
likely to use executive search agencies”. 

 

Usefulness for generating high-quality job applicants in two years’ time
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1.2 Adoption of sales and marketing techniques  
Respondents were also asked their views on a number of statements relating 
to the changing nature of recruitment. The responses reflected the growing 

belief that in a highly competitive market where talent is at a premium, 
organisations need to take an aggressive, professional approach to recruitment 
and adapt lessons learned from customer-facing functions such as sales and 

marketing. A huge majority of respondents – 85% - ‘strongly agreed’ or 
‘agreed’ with the following two statements: 

 
• “Recruitment should be viewed as a sales and marketing exercise, not 

purely an HR administrative task. You need a good corporate image, 
good marketing skills to identify the best candidates, and good sales 
skills to encourage them to join” 

• “The professionalism of recruitment – from the design of your adverts 
and website to the way you respond to telephone enquiries – directly 

influences candidates’ joining decisions” 
 
In addition, 87% ‘strongly agreed’ or ‘agreed’ with the idea that “HR should 

actively seek to learn lessons from colleagues in sales and marketing in order 
to improve recruitment effectiveness”. 

 

 
1.3 Recruitment challenges 
The biggest recruitment challenge facing respondents was the difficulty of 
finding enough good quality candidates, which 79% listed as either a ‘very 

big challenge’ or a ‘big challenge’. The largest companies (5000+ employees) 
were marginally less concerned about this, most likely because they tend to 

attract a larger pool of applicants.  
 
While the response reflects the pervasiveness of talent shortages, the problem 

is not simply whether there’s enough talent to go round – it’s also an issue of 
whether organisations are able to reach out to whatever talent does exist. It’s 

no coincidence that respondents see the biggest benefits of web-based 
recruitment as extending the reach of their recruitment campaigns and being 
able to market their organisations creatively on the web (see Part 2.2 below). 

Nor is it a coincidence that respondents see significant benefit in being able to 
create a central database to manage applicants more efficiently (see Part 3.1 

below). Ultimately, doing so allows them to track prospective hires even when 
they’re not actively going through the recruitment process - for example, by 

keeping in contact with high-quality applicants who applied when there were 
no suitable vacancies open, or for tracking and keeping contact with high-
potential students in the run-up to graduation and even through their first job. 

Known as Candidate Relationship Management, this kind of approach provides 
a creative, proactive response to talent shortages. 
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The second biggest challenge identified by respondents reflected some of the 

internal issues HR managers are grappling with. Delays caused by line 
managers were listed as a ‘challenge’ or ‘big challenge’ by 61% of 

interviewees, with companies of 500-1000 employees identifying it as a 
particular problem. These kinds of delays can have a significant business 
impact, frustrating candidates and in the worst cases, opening the door to 

nimbler competitors who can get job offers out more quickly to top candidates. 
Two out of five respondents (41%) said managing the recruitment cycle 

quickly enough to beat competitors to a job offer was a ‘very big challenge’ or 
‘big challenge’ in recruitment, with mid-sized companies of 500-1000 
employees (71%) and large companies (52%) most concerned.  

 
This helps explain why speeding up the recruitment process is seen as the 

second most important benefit of purchasing recruitment software (see Part 
3.1 below). It suggests that technologies such as automated workflows – which 
manage different steps of the process and can trigger alerts when pre-set 

deadlines are missed – can deliver tangible business benefits.  
 

What’s puzzling, however, is the proportion of respondents who seem to see 
no link between delays within the business and the potential to ease them 
through HR self-service. Questioned about whether line managers can post 

jobs themselves and/or track the progress of applications via self-service, only 
a quarter of respondents said they provide this capability today or plan to 

within a year. A further 31% plan to long-term – but that still leaves 43% with 
no plans at all. While other employee-centric HR disciplines may lend 
themselves more obviously to self-service, the ‘no plans’ figure is surprisingly 

high – after all, self-service allows managers to carry out administrative tasks 
directly, improves their information access and gives them better visibility into 

the progress of applications. There’s no better way of embarrassing people into 
action than letting them see what proportion of a process is eaten up by their 
own inactivity.  

