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Introduction

This is the 3rd edition of the Top-Consultant.com annual 
recruitment channel survey, and the 2004 edition delivers far 
more insights than ever before. Almost 1,600 Management 
Consultancy candidates completed the survey this year, which 
we hope makes the 2004 report your definitive resource for 
maximising the effectiveness of your recruitment campaigns. 
Many of the lessons to emerge are highly relevant to all 
recruiters – not simply those in the Management Consultancy 
sector. Just some of the core lessons to emerge from this year’s 
report include:

Optimising the careers section of your website – strategies to 
attract and secure applications from the best candidates

Internet vs Paper based advertising – comparative market 
reach and effectiveness assessed 

The best candidates work with the best recruitment firms –
but who do candidates view as the best recruitment agencies?

Staying ahead of the pack in 2004/5 – strategies and best 
practices you can implement immediately

As for online recruitment, the medium has come a long way in 
the last 3 years, but it remains a tool that has only been put to 
the test in a candidate-rich environment. What will happen as 
the upturn gathers pace? Without doubt there will be winners & 
losers in the online recruitment battle. Those implementing the 
best practices outlined in this report will slash costs-per-hire and 
recruitment cycle times considerably.

http://www.top-consultant.com/
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Introduction, continued

The challenge for HR & Recruitment professionals is to ensure 
that these best practices are understood and implemented 
throughout the organisation – before a full-blown war for talent 
becomes reality again…

We hope you find this report a valuable resource.

The Top-Consultant.com Management Team

http://www.top-consultant.com/
http://www.top-consultant.com/
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Executive Summary

Key Trends and Action Points for Recruiters

This report will give you the insights you need to enhance 
the effectiveness of your recruitment campaigns in 2004/5. 
Each chapter consists of two parts:

Firstly an overview of the major trends identified by this 
year’s survey results.

Secondly a series of       ideas boxes that capture many of 
the key action points from the report.

The Executive Summary provides an overview of the key 
trends in the management consultancy recruitment space. 
The findings are UK-oriented, but many of the report 
conclusions are relevant for a global audience of recruiters 
– regardless of location or profession.

The key message is summed up by Tony Restell, a Director 
at Top-Consultant.com, who comments:

“The survey has highlighted significant areas of untapped 
potential for both recruitment consultants and HR 
managers – initiatives and changes in strategy that could 
impact the effectiveness of recruitment campaigns, both 
online and offline. Managers who want to remain ahead of 
the competition in the next 18-24 months will want to act 
on these findings as quickly as possible”

Ideas that can be quickly implemented are 
highlighted like this throughout the report



6Sponsored by Jopit.com >> the #1 search engine for jobs

The Top-Consultant.com 2004 Recruitment Channel Survey

Executive Summary

Key Trends and Action Points for Recruiters, continued

The survey results indicate the current market has three clear 
segments:

1. Recruitment consultancies & job sites – able to generate 
large volumes of applicants quickly.
2. Personal referrals – potentially able to reach a wider pool 
of candidates, but only generating a small no. of applications
3. Corporate sites & newspapers – the least-used channels in 
today’s market

Candidate 
Channel Use

Job sites &
Recruitment Agencies

Corporate Sites
& Newspapers

Personal
Referrals

High

Low

Share of 
applications

High
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Executive Summary

Key Trends and Action Points for Recruiters, continued

The survey results indicate that 2 channels have the 
potential to significantly increase the volumes of 
applications that they generate in the next 1-2 years, but 
only if recruiters actively embrace strategies to strengthen 
these channels.

The first of the under-performing channels is corporate 
sites. Corporate sites have been slowly increasing their 
share of applications over the last 3 years – up from 8% to 
13% of all applications. However, they have the potential 
to at least double their share and become one of the major 
recruitment channels. Boasting the most attractive 
selection of jobs of any channel, corporate sites could and 
should collectively outperform internet job sites. However, 
as Chapter 6 documents, recruiters must improve the 
marketing and site design of their careers pages to 
maximise the potential of this channel.

Personal referrals, meanwhile, are candidates’ preferred 
method of finding a new role. Employee referral incentive 
schemes have been scaled back during the downturn, but 
the survey findings suggest this could become an important 
candidate generation channel again if incentives and 
emphasis are put back on the internal referral process.

