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HOW TO START A CORPORATE RECRUITING BLOG

l. General Objectives
Like any good project a blog should have a specific purpose that is agreed
upon prior to starting. That purpose forms the underlying theme of the

blog, and there are three main categories for corporate recruiters.

Employment Branding
The first kind of blog is intended to promote positive aspects of your
company and provide detailed information on what it takes to get hired

during your employment process:

The goal here is to show a human side of your corporation to prospective employees, so well-written
posts by someone who passionately cares about their work are essential. This blog functions best as the
spoken version of press releases, marketing materials and job postings. It should be hosted on your site

with a featured link on the main page (or at least a prominent link on the Careers page).
Best Person to Write: Recruiter and or Marketing Department

Types of Posts: Cool things that happen within and because of the company. Detailed descrip-
tions of community service events. Softball leagues, charity events, and birthday parties. De-
scriptions of typical interview questions, explanation of company benefits, interviews with hiring

managers, pictures, photos, videos.

Industry Specific
The industry specific blog is a vehicle for marketing your company as a thought leader. The audience
here is candidates who want to work with an industry-leader, as the posts focus on latest developments,

industry trends, and best practices.

The point of this blog is comparison. The employees of your competitor (along with vendors and the

press) will read the blog as a valuable source of information on the best way to run the business. Show-
casing your industry knowledge clearly identifies your company as the place to work, so make sure there
are ways to contact you discreetly. The site should be hosted off site, but clearly be branded as a prop-

erty of your company.
Best Person To Write: Director Level and Above. Writing skills are more important than title.

Types of Posts: Links to industry publications, major newspapers, research journals. Descrip-
tions of successful projects with loyal clients. Discussions with other company executives and

industry luminaries. Book reviews.
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Interest Specific
The final blog category revolves around a hot technology or in-demand skill.
The desire is to find online communities that discuss the skill and add con-

tent of value to the online discussion.

Examples of these communities include Java programmers who link to each
other, project manager discussion boards, the college Facebook crowd, or
mortgage loan agents with personal websites. Interest-specific blogs gener-
ate a benefit similar to that of sponsoring user groups - the goal is publish-

ing relevant information that will keep the desired audience coming back to your site.
Best Person To Write: Subject Matter Expert, Technical Staff, Recruiter

Types of Posts: Community Topics (taken from other blogs and appropriately linked). Links to
industry publications, blogs, conferences. Columns written by internal experts. Stories written
about what competitors are doing right, new technology, new certifications. Discussions with

other company executives and industry luminaries. Book Reviews.

Your blog should be an expression of your company’s values, but it should not be heavily edited. If you
are concerned about excessive monitoring by management, choose the type of blog that is about some-
thing besides your company. Blogs are not press releases - they are peeks inside a company’s culture

and industry. If you don’t want to put the information on the web, talk about your industry.

Bottom Line: Keep in mind the ultimate goal is to find more and better candidates.

Il. Setting Corporate Blogging Policies/Getting Sign-Off

Take four steps to get management sign-off.

a) Compile a list of people in your industry that are blogging:

Include local bloggers as well as competitors and industry blogs from major magazines. Add the
local paper and local chambers. Provide examples of professionally written and influential blog-
gers cited in the Wall Street Journal, on CNN, and in PR white papers. Look for IBM, Intel, GM,
and Southwest Airlines to start.

b) Create a specific plan:
Talk about what you want to do, not what you won’t do. A specific blogging plan will cover your

writing policy, your comment policy, and the resources needed to implement the plan. There are
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plenty of resources on the web, as well as examples of bloggers who have already successfully

navigated this path. E-mail them and ask for help.

¢) Go to the top.

Salespeople know that decisions rarely get made when you are not talking to decision makers.
Identify who will make the final decision on your ability to blog, and start with that person. Be
sensitive that other departments, including marketing, sales, and executives themselves may
consider this their territory. Getting buy-in from the ultimate decision maker requires courage,
but a well-presented, 30-second primer on an elevator can get you the go-ahead to build a for-

mal proposal.

d) Define ROI upfront

Blogging at it's best is a strategy, not a campaign. You can try to pitch metrics of traffic, links,
and media attention, but they are difficult to guarantee. The closer the blog is to the recruiting
process, the easier it is to measure its success in attracting candidates. Some blogs will be suc-
cessful, and some won't. Defining what you are looking for can be helpful for getting approval,

but it can be detrimental to your ability to write the blog.

Bottom Line: Blogs work because they are true peer-to-peer marketing. When bloggers try to punch
above their weight by writing marketing copy and PR releases, they fail. We're at a point in corporate
communications where authentic voices of employees can have an impact. If the “voice” of your blog is

heavily edited, few people will see a reason to read, or trust the blogger.

lll. Form and Function
Good-looking corporate blogs can be set up for $0 dollars in just a few
minutes. Customized sites that incorporate identity standards and con-
form to proper web usability can be set-up by your in-house IT Depart-

ment or purchased from blog designers.