 
The next three largest challenges identified by respondents centred on financial 

and resource-related issues: meeting salary or compensation demands of 
high-quality applicants (identified as a ‘very big challenge’ or ‘big challenge’ by 

59% of respondents); budgetary constraints (57%); and having sufficient 
HR or recruiting resource (52%). Large companies suffered less from 
budgetary constraints, yet were more concerned about insufficient 

HR/recruitment resource (70%). Interestingly, of those companies that see 
HR/recruitment resource as a ‘very big challenge’ or ‘big challenge’, only 

11.5% currently use software to manage their recruitment processes – but 
25% plan to within a year and 44% plan to long-term, presumably to help 
tackle this problem. 
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Further down the list of concerns, exactly half the interviewees cited dealing 
with a high volume of applicants and the difficulty of managing web-based 

recruitment as a ‘very big challenge’ or ‘big challenge’. Smaller companies 
(100-500 employees) saw web-based recruitment as less of a challenge – but 

this may be because they have less ambitious web plans, and may be dealing 
with lower volumes.  
 

Surprisingly, onboarding (the activities that take place between receiving a 
job offer acceptance and getting the new hire up and running) was a bigger 

challenge for the smallest companies (58%) than the largest (30%). 
Onboarding is usually a particular problem for large companies because of the 
sheer complexity of managing activities across a wide range of business 

functions including HR, payroll, IT, and facilities management. One possibility 
is that the HR respondents to this survey may have taken a more functional 

perspective, not taking account of the large numbers of activities that occur in 
other business functions to bring new hires on board. It’s likely that the 
response would differ if the same question were put to all participants in the 

onboarding process at large companies, especially in IT.  
 

 

How significant have the following issues been over the last year?
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Part Two: Tackling Web-based Recruitment 

 

2.1 Adoption of web-based recruitment 
The survey demonstrated an overwhelming appetite among interviewees for 
web-based recruitment and an expectation of significant growth. The vast 
majority of respondents – 86% - said they strongly agreed or agreed with the 

statement: “Over the next two years, my company will actively encourage 
applicants to abandon paper-based applications and apply for jobs over the 

web.”  
 
Similarly, when asked to respond to the statement that “All candidates should 

be capable of applying for jobs online (rather than by mail or phone), and it is 
reasonable for companies to require them to do so”, 72% of respondents 

agreed.  
 

Yet despite this enthusiasm, adoption is still relatively low, with larger 
companies leading the way. Webster Buchanan assessed uptake on the basis 
of two core components of web-based recruitment:  

 
• Informational and promotional, where the web is used as a means of 

displaying information about vacancies and marketing the company 
• Transactional, where candidates apply online and interact with the 

company over the web 

 
 

Table 1. Components of web-based recruitment 
Informational and promotional Transactional 

� Details of vacancies  

� Individual job descriptions 

� Information about organisation, 

highlighting benefits of joining  

� References from existing employees  

� Employment policies 

� Use of video, podcasts, text 

 

� Applicants submit applications online 

(use of forms ensures consistent 

information) 

� Automatic acknowledgements 

� Filtering of applications 

� Applicants can submit questions via 

web forms or email 

� With candidate self-service, applicants 

can track the progress of their 

applications 

 

 
 
At an informational level, adoption levels are relatively high. Over a third of 

interviewees (37%) post jobs on their own website today, although this does 
not include any respondents from smaller companies (100-500 employees). A 

further 45% of all respondents plan to do so within twelve months, meaning 
that four out of five interviewees will be using their own sites to display 
vacancies over the next year.   



W E B S T E R •••• B U C H A N A N •••• R E S E A R C H   

Webster Buchanan Research © 2008 12 

 
A significantly lower proportion, however, are going so far as supplementing 

the postings with advertising to drive applicants to their site (as opposed to 
traditional advertising of vacancies). Only 16% do so now, and 34% plan to 

this year.  
 
Meanwhile, slightly less than a quarter of respondents (23%) post jobs on 

third party websites, with a further 41% planning to do so this year – and 
again, smaller companies lag behind. 

 
At a transactional level, the levels of web-based recruitment adoption are 
lower. Only 16% of interviewees allow job applications to be submitted via 

their website, with a further 26% planning to do so this year. Similarly, less 
than one in ten is currently able to handle web applications electronically 

throughout the entire applicant review, shortlisting and interviewing process, 
with 17% planning to do so within a year.  
 