HR Managers needing to generate a shortlist 
quickly will do best through internet job sites or 
recruitment agencies
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Executive Summary

Key Trends and Action Points for Recruiters, continued

Our expectation is therefore that the importance of the 5 
recruitment channels will be transformed (see below) 
within the next 18-24 months, with those companies that 
are fast to adapt securing a significant competitive 
advantage over the competition.

Candidate 
Channel Use

Job sites &
Recruitment Agencies

Newspapers

Low

High Personal
Referrals

Corporate Sites

Recruitment is becoming a strategic priority again 
and a large proportion of these additional 
recruitment requirements could be filled internally 
if the potential of corporate careers sites and 
personal referrals are exploited.

Share of 
applications

High
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Executive Summary

Optimising Recruitment Strategies In The Modern E-World

The rest of this report details the full survey findings and 
the conclusions that have been reached with respect to 
optimising recruitment campaigns in 2004/ 5. Some of the 
key recommendations are outlined below as an action list 
for recruiters wanting to assess their current practices

Use a mix of recruitment channels since no single channel 
used in isolation has sufficient candidate penetration to 
guarantee success

Turn to internet job sites and recruitment agencies if you 
have urgent requirements to fill

To gain competitive advantage over competitors, focus on 
improving your internal referral programme and the 
effectiveness of your corporate careers site – the two 
channels with the most unexploited potential

Implement our strategies for marketing your corporate 
careers site and optimising your site layout so as to 
maximise the number of direct applications you generate

Maintain strong relationships with recruitment agencies as 
candidates continue to value the service that they offer

Avoid committing to bulk-buy deals at mass-market job 
sites, as most are strong in some sectors and not in others.  
Tailor your spend and use sites only in the segments where 
they are strongest
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1. A profile of the respondents

This year we achieved almost 1,600 candidate responses to 
our survey, up from 965 replies in 2003. A high proportion 
of respondents work for the major branded consulting firms 
such as Accenture, BearingPoint, CGE&Y, IBM / PwC,
PA Consulting, Deloitte and McKinsey – with the 
remainder working at smaller niche firms.

This survey is an online survey, so by definition all those 
candidates that participated in the survey do actively use 
the internet and do know the Top-Consultant website. All 
results should therefore be viewed in this light.

However, in inviting 130,000 people to participate in the 
survey we believe the 1,600 survey responses are a 
representative sample of the total candidate pool and that 
the results are not significantly distorted as a result. The 
report findings support the notion that there is a lack of bias 
in the sample. Recruitment firms that have never advertised 
on Top-Consultant have performed very well in the 
candidate ratings, suggesting that the user base is now large 
enough to reflect the total recruitment market for 
management consultants – not just the portion that use our 
site.

The survey questions were put to our readership during 
December 2003 and January 2004. Previous years’ results 
were also collected in the preceding December / January 
periods, allowing direct comparisons from year to year.
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1. A profile of the respondents, continued

Most of the respondents to our survey have been with their 
current employer for less than three years.  As a result the 
views expressed in the survey contain recent recruitment 
experiences, in particular during 2002 and 2003.

% of respondents

Experience with current firm

0%
5%

10%
15%
20%
25%
30%
35%

< 6
Months

6 - 12
Months

1 - 2
Years

2 - 3
Years

3 + Years

Source: 2004 Recruitment Channel Survey

This profile is consistent with the 30% churn rates often quoted
in the management consultancy industry. These churn rates 
imply an average employment duration of around three years, 
which is also the average of our sample.

Respondents were asked about their most recent experience of 
being recruited and of searching for a new consulting role.
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2. Recruitment channels – size, effectiveness & 
candidate preferences

2.1 Share of applications

Our ~1,600 respondents were asked to estimate how many 
applications they had made through the five major 
recruitment channels. This produces one measure of the 
importance of each recruitment channel within a 
recruitment strategy – the share of CVs produced per 
channel.