It is important to remember that business blogging is a new field, and
references will not always be available. At the same time, beware anyone
claiming years of experience in the field. Business blogging has been
around for very little time (six months to a year), and only a handful of
shops across the country have actually been paid to design corporate

blogs.
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There are several different platforms to choose from that you can use on your own. Typepad, WordPress,
Blogger are three of the biggest. If you decide to go outside, make sure the designer can explain these
different platforms and their strengths to you. Be especially careful of companies that suggest adding a
blog to your website. There are companies that use the free templates but charge you $2000 or more
for the experience.

A good rule of thumb for hiring a blog consultant is to look at their site and read their blog. Anyone sell-

ing blogging should have an active blog that is regularly updated (several times a week).

Bottom Line: Companies that have blogs with no posts or no blog at all are clearly not experts.

IV. Who Is In Charge?
When deciding who writes the blog posts, it's important to establish a clear
chain of command and assign responsibility for notifying upper management of

important issues.

A recruiting blog is not intended to replace a public relations officer, but if your
company goes through a rough patch, some people will turn to the blogger to
get the unofficial story.

This is a positive step, because it means the blogger is trusted by his or her

readers. It's also dangerous for the blogger, as information provided from the blog may not match the
official company position. Clear blogging guidelines and an experienced blogger can clear up most mat-
ters, but nothing beats getting a channel of communication to upper management for anything that looks
risky.

At the same time, corporate bloggers have to know when to draw the line about giving out information
and feel comfortable doing so. A technical specialist blogging to attract software engineers shouldn't feel
obligated to talk about 3Q results just because a reader is interested. An experienced blogger learns over
time when to respond and when to pass the buck. That being said, good bloggers look for ways to turn
negative feedback into a positive situation. When a customer or prospective employee with a poor serv-
ice experience is detected, a recruiting blog might be a great way to clear the matter up and showcase
how the company handles negative feedback.

Bottom Line: It's your blog, and you have the ability to determine what goes online, from posts to com-
ments to trackbacks (specialized links from other blogs). Transparency is good, but blogs can’t solver all

problems and answer all questions.
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V. Writing Posts

Blog posts are diverse. There are authoritative columns, long studies with hard facts, jokes, cartoons,
short links to other sites, and personal opinions on industry, product and services. Every kind of conver-
sation that human beings have is somewhere on a blog post. So in some ways, advice on writing a blog

is a mistake. The diversity is the beauty of the system.

There is the sense for many first-time bloggers that every post has to be Pulitzer-quality. It's not going to
happen. Rather than trying to hit something out of the park on every entry, the best blogging usually
mixes length and posts to give a little bit of everything to the audience. Professional columnists do this
regularly, but the best example is probably a comic. Every cartoon in the Sunday Comics is not going to
make you laugh. Even the funniest cartoon has its off days, but one good laugh or a couple of days of
stellar material keeps you coming back. This is the essence of blogging. Good material, followed by the

occasional home run.

A final note on writing your recruiting blog is to allow the community to
dictate much of your conversation. Bloggers often burn out after three

months because they run out of topics, and talking about the company

or posting positions regularly is not recommended. A vibrant recruiting

blog community is out there, and linking to other sites is a social way of
making new connections and sharing the burden of adding new con-

tent.

Bottom Line: Blogging is a conversation, not a lecture. Sometimes the best post is just sending your

readers to a post from another blogger.

VI. Connecting to the Community

Blogging is strangely not about writing. It's about feedback. When someone posts an entry onling, it is
the feedback, in the form of comments, links, and discussions from other bloggers that make the blog
most interesting and create a sense of community. There is already an online employment community
with thousands of posts offering advice, stories, and great debates between industry stalwarts and brash
up-and-comers. The community also provides the best way to generate interest in the form of hyper-

links.
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Hyperlinks are currency in the blogging world. The more links you have coming in, the higher your blog
ranks in search engines. That’s a simplified explanation of SEO, but a major reason to blog is raising your

profile in search engines, and a robust community is a built-in audience.

Well-written blogs, with great content and a likable style (called a “voice”) will help you raise your online
presence. The higher the presence, the more likely the best candidates will stumble onto your blog when

searching about your company. Thus the community is both a support system and your publicist.
So how do you connect with your community?

1) Read their blogs. Start with . There is a list of updated content and a large

number of links on the blogroll.

3) Leave comments on the blogs of others.

4) Link to interesting posts and start a conversation.

5) E-mail the authors or make phone calls to introduce yourself.

6) Start using RSS readers.

7) Join Social Networking Sites like LinkedIn, ERExhange.com, and Plaxo.

There are literally hundreds of suggestions on how to build an online community that supports your goal
of finding and hiring great candidates. That information is too numerous to list here, but it can be found

in the resources below.

Additional Resources:
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