The slight disparity between the number of people receiving applications online 
and handling them electronically end-to-end suggests some companies simply 

take applications over the web and then print them out – not an uncommon 
approach during the early adoption of web technologies. 
 

Adoption of more sophisticated candidate management techniques is also 
relatively low. Less than one in ten respondents allow candidates to track 

applications over the web, although a further 19% plan to do so within a year, 
and another 30% long-term. 
 

 

2.2 Benefits and challenges  
While adoption of web-based recruitment may be relatively slow, respondents 
were clear that the benefits outweigh the challenges. Asked to rank six 

potential benefits on a scale of 1-5, where 1 represented ‘no benefit’ and 5 
meant ‘very beneficial’, the average score ranged from 4.26 for the greatest 
perceived benefit to 3.81 for the lowest. By contrast, using the same scale to 

rank potential challenges, where 1 represents ‘no barrier’ and 5 a ‘severe 
barrier’, the highest challenges averaged 3.29 and the lowest 3.04. 

 
As outlined in Part 1.2 above, the top two benefits of web-based recruitment 
were sales and marketing-oriented – the ability to extend the reach of 

recruitment campaigns (average ranking of 4.26) and the ability to market 
their organisation creatively on the web (4.22). Respondents also ranked the 

ability to provide more information about their companies and each vacancy 
than they can in a print advert as a significant benefit (3.99). 
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Other benefits were process-oriented. Achieving efficiency gains from 
handling applicant information electronically, and the ability to filter/screen 

candidates (e.g. for eligibility to work in the UK), were ranked third equal 
(4.13). Receiving consistent information from all applicants (e.g. by 

requiring them to fill in online forms with specific questions, rather than simply 
submitting their CV) was rated at 3.81. 
 

Not surprisingly, the biggest barrier to adoption of web-based technology was 
the cost of buying and/or developing web capability (3.29 on a scale of 1-5). 

Intriguingly, it was closely followed by concerns about geographical 
relevance (ie receiving high volumes of applications from people outside the 
respondents’ immediate catchment area) at an average of 3.25. This kind of 

concern is likely to be allayed over time as companies come to appreciate how 
filtering technologies can eliminate inappropriate applicants.  

 
The difficulty of building a credible business case for investment was 
ranked at 3.06, with concerns about insufficient in-house technical skills just 

behind. 
 

Benefits of web-based recruitment
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Part Three: Recruitment Automation and Hosted 

Services 

 

While web-based recruitment software provides a ‘front-end’ to the outside 
world, much recruitment software focuses on automating and managing 

internal processes. The breadth and depth of functionality in software packages 
varies, but typically includes  

• Tools to enter and manage applicant data 

• Workflows to route information as candidates progress through the 
entire recruitment cycle 

• Systems to handle transactions such as scheduling interviews and 
issuing offer letters 

• The ability to publish job listings 

• Self-service capability so that managers, candidates and third party 
recruitment agencies can enter data and check on the progress of 

applications 
• Links to third party services for background checks  
• Reporting and analytical capability (see Part Four).  

• Electronic filtering of applications (e.g. through intelligent search) 
 

Wherever organisations find that the volume of applications makes their 
manual processes too onerous, or when speed of recruitment is a key 
requirement, recruitment automation is a potentially valuable option.  

 

 

3.1 A fast-growing market for internal automation  
The number of respondents using software to manage their internal 

recruitment activities is still relatively low at just 14%. But the market for 
recruitment automation is growing fast, and there is a clear intention on the 

part of most interviewees to invest in technology – almost a quarter (24%) 
plan to do so within the next twelve months, a surprisingly large proportion of 
the total response base, while 41% plan to in the long-term. The low number 

of current users is itself surprising, given that most HR management software 
suites at the very least contain basic applicant tracking systems. The 

implication is that organisations are either unaware that they already own this 
capability – which is quite a common occurrence among users of multi-module 
business suites – or are waiting to purchase more sophisticated recruitment 

software. 
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While the main perceived benefits of web-based software are seen in terms of 
reaching out to candidates, the drivers for investing in recruitment automation 

are much more focused on internal process efficiency. Asked to rank how 
important different factors were when considering buying recruitment software 

on a scale of 1-5, where 1 represents ‘unimportant’ and 5 is ‘extremely 
important’, respondents cited cutting the cost of recruitment (e.g. by 
reducing HR administration overhead) as the most important (average score 

4.46). This was followed by speeding up the recruitment process (4.33) – 
which, as we indicated in Part 1.3, can make the difference between hiring and 

losing a top candidate – and creating a central database to manage 
applicants more efficiently.  
 