0% 20% 40% 60%

Internet

Agencies

Newspapers

Personal Referrals

Corporate Sites

2001/02

2002/03

2003/04

% of applications

Candidate 
Recruitment 
Channel

Source: 2004 Recruitment Channel Survey

The above chart illustrates just how much of an impact 
internet job boards have made. For each of the last 3 years 
job boards have generated more CV applications than any 
other recruitment channel. Newspaper advertising appears 
to be the channel that has declined as a result – now 
generating less than 19% of management consultancy 
applications, or a fraction of what was being generated in 
the late 1990s.
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2. Recruitment channels – size, effectiveness & 
candidate preferences

2.1 Share of applications, continued

It is also interesting to note that Corporate websites still 
only generate 13% of applications, despite heavy 
investment by many consultancies in developing this 
technology. As Chapter 6 will explain, inadequate 
marketing and a poor user experience are to blame (things 
which can easily be improved).

Executive Recruitment Agencies generate 21% of direct 
applications.  They do, however, have a much larger share 
of total applications as many newspaper adverts and web 
adverts are placed by them.

The much lower than expected share of newspaper 
advertising is mainly driven by aggressive switching by the 
main advertisers – consultancies and executive recruitment 
firms – to web based solutions. This has also forced some 
publications to close down, resulting in a permanent shift 
to online alternatives.

Recruiters must consider both market penetration 
and share of applications generated when deciding 
on the right balance of channels to use. The internet 
generates lots of CV applications but does not reach 
all candidates…
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2. Recruitment channels – size, effectiveness & 
candidate preferences

2.2 Channel Penetration - % of candidates using each channel

The channel penetration figures are revealing for they show that
recruiters cannot rely on one channel alone to fulfil their 
recruitment needs. If only 50% of candidates are using 
recruitment firms to apply for jobs, it would clearly be wrong to 
expect to reach the whole market by using a recruitment firm 
alone. The same can be said for each of the channels.

Personal Referrals remain the preferred route to securing a new 
job, with over 60% of candidates having applied in this way.

0% 20% 40% 60% 80% 100%

Agencies

Personal
Referrals

Internet Job
Boards

Newspapers

Corporate
Sites

2001/02

2002/03

2003/4

% of respondents who had used channel

Candidate 
Recruitment 
Channel

Source: 2004 Recruitment Channel Survey

The poor performance of corporate sites is particularly 
pronounced in this chart. There are hundreds of corporate sites out 
there for candidates to apply to and yet only 45% have ever 
applied to any of these corporate sites. No wonder HR managers 
have to use external channels to fulfil their recruitment needs!
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2. Recruitment channels – size, effectiveness & 
candidate preferences

2.2 Channel Penetration, continued

The last trend that must be discussed is the considerable demise
of the recruitment agencies. In our first survey, a staggering 84% 
of candidates had submitted an application via an agency. In this, 
our third survey, barely 50% of candidates had applied to a job 
via an agency. Why the sudden drop?

We would caution readers to think here about cause and effect. 
The last two years can largely be characterised as a candidate-
rich era. HR Managers have very often been able to bypass 
recruitment agencies to hire staff directly. The result of this has 
been two-fold. Many recruitment firms have gone out of 
business in the last two years. Those that remain have had far 
fewer assignments to work on than they would have had 2-3 
years ago.

In a situation where there are far fewer agencies chasing 
candidates – and where they have far fewer roles to market to the 
candidates they are chasing – it is hardly surprising that the 
market penetration of agencies has suffered. However, our 
candidate feedback suggests that recruitment agencies will 
become more important again as the market picks up.

Feedback from the survey suggests many 
candidates continue to value the role played by 
recruitment agencies – so they could become a 
critical recruitment channel again as the market 
picks up and a “war for talent” scenario is re-
established.



16Sponsored by Jopit.com >> the #1 search engine for jobs

The Top-Consultant.com 2004 Recruitment Channel Survey

2. Recruitment channels – size, effectiveness & 
candidate preferences

3.6

3.4

3.3

3.2

2.9

1 2 3 4 5

Personal Referrals

Internet

Agencies

Corporate Sites

Newspapers

2001/02

2002/03

2003/04

Score (5 = highest)

Candidate 
Recruitment 
Channel

Source: 2004 Recruitment Channel Survey

Lastly, candidates were asked to assess how likely they would be
to use each of the 5 main recruitment channels when they next 
look for a new role. We wanted to differentiate between what 
candidates had done in the past and what they are likely to do in 
the future.  

