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off a Craigslist posting that are guilty of inattention to detail. Major advertising firms 
have posted listings that weren’t suitable for an elementary school web development 
project. 
 
After standardizing the appearance and tone of your job listings, turn your attention to 
content. Putting your company logo on the job posting is the first step. Consider it 
necessary but not sufficient, especially if your organization doesn’t yet have a 
universally recognized brand. If you’re not Microsoft, Google, or a company that is 
similarly recognized, there is a good chance that a potential employee will have a 
neutral reaction to your logo. Start creating a positive view of your company with job 
seekers by using the job description to your advantage. 
 
Most job descriptions don’t pass muster. Here is a job description taken from a major 
job board: 
 

Programmer Analysts 

- Job Site: Sunnyvale, CA. 

- Job may involve working at various locations throughout the US. 

- Developed Test Plan for manual, automation and Load testing; designed the automated scripts 

using Quick Test Professional; designed and Executed the Load Test Scripts using Load Runner; 

used Quality Center for requirements gathering, test case designing and executing tests in Test 

Lab; designed and maintained Defect Management Process using Quality Center. 

- Tools Used: Quality Center, Quick Test Professional, Load Runner. 

- Minimum Education: Bachelor of Science in Computer Science or equivalent. Minimum Experience: 

Five (5) years. Employer will accept any suitable combination of education, training or experience. 

Position requires five (5) years of post baccalaureate experience that is progressive in nature. 
 
Are you excited to apply for this position right now? Me neither. At best, this is a missed 
opportunity to excite someone. At worst, this bland text means a lost applicant or 
referral source. On the other hand, a well-written job description can serve as a viral 
marketing piece and get tremendous visibility for your job. Instead of a bulleted list of 
“must-haves,” the job description should answer the following question for a candidate: 
why should I care? 
 
Highlight the aspects of the position and the company that will be most appealing to the 
right candidate. Is it the potential for companywide visibility? How about the ability to 
telecommute on Fridays? Whatever the unique perks of this role, make sure a candidate 
knows them up front. After reading the job description, a candidate should be able to 
clearly understand why they find the position appealing, and they should be compelled 
to apply. 
 
Again, think of the press release analogy. It lets everyone know that you’re hiring. The 
description will be widely broadcast and read. By ensuring that your company logo is 
visible, that the text is compelling, and that your company is presented in a positive 
light, you can make a powerful first impression on a potential candidate, which 
strengthens your brand. 
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2. Company Discovery 

Even though your job description may be perfect, a thorough job seeker will want to 
understand more about the company before applying. Usually that means a visit to a 
company’s website. Many companies get this one right. Peruse the Careers sections for 
a few companies. Countless hours were spent highlighting the company’s best 
attributes, be it a great benefits package or bagel Fridays. Kudos all around for letting 
potential employees know why your organization is a great place to work. 
 
The Careers section of a company website is important whether your company has a 
recognizable brand or is an unknown startup. Chances are the person looking at your 
Careers section is evaluating you as a potential employer for the first time regardless of 
your brand familiarity. In this scenario, goodwill earned through years of quality 
products or services will only go so far. When evaluating a new opportunity, the 
individual wants to know about the company’s culture and its relationship with the 
employees. Ensure that potential candidates can gather this information, because it can 
save a lot of time for both parties. For seemingly similar positions at different 
companies, the right person for the job may be vastly different. Do you have an open 
office environment with no cubes or walls? Someone who is concerned with being on 
the phone in front of coworkers will quickly discover that opportunity isn’t the best for 
them, while another person will see it as a tremendous opportunity to learn from 
colleagues. 
 
If you’ve got a sneaking suspicion that your company’s Careers web page is 
underdeveloped and uninformative, there are some simple steps to remedy the 
situation. Ask yourself why you like working there. (You do, don’t you?) What gets you 
out of bed in the morning? Then ask your coworkers similar questions. This doesn’t 
need to be complicated. If focus groups and extensive surveys are necessary, there is 
probably an underlying problem outside the scope of this discussion that needs 
attention. Once you’ve gathered the most compelling reasons to join your organization, 
get them on the website. There are multiple ways to convey this information, 
everything from compelling text and pictures on the Careers page to low-budget videos 
on YouTube. Design this with your company culture in mind, because candidates will be 
using this information to draw conclusions about what it’s like to work there.  

Staffing Agencies 

Attentive readers may have just noted that there was no mention above of staffing 
agencies. Guilty as charged; both the Opportunity Discovery and Company Discovery 
sections were written under the assumption that recruiting for the open position was 
being handled by an internal function. For many companies, that assumption is 
incorrect for at least some of their positions. For those companies that rely on staffing 
agencies, the only aspect of their business that suffers more than their brand is their 
bottom line. Since the expense of a staffing agency is already well understood (and 
since this paper is about branding), I’ll focus on how the use of a traditional staffing 
agency can negatively impact your brand. 