In equal fourth place (4.27) came improved reporting, which we explore in 
Part Four below, and the ability to automatically filter job applications. The 

ability to integrate recruitment software with the core HR management system, 
so that successful candidate data can be automatically transferred from one to 
the other, featured as a middling issue, ranked sixth with an average score of 

3.84. As we indicated in Part One, manager self-service capability, allowing line 
managers to track the recruitment process, also comes lower on the list of 

priorities for HR managers at tenth, but is still seen as moderately important 
with an average score of 3.6. As awareness of the wider benefits of self-service 
grows – both for managers and candidates – this capability is likely to grow in 

importance. 
  

 

Top five factors when considering buying recruitment software
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3.2 New software models: hosted services  
The ‘hosted services’ model – otherwise known as ‘software as a service’ – first 
emerged in the IT sector in the Internet boom years of the late 1990s, and has 

now been established as a credible approach for both large and small 
companies. Instead of purchasing a traditional software licence and running 

the software on in-house systems, in a hosted environment the supplier runs 
the software for you and you access it over the internet, often for a monthly 
fee. 

 
Asked whether they would consider a hosted service when they purchase 

recruitment software in the future, 55% of respondents said ‘yes’ or ‘possibly’, 
while one third said ‘no’ and 12% ‘don’t know’. Considering that hosted 
services is a relatively new approach for what is a typically conservative HR 

audience, it’s significant that a small majority of respondents are already open 
to considering it as a viable option.  

 
Analysed by company size, 79% of companies with 250-500 employees 
answered ‘yes’ or ‘possibly’, with 70% of companies of 5000+employees 

responding the same way. Conversely, 43% of companies with 500-1000 
employees and 46% of companies with 1000-5000 members of staff said ‘no’. 

These mixed results imply that company size alone is not a key factor in 
attitudes to hosted services – and it’s clear that it is now a viable option for 
both large and small organisations. 

 
Asked to rank the potential benefits of the hosted services model on a scale of 

1-5, where 1 represents ‘no importance’ and 5 represents ‘very important’, 
three factors were closely grouped together at the top of the list: 

 
• It allows respondents to avoid the hassle of installing, managing and 

upgrading their own software (average score 3.89) 

• It reduces the cash flow impact of buying software because 
companies typically pay regular fees rather than an upfront licence 

(3.86) 
• It allows users to access the system from multiple sites, and from 

home (3.83) 

 
Other notable benefits include the fact that companies always have access to 

the most up-to-date software (3.72), something that particularly appealed to 
small companies of 100-250 employees, where 75% ranked it 4 or 5. 
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Importance of benefits when deciding whether to use a hosted service
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Respondents were also asked to identify the barriers to adoption in deciding 
whether to use hosted services, ranked on a scale of 1–5, where 1 represents 

‘no barrier’ and 5 represents a ‘severe barrier’. The top two concerns were 
about privacy (average 3.75) and data security (3.73), both common issues in 

any kind of outsourcing arrangement.  
 
As an aside, there’s an argument that hosted services offer better privacy for 

HR management than in-house systems – whereas an in-house IT team may 
be tempted to sneak a look at salary and other personal data stored on its 

systems, that information is largely meaningless to service providers dealing 
with data that relates to people they don’t know. This argument doesn’t yet 
appear to be resonating with HR professionals, however: asked to rank it as a 

potential benefit of hosted services on a scale of 1-5, respondents positioned it 
lowest at 3.29. 

 
The third potential barrier was concern about integration with existing in-house 
systems (3.47). In some respects, this is a surprisingly high showing. Unlike 

many other people management disciplines, recruitment can largely be run as 
a discrete process. While it requires data input from the core HR management 

system at the beginning of the process, and one-off data transfer at the end 
when details of successful candidates are passed through to the HR 
management system, in between, it largely functions as a standalone 

operation. From a technology point of view, therefore, the amount of systems 
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integration work required is relatively low, regardless of whether you’re 
transferring data from a hosted service or traditional in-house package – and 

for that reason, it lends itself particularly well to the hosted services model. 
Perhaps less surprisingly, this was more of an issue for companies employing 

1000-5000 people (mean score of 3.9) and 5000+ (3.6), where integration 
issues generally tend to be far higher up the IT agenda. 
 

Interestingly, concerns about service availability or uptime were relatively low 
among the whole respondent base (average 2.78). This most likely reflects the 

fact that leading hosted services providers can now point to track records of 
high availability – and in many cases, higher than companies are used to 
experiencing in-house.  

 
Organisations were also less worried about meeting resistance from their in-

house IT team (2.17), a low score given the potential concerns among IT 
professionals about loss of control and the security implications of having data 
managed off-site by a third party. The findings are not skewed by smaller 

companies with less influential IT departments – in fact, 60% of respondents in 
companies with 1000-5000 employees saw it as no barrier at all. 

 
 



W E B S T E R •••• B U C H A N A N •••• R E S E A R C H   

Webster Buchanan Research © 2008 19 

 

Part Four: Slow progress in Reporting and Analysis 

The final part of the survey investigated the metrics respondents report on in 

order to analyse the efficiency and effectiveness of their recruitment 
operations. Research from Webster Buchanan has consistently pointed to the 
relatively low level of adoption of business-oriented metrics across the people 

management sector as a whole, particularly when compared to other business 
functions such as finance or sales – and this survey is no exception. That said, 

there are some encouraging signs.  
 
The vast majority of respondents report on the number of vacancies (90%) 

and time/days to hire (82%), the two basic staples of recruitment 
measurement. Fewer of them, however, put these measurements into context. 

Only 11% compare time/days to hire with previous years, while another 33% 
plan to do so within a year – and only 19% compare their performance with 
external benchmarks today, while another 42% plan to do so within a year. 

Likewise, only 7% drill down to analyse the root cause of delays, with another 
37% planning to do so within one year. 

 
These measurements are very much HR-centric, and adoption of 
measurements that are more meaningful to the wider business is generally 

lower. From a financial perspective, less than a quarter of respondents (23%) 
report on the direct cost of recruitment, such as adverts or agency fees, with 

another 29% planning to do so within twelve months. Smaller numbers report 
on indirect costs (e.g. time spent by HR managers or line managers), with just 
6% doing so today and 29% planning to this year. This is a surprisingly low 

figure. While it doesn’t imply that costs are not controlled – most organisations 
are presumably working within a budget – it does suggest that the costs are 

not being monitored outside the standard budgeting cycle.   
 
Another cost-related measure – time to productivity for new hires – has even 

lower results. Only one interviewee reports on this today, although 39% plan 
to within a year, and 53% plan to long-term. Likewise, only 5% of respondents 

report on the retention rate of new hires (e.g. first-year turnover of high-
quality candidates), with 20% planning to within a year. The fact that almost 
three quarters plan to do so long-term indicates that the value of this metric is 

appreciated, even if it’s not widely deployed today.  
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Do you report on or plan to report on the following financial metrics?
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The level of reporting on the effectiveness of different sources of candidates 
is also low. Only 7% of respondents report on the average cost of hire by 
source (e.g. newspaper or web adverts), with 34% planning to do so within a 

year – and only 3% measure the quality of applicants by source, with 37% 
planning to do so within twelve months. Adoption of these kinds of metrics will 

be a good indicator in the years to come of how effectively organisations are 
switching to a marketing-centric approach to recruitment, where response is 
measured in terms of both the cost of generating leads (or candidates) and the 

quality. 
 

One piece of good news, however, is that one third of respondents (34%) 
already report on the business impact of unfilled vacancies (e.g. the impact 
on productivity), with another 28% expecting to do so within twelve months 

and 37% planning to long-term. This kind of business-centric reporting is 
becoming more critical as people management shifts up the boardroom agenda 

– not just in recruitment, but in every people management discipline. If 65% 
of HR managers really are focusing on business impact by this time next year, 
it will mark a significant step in the evolution of HR’s relationship with the rest 

of the business. 
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