2.3 Channel Preference – Candidate votes for the channels
they are most likely to use

These results indicate a number of key points. Firstly, the 
internet and recruitment agencies are likely to be firms’ two 
most effective mass-market recruitment techniques. The 
increasingly favourable view of recruitment agencies reinforces

Personal referrals are candidates’ most-favoured 
means of finding a new consulting role. 
Consultancies that are able to mobilise an effective 
internal referrals scheme will be at a distinct 
advantage over competitors.
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2. Recruitment channels – size, effectiveness & 
candidate preferences

2.3 Channel Preference, continued

the view that they will once again become an important 
recruitment channel as the market recovers.

Secondly, and critical for HR Managers looking to increase the 
number of direct applications they generate, is the score 
achieved by corporate websites. At present candidates submit 
only a small proportion of their applications via a corporate 
website. Yet this survey shows that an increasing number of 
candidates intend to submit applications direct in future.

To achieve this performance leap, HR Managers will need to 
focus on marketing their corporate careers pages – so that 
jobseekers find them before they find competitors’ sites. Equally 
critical will be experiments to maximise the conversion rates 
achieved by corporate websites – in actually convincing strong 
candidates to apply. Both these points are covered in Chapter 6.

Recruiters wanting to market their careers pages to 
active job-seekers – and drive more targeted 
candidates to their site – can  do so by ensuring they 
are listed with the key search engines. By listing 
with www.Jopit.com, for example, recruiters can 
ensure that all jobs posted to their own corporate 
web pages are automatically listed on the Jopit jobs 
search engine (or “job engine”) too.
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3. Recruitment firms assessed

3.1 Market reach
The graph below shows the share of all recruitment agency 
applications that were generated by the top management 
consultancy recruitment firms.

0% 2% 4% 6% 8% 10% 12% 14% 16% 18%
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Source: 2004 Recruitment Channel Survey



19Sponsored by Jopit.com >> the #1 search engine for jobs

The Top-Consultant.com 2004 Recruitment Channel Survey

3. Recruitment firms assessed

3.1 Market reach, continued

The graph shows that the recruitment consultancy industry is 
quite fragmented – at least in the management consultancy arena.  
However, the top 20 firms now account for ~90% of all 
applications to recruitment firms, compared with only 45% a year
ago. This is a very vivid illustration of how much the recruitment 
consultancy industry has consolidated during the recent downturn.

The market reach results suggest there are now only a half dozen
recruitment firms that comprehensively cover the management 
consultancy recruitment market – the remainder have niche 
specialisms in areas such as public sector, healthcare and financial 
services consulting.

Capacity in the recruitment consultancy industry has 
shrunk considerably in the last 2 years – with many firms 
now focused on specific niche sectors rather than having 
a comprehensive consultancy offering.

Recruiters should therefore review their preferred 
supplier lists to ensure there are no gaps in their sector 
coverage.
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3. Recruitment firms assessed

3.2 Candidate Ratings
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Source: 2004 Recruitment Channel Survey

Congratulations must go to BLT, who not only win this year’s 
vote by a clear margin – but who also secure the top spot for an 
amazing third consecutive year. Candidates praised BLT’s 
knowledgeable team, personal interaction and comprehensive 
range of opportunities. Huntswood and Prism have also 
performed well in each of the last years, whilst Michael Page is
the candidates’ most improved agency in this year’s survey.
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4. Internet Job Sites assessed

4.1 Market reach
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Source: 2004 Recruitment Channel Survey

This chart confirms the suspicions of many recruiters who have 
used the internet as a recruitment channel: job boards reach totally 
different audiences and a site that is good for one specialism is 
likely to be quite weak for another. Jobserve, as an example, is 
widely recognised as a leading IT job board – so is a market leader 
for reaching IT specialists, but not the wider range of business and 
management consultants, as this survey demonstrates.
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4. Internet Job Sites assessed

4.1 Market reach, continued

The scores achieved by the most popular job boards are very 
high. Some ~ 57% of those polled regularly review the two 
leading internet job sites for career openings, a figure which 
compares favourably with the ~37% who regularly review the 
two best-performing newspapers (see Chapter 5).

The balance here is likely to shift further towards internet job
sites in the next two years, as the take-up of broadband 
connections into candidates’ homes continues to grow.

