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Gen Z - the generation born between 1995 and
2015 - is open to innovative solutions, creative and
eager to transform the world. Technology and the
internet accompany them in almost every aspect
of their lives, and digital media is their natural
environment. Entrepreneurial and determined,
these young people seek challenges at work... And
they represent a significant percentage of those
entering the job market today.

The question is: how do we recruit them?
Use this checklist to plan your next employer
branding campaign.
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Knowing your target group can help you
anticipate the needs of your target
audience and align those needs with your
overall business goals. Ask yourself: who
are you talking to, who is Gen Z, how do
they think and live? How do they
communicate, what channels and
platforms do they use? Knowing this will
help you get them to react and engage as
you would like them to.
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Sometimes it’s worth starting from
scratch - by that we mean focusing on the
core identity of your brand, its internal
culture and the specific position for which
you are recruiting. Only then will you be
able to create a message that highlights
the most compelling aspects of the role
and reframes how the brand is perceived.
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In broad terms, Gen Z is constantly
connected to the internet. The lives of the
young people born after 1995 have been
intertwined with technology from birth; they
probably don’t remember a time before
Facebook, iPhones and Netflix. If you want
to attract them and present them your
brand vision and mission you need to be
where they are. To do so, remember to
unlock the power of your data from digital
channels: use testing, analytics, and
measurement to get objective data related
to your target audience.

— E— m— m— o o o o o o

-—

Q rhapsody



ST YOG LANG
J0R ARG P

When used well, brand language has the power
to raise awareness, fuel recognition and instil
familiarity. Any consumer touchpoint can be
transformed with recognisable visuals that will
establish the brand connection you’re looking
for. Involve your marketing team when creating
the campaign and, if you need creative help,
hire an external creative agency. Approach the
campaign with a “what if...” attitude.
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A successful employer branding campaign needs E
both engaging content and sincere :
communication. Communicate in a bold and :
creative way, while remembering to be honest ®
and clear about your expectations. Building a :
connection with potential candidates requires :
creative thinking and innovative campaigns. E
1
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Talk with the candidates about their s

impressions of the campaign. How did N e - -
it make them feel? What was their

reaction? Did the campaign catch

their attention?
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A test-and-learn approach will allow you to adjust
your campaigns. Gen Z has different expectations
and engages differently than older generations do,
so companies need to react accordingly. Analyse
your campaign: see what worked and what didn’t,
then make adjustments and create a new
campaign based on your findings.
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The solutions involving bold creatives,
dedicated illustrations etc. can be checked
in our portfolio - for anyone wanting to
explore a real case study there's Amazon
and an interview with the illustrator. Learn
how Rhapsody can help you successfully
hire your workforce.

QO rhapsody



GONTAGI 0

Contact us or read the case study
about how we helped Amazon
Logistics attract Gen Z candidates.

Contact us

e Read our article about Amazon

recruitement campaign.

e Read the

behind the Amazon campaign artwork

interview with the illustrator
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