
 
 

RECRUITING & BRANDING 
A Case Study 

 
Many clients have found that by 
recognizing an employee’s effort in 
recommending suitable 
candidate[s] -- they accessed an 
untapped talent pool. However, to 
get there means that an award of a 
few dollars just doesn’t ‘cut it’.  
 
Here is a real example from my 
client files [the names have been 
changed, etc.]. 
 
I was working with a large client, in 
the Ottawa area, implementing a 
Positive Employee Relations™ 
Program. Over dinner one evening 
the CEO and VP HR both talked 
about the difficulty in hiring 
technicians in a very competitive 
labour market. The demand for 
talent was much higher than the 
supply. Because of rapid growth 
they had over 100 vacancies for 
electronic technicians; and didn’t 
know how to resolve this problem. 
It was certainly causing an 
unhealthy overtime problem, to say 
nothing about expenses involved. 
 
The following occurred while dining 
at the CEO’s lavish home; I 
proposed the following for 
discussion: 

 Establish an in-house marketing 
campaign addressed to all 
employees [not just the 
technical group] explaining the 
company’s urgent need and 
difficulty in hiring community 
college graduate-level electronic 
technicians. 
 
 
There was nothing to hide or 
embellish; the technical 
community knew the problem 
only too well.  
 

 Offer each employee who 
recommended a candidate – 
who was then hired and passed 
their rigorous probation period – 
a cheque for $500 and a chance 
to win a new car! For each 
additional candidate hired, the 
employee would receive an 
additional $500 cheque and a 
lottery for a new car.  

 
For context, one needs to 
appreciate that the company was 
located in a community with 
numerous advanced technology 
firms – from start-ups to multi-
nationals. Competition for 
employees was a major issue in the 
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business community. 
 
Our client, a major Canadian multi-
national, was struggling from such 
a labour shortage that every 
technician was being asked to work 
15 - 20 hours overtime per week 
[and paid overtime at time and a 
half]; and, technicians from their 
UK facility were seconded for two 
month periods - then one month 
back home - and then another two 
months at Head Office. 
 
For many young and eager 
employees the situation [at least in 
the short term] was a financial 
windfall; for management it was an 
administrative and operational 
nightmare. 
[One always asks the question 
“Why did this issue arise in the first 
place; and what systems were in 
place to ensure this did not re-
occur?” This set the CEO off on a 
diatribe that will become another 
case study]. 
 
The age range of the technicians 
was 20 -25; mostly single males 
and earning beyond their wildest 
college dreams. There were very 
few female college technical 
graduates at that time. 
 
Now, let’s get back to the 
recommendation. A $500 dollar 
‘hiring bonus’ was no problem for 
the CEO. This was an easy cost-
benefit question. Then he asked 
the VP HR “what are we going to 
do to ensure these new hires don’t 
just stay 91 days and leave?” The 
response to this inquiry would 
come from Human Resources the 
following week. 

 
However, I was beginning to think 
the $500.00 award was not 
enough. The current group of 
technicians earned much more in 
their overtime pay; and the UK 
employees got a free ride to 
Canada for two months, and then 
back again after a month. The 
current arrangements were a sweet 
deal when viewed from the 
employee’s viewpoint.  
 
That’s where the draw for the car 
comes in. For a ‘branding effect’, I 
recommended placing the car in 
the company’s front lobby; which 
was also the employee entrance. 
(That part of the Positive Employee 
Relations™ program was a no-
brainer for them). The car would be 
a bright yellow Ford Mustang 
convertible – fully loaded. 
 
The CEO, who probably had too 
much wine over dinner, said “no”. 
He upgraded the car to a Porsche! 
 
Given my recommendation was 
based on a $30,000 car; he was 
soon taken aback by the financial 
return and the employee 
excitement he could spark. 
 
His ‘marketing hat’ was well in 
place at this point. “One hundred 
plus approved” he said. “What a 
great trade off -- no open 
vacancies and an astonishing 
amount saved on overtime!” 
 
He was right to up-grade the car - 
the enthusiasm was outstanding. 
Some customer deadlines were not 
being met and some Quality 
Assurance problems were 
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becoming very problematic. He 
now saw a legitimate way to move 
from problem stalemate to 
resolution. 
 