The survey findings should be a warning to Recruiters 
considering bulk-purchase deals with a mass-market job 
site. It is very unlikely that one site will be strong in all 
the functional and sector specialisms you need to recruit 
for – so your budget is likely to be better spent across a 
range of job boards, using each site for the specialisms 
where they are strongest (getting site visitor statistics 
broken down by specialism will help you to assess the 
strengths & weaknesses of the mass-market job boards)

A major advantage of the internet is that candidate 
generation can be accurately tracked – allowing you to 
determine the sites where you have historically achieved 
the highest success rates.

>> It is therefore critical that all your online job adverts 
are set up in a way that allows you to track where CVs 
have been generated
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4. Internet Job Sites assessed

4.2 Candidate Ratings
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The core message – which has been consistent all 3 years we have 
run this survey – is that candidates are attracted to sites that cater to 
their niche areas and that offer sector-specific news and information 
over and above a simple job board.

These ratings suggest that mass-market job boards reach candidates 
through their sheer brand awareness and marketing spend, whereas
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4. Internet Job Sites assessed

4.2 Candidate Ratings, continued

niche sites are able to generate a much stronger following of loyal 
readers – who return to these sites of their own accord and are much 
more likely to recommend other candidates in their sector to begin 
using the site.

Taking into account that this is a survey of Top-Consultant’s 
readers (so that we might expect Top-Consultant to achieve the top 
ranking), it is interesting to see the lead that Monster enjoys over all 
the other mass-market job sites. In terms of both market reach and 
candidate ratings, Monster – for the recruitment of management 
consultants – achieves twice the score of its nearest rivals. 

Recruiters with broad recruitment needs would be 
advised to invest time in discovering some niche sectors 
that cater to specific needs (finance, marketing, 
healthcare, etc).

Ask candidates at interview stage which sites they review 
(as a means of generating a shortlist). Then obtain site 
statistics from these job boards to gauge their potential: 
any specialist site with 50,000+ unique visitors a month is 
likely to generate some interesting candidates.

(At the time of writing, Top-Consultant has 140,000+ 
unique visitors a month, by way of comparison)
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5. UK newspapers assessed

5.1 Market reach

% of respondents who regularly review a paper’s 
consultancy opportunities
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Source: 2004 Recruitment Channel Survey

The results of the newspaper poll were very revealing for two 
distinct reasons. Firstly – as with recruitment agencies – it is clear 
that candidates now use this channel less than in the past. Most of 
the major papers have seen a decline in the proportion of candidates 
that now actively look in their appointments pages for consulting 
jobs. However, as with the decline in recruitment firms, it could be 
that the lower number of consultancy opportunities being placed in 
the newspapers is itself a driver for the reduced interest of 
candidates in reviewing those newspapers’ appointments pages.
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5. UK newspapers assessed

5.1 Market reach, continued

The second interesting insight concerns the strategy implications 
for recruiters. It is clear that the Times’ publications (weekday and 
Sunday Times), together with the FT, enjoy quite a considerable 
market share advantage over the other papers. But it is also clear 
that a far smaller proportion of the target candidate market are
likely to see an advert appearing in these newspapers than if the 
same advert appears on a targeted job board.

The role of Newspapers’ appointments pages appears to 
have shifted from a mass-recruitment tool to one that is 
now being used more selectively – to create shortlists for 
specific high-value assignments.
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5. UK newspapers assessed

5.2 Candidate Ratings
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Amongst newspaper titles, The Times has a strong lead over the 
other periodicals based on votes for best newspaper.  It is clear from 
the above that the Times and the Sunday Times are most 
consultants’ newspapers of choice. These are the papers most likely 
to regain some readership of relevant candidates if more consulting 
positions begin to be advertised in the press again.
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6. Corporate Sites

6.1 Candidate Ratings

Corporate sites fared poorly, for the third year running. In our view 
there is considerable recruitment savings potential here that is 
yet to be realised – both by direct recruiters and to some extent by 
agencies too.

In this year’s survey, Corporate websites still only managed to 
generate 13% of applications, despite heavy investment by many 
consultancies in developing the careers areas of their sites.

This figure is staggeringly bad. Between them, corporate sites have 
the most attractive pool of jobs of any recruitment channel. Most 
jobs never get advertised on internet job boards or in newspapers (at 
least not under the company’s brand, which is the big attraction). So 
in principle, the corporate sites collectively should be a more 
attractive source of jobs than any other recruitment channel.

The fact that they generate less than a third as many applications as 
internet job boards is a reflection of:

• How poorly the corporate job boards are marketed

• The fact that careers areas of corporate websites have not 
been built with the primary goal of encouraging applications 
from the best candidates – but rather to optimise processes 
and minimise the workload of (over-stretched!) recruitment 
departments. Experiments we have conducted with leading 
branded consultancies demonstrate that over 90% of 
applications may be abandoned if the application process is 
not kept simple.
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6. Corporate Sites

6.1 Candidate Ratings, continued

Lessons to be learnt from the most successful corporate sites

Of our ~1,600 survey respondents, only 277 had made an 
application to a corporate careers page that they actually rated
highly. This shows just how much room there is for improvement.

Overleaf we present the results of these votes, but our view is that 
the order of the votes is at least as much a reflection of the 
popularity of the firms (ie. how many people have visited their 
sites) rather than a definitive guide to whose careers pages are best. 
Of far more value is the candidate feedback about what makes a 
good corporate careers section, which we present thereafter.

Company careers pages need to model themselves on the 
best practices of successful internet job sites by:

1) adopting a strategy for maximising the number of 
relevant and targeted job-seekers that visit the careers 
pages of the corporate site

2) testing the careers web pages to see how changes to the 
appearance and the application procedure impact the 
conversion rate (the % of candidates viewing the careers 
pages that then go on to apply for a job)

Job sites focus their efforts on optimising both these 
aspects of their site; the same test-learn-test approach has 
not yet been adopted on most corporate sites.
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6. Corporate Sites

6.1 Candidate Ratings, continued
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Source: 2004 Recruitment Channel Survey

Of far more value than these rankings are the tips – based 
on candidate feedback in the survey – about how to 
improve the performance of your corporate website. See 
over for details

NB McKinsey did get excellent reviews though
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6. Corporate Sites

6.2 Best Practices

Best practice can be broken down into two key areas:

1. Optimising your site to attract applications from the best 
candidates (rather than putting them off with time-
consuming procedures)
>> or Maximising your conversion rate on the site

2. Enhancing the marketing of your site, so that more of 
the right types of candidates make it to your careers 
pages in the first place
>> or Attracting appropriate candidates to visit your 
careers section

Another way to think of this is as a simple equation:

# of shortlist candidates generated from your site is equal to

# of suitable candidates that visit your site

Multiplied by

% of suitable candidates that actually apply to one of your roles
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6. Corporate Sites

6.2 Best Practices, continued

Optimising your site to attract applications from the best candidates
(or Maximising the conversion rate on your careers site)

The following comments were made by candidates about the careers
sites they really liked:

Interaction is great. Candidates like to provide information and 
then see that what is presented to them in turn has been tailored to 
their needs or circumstances.

Tips for case studies & interviews are appreciated. Candidates 
expressed “warm feelings” for those companies who actually tried
to help candidates secure a job rather than just setting hurdles that 
they had to pass.

Sites should be intuitive. Good site navigation and structure 
within the careers section encourages candidates to explore and 
allows them to make swift progress – important as much surfing 
for new jobs is done from work.

Good job postings. The strongest candidates appreciated job 
listings that were very clear about the requirements for the role, so 
they could self-select themselves and not waste time applying for 
roles to which they would be rejected; they also liked postings that 
included a “sales pitch” for why they should aspire to the job.
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6. Corporate Sites

6.2 Best Practices, continued

CV submission preferred. Sites that allow candidates to submit 
their existing CV rather than having to recreate a CV online were 
favoured.

Date-specific postings. Candidates were encouraged by sites that 
had numerous specific job postings, or time-dated postings, since 
this added to the conviction that real opportunities existed with the 
firm. Sites that just encouraged applications from candidates that 
matched a generic profile were viewed with some suspicion 
(“when was the last time they actually recruited someone?!”)

A clear process that sets expectations. Our survey respondents 
liked sites that set out the timeframe for the recruitment process 
and that acknowledged receipt of an application – including 
confