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The colossal impact of the COVID-19 pandemic has 
been felt across the globe, redefining economic, 
political and social landscapes. 

Whether businesses are thriving with immediate spikes 
in demand or struggling to operate, the majority of 
organisations have been affected and are being forced 
to quickly adapt. 

What is certain is that the relationship between 
Business, Consumer, Employee and Candidate has 
changed irrevocably. We are all currently navigating 
through a vastly changing landscape, an era that will 
be known as pivotal in society and has already seen a 
number of transitions take place overnight.  

So how do employer brands use this to comprehend a 
new normal? As the industry looks ahead to begin 
planning for ‘AC’ (after Corona), it is widely accepted 
that we will be returning to a changed world. The 
many different scenarios and possibilities for the future 
are uncertain, however experts have determined key 
trends emerging that they believe will influence our 
new post-COVID-19 world and areas that brands need 
to consider while planning for the next stage of their 
response.

The impact of 
COVID-19 on your 
Employer Brand.

Research from McKinsey 
during COVID-19, puts altered 
brand preference to be as high 

as 75%.



 
Many, if not all businesses are still using the employer 
branding principles and models that they used going 
into the pandemic, but now on an audience that looks 
at these brands in a radically new way. Businesses are 
powered by talent. And tomorrow's successful 
businesses must re-define their persona to attract 
talent that views business differently, with different 
aspirations, needs and expectations. 

Introspective employer brands will not work in this new 
landscape. Only those employers who look outside of 
their organisation to develop research, candidate and 
employer landscape mapping, will successfully 
overcome the employer branding challenges ahead 
with a clear strategy that will resonate with potential 
employees. 

So what needs to be done? Forward thinking 
organisations are already working on renewing their 
employer branding and talent roadmap, rolling out an 
accelerated programme that will look at every 
touchpoint on the candidate journey in a connected 
and orchestrated way. One that re-assures and re-
educates AC audiences, differentiates the brand and 
looks specifically at candidate research in a new way.  

Global firebrands such as Deloitte, RWE and The NHS 
are currently re-evaluating their employer persona and 
developing new branding and digital strategies that will 
attract talent and ultimately, significantly reduce the 
cost to hire through direct market sourcing of 
candidates. All recognise that the time to act is now, 
rather than wait and react when resourcing is in 
overdrive and the old brand doesn't work.

You are not  
what you were.

63% of organisations that have 
responded have reported a 

change in candidate needs and 
expectations. 87% of those 
expect the change will stick  

Post COVID-19.



 

Our analysis has highlighted several key emerging 
trends that will impact the talent market and the             
re-development of your employer brand. 

Consumer trends predict that over the coming years 
advancements in technology coupled with greater 5G 
accessibility will continue to blur lines between 
location, travel and time through VR and AR. However 
the impact of the COVID-19 pandemic may have 
already accelerated an even more integrated use of 
technology within our everyday lives. A significant rise 
in ecommerce has also been seen across the UK and 
US amid the pandemic, with 1 in 4 now making more 
purchases online, which is expected to continue 
increasing as we move forward. And where consumer 
trends move - so do candidates. Online behaviours 
likely to continue as we shape our new normality, with 
digital channels playing an increasing role in the 
attraction and competition for talent. To the age of 55, 
over 95% of adults now possess a smartphone, 
employer brands that will dominate the new world are 
shifting everything into a digitally connected strategy.

The new digital era 
- more use of 

mobile.

Responses to COVID-19 have 
speeded the adoption of digital 
technologies by up to 3 years  

- and that many of these changes 
could be here for the long haul.



 

Up to 86% of us globally have experienced drastic 
changes in our day to day lives due to the pandemic, 
including being confined to our household. As a result, 
a large portion of candidates have experienced a total 
lack of an a normal collaborative environment for over 
a year. Businesses that have invested considerably in 
building a culture within the workplace such as Google 
and AO are re-thinking return to work strategies that 
align with employee expectations of a more 'flexible' 
approach to location. It is predicted that as part of our 
new normal, business travel and collaboration will use 
the new channels that video conferencing and 
interviewing have offered and new technologies should 
incorporate these as part of the candidate journey.

At home empires.

55% of remote workers state they 
would look elsewhere if that 

option was taken away.



 

As most customers intend to play their part during this 
crisis, they’re expecting brands to do the same. Studies 
have found nearly half of consumers across multiple 
markets believe businesses and governments should 
tackle the outbreak together, along with 1 in 3 people 
reporting they have already moved away from brands 
who they believe have not acted appropriately during 
the pandemic.  

This short term change in behaviour is predicted to 
lead to a much longer term change in attitudes, with 
brands expected to offer more than just their typical 
products and services and focus more on values and 
building consumer trust. The shift towards green 
credentials influencing candidate choice is seen most 
strongly in the younger market with over 75% of 
graduates citing that a businesses' environmental 
record influences their decision whether to apply.  
This trend is only set to get stronger as issues around 
global warming begin to make regular headline news.

The greater good.

53% of candidates state that 
sustainability is a factor in 
choosing a new employer.



 

Many predict the COVID-19 pandemic will likely be the 
‘single-most important catalyst in modern history for 
changing consumer behaviour and attitudes’. The 
outcome is expected to have a long lasting impact on 
candidates too, changing attitudes and creating new 
concerns. For 80% of the global workforce, their 
workplace has been either fully or partly closed as a 
result of the crisis. Coupled with the predicted global 
recession, there is likely to be a continued period of 
financial hardship and uncertainty ahead, which will 
inevitably have huge consequences on career 
decisions.  

Once restrictions on movement are lifted, the 
hospitality sector is also expected to see a sluggish rise 
in visitors, amid both financial and product/food safety 
concerns. Falling back into old habits and a previous 
way of life is unlikely. All of which has been seen in 
markets recovering from Coronavirus. But on a much 
more positive note, a surge in interest within the health 
and wellness industries is expected to continue into 
our new reality and our lockdown lives have 
contributed to 2020 looking to see the largest ever 
annual fall in CO2 emissions globally.

The emerging 
candidate 
landscape.

As many as 25% more workers 
may need to switch occupations 

than before the pandemic.



 

As the landscape continues to shift until more stable 
conditions carve out a new normal, brands will need to 
plan ahead as best they can. Seriously reflecting on 
current positioning and values to understand if they 
will still be relevant in changing markets and for new 
candidate preferences should be a key part of this 
approach. It is not an exaggeration to say this time will 
be critical for brands. Actions that are carried out now 
will not only be crucial for short term survival and 
navigating through the outbreak phase, but will greatly 
impact upon future growth and a return to stability 
within our new future realities. Whatever those future 
realities might be. 

Now is the time 
to act.

Only 8% of HR leaders report that 
their organisation will require all 
employees to return to standard 

work environments.



 
One in ten hospitality establishments are not expected 
to open post COVID-19. That’s 320,000 UK employees 
looking for work. The same is true of many businesses 
- retail, service and manufacturing that have seen 
customers diminish or disappear as consumer 
channels shift.  

Inevitably, employer brands will suffer the same fate 
unless they respond to the new norm and work with 
the marketing brand to call out to new audience.  

Leaders will be those who are preparing and planning 
now, mapping out every step of the candidate journey: 
Engagement, attraction, website, candidate management 
and onboarding. Ideally, this needs to be seamless, 
collaborative, digital and engaging. CX (Candidate 
Experience) taking centre stage. 

We place ‘engagement’ highest on this list of priorities. 
Engagement means a connection with your audience a 
resonance that even if the candidate is not successful, 
they still believe in your brand. Labour-intensive 
business such as the NHS and fast-food, can turn a 
successful employer brand into a key business asset. 
Employers that think this way can ensure that HR adds 
to the success of an organisation beyond the physical.  

For those organisations coming through this initial dip,  
the economy is, due to many reasons forecast to come 
very close to overheating at the end of this year. And 
though employees may be readily available in the short 
term, the long term prospects for employers is a much 
more competitive market market in 2022.

Winners 
and losers.

Some companies get low marks 
for agility during Covid, with 39% 
of employees citing that levels of 

bureaucracy being the most 
frustrating aspect to work.



 

Before COVID-19 the ‘traditional’ roadmap for creating 
an employer brand was common-place: Research and 
data interpretation, EVP and then Brand.  

In the same way the world has changed irrevocably, so 
we must surmise has the way we develop an employer 
brand. Except for a few exceptional cases, employer 
brand is intertwined with marketing brand. It’s very 
rare for one to be developed in isolation without 
acknowledgement to the values of the business. 
Therefore the starting point for a post COVID-19 
employer brand should look at the changing 
relationships that the organisation has with it’s 
customers, employees, and suppliers. These help 
define and refine who you are. 

The way forward is also complex picture - so a 
‘singular’ EVP is really too simplistic to take into 
account all the core reasons a potential employee 
would consider you the employer of choice.  

We believe the future is a much more outward looking 
method of identifying the elements that make up your 
employer brand. Candidate profiling is a proven way of 
mapping out individuals that will contribute to your 
organisation, dispensing with the EVP and developing 
an employer brand that mirrors this profile map. 

Getting back 
on-track.

84% of job seekers are influenced 
by the reputation of the 

organisation.



 

The candidate 
roadmap in a post 
covid landscape

So with an effective candidate profile map offering 
deep data insights into your future talent; a revised 
employer brand that delivers a meaningful strategy to 
engage-with and persuade candidates that you are 
right for them; and a communications roadmap that 
looks at media channels, PR, storytelling, application 
and onboarding - all within a controlled and meaningful 
construct - you’re ready to tackle the new world order 
head-on!  

Research is proving with certainty that things will never 
be the same again in all aspects of life. For candidates 
and enlightened employers this seismic shift is time of 
excitement and significant market advantage. An 
opportunity to re-write the rules and secure the best 
talent.  

It’s clear that tomorrows’ winners will be those who 
begin that process now.

Endgame.

“COVID-19 has caused the 
future of work to arrive early”
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Awesome fully connected talent solutions:  

Branding. Advertising. Website. ATS. Onboarding.  
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