The next day the VP HR, the 
Recruiting Manager and I, using 
the table in my hotel room, began 
mapping out the details of two 
programs. 
 
First, how to get this employee-
based recruiting campaign off the 
ground and sustained; and, 
second, how to ensure this 
recruiting nightmare did not 
happen again in the foreseeable 
future.  
 
 
The resolution to both issues 
brought the VP Operations into the 
picture. 
 
Three days later the employee-
based recruiting campaign was in a 
Report on the CEO’s desk; and the 
VP HR would be the ‘champion’.  
 
The second concern turned out to 
be a whole different problem that, 
at its core, was a number of VP-
level executives and their turf or 
silo-related decisions. 
 
The CEO approved an extension to 
the second issue and quickly 
authorized the hiring of a senior 
‘organization development’ 
manager to address the silo and 
related issues/managerial 
behaviours. [The second 
assignment became a much bigger 
problem to resolve than the CEO 
initially imagined.] 
 

The employees’ reaction to the 
‘recruit a technician campaign’ was 
overwhelming! They asked for 
more information, particularly 
about the company’s willingness to 
hire European and Asian 
technicians. This was not going to 
be a problem for my client and the 
in-house legal department was able 
to clear any potential problems 
with Immigration Canada. [The fact 
that the then Prime Minister and 
my client were university friends 
didn’t hurt]. 
 
Many employees asked if the newly 
hired technicians, after their 
probation period, were eligible to 
participate in the ‘recruit a 
technician program’. The answer 
was obviously “yes”; but we had 
not thought to add that piece into 
our original planning. 
Always be open to new ideas 
and/or suggestions! 
 
After the campaign ran for eight 
months, the winner of the new 
Porsche was selected at the 
company’s Christmas/Winter 
Solstice Party. The President, while 
on stage, drew the winning name 
from a rotating wire drum. The 
winner was a Purchasing Assistant 
in the Logistics Dept. She had 
recommended her brother who, at 
the time, was living in Denmark. 
  
A few weeks after Christmas, the 
winner went and spoke to the CEO. 
She had not yet taken possession 
of the car. After some family time 
talking over her concern, she asked 
if the CEO could arrange that she 
receive the dollar value of the car – 
not the car. Naturally he was 
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surprised (remember the Porsche 
was his idea), but said that would 
be okay but could she explain the 
‘why’ of her request. 
 
Her mother was a recent cancer 
victim and she wanted to donate 
the funds to the Cancer Society in 
her mother’s name. The CEO (ever 
an entrepreneur) immediately said 
the Company would match her 
donation to the Cancer Society. 
 
Once the Public Relations Manager 
got the story, a personal letter was 
sent to each employee, signed by 
the CEO and the Purchasing 
Assistant. It explained the family 
background and the ‘Porsche’ 
outcome. This topic filled the entire 
next issue of the company 
Newsletter; it even appeared in her 
home town Newspaper – the 
Glasgow Daily Record. The story 
was all over the CBC as a result of 
the Cancer Society’s involvement.  
 
Within one month every vendor 
and customer of my client’s 
Company was in some way 
involved in the loop. The goodwill 
was outstanding! 
 
After all the excitement settled 
down, I met with the VP HR and 
asked for an up-date – ten months 
after the ‘recruit a technician 
campaign’ had begun. His answer 
(summarized): 
 

 105 technicians had been hired, 
 200+ resumes were in the 
processing stage, 

 Employee turnover, on a 
monthly basis, was down 60%, 

 Employee Branding was now 

understood across this 
international company 

 The Steelworkers Union had 
started campaigns at four other 
technology companies in the 
area; but never approached my 
client’s employees and was not 
handing out literature at their 
parking lot gate. 
 

Was the $500 initial cost worth the 
outcome? Was the Porsche worth 
the outcome? He gave me a 
handshake and a big hug 
(somewhat unexpectedly) and went 
off to his next meeting. The CEO 
and I scheduled a further dinner 
meeting that evening. 
 
THIS A GOOD PLACE TO STOP! 
 
 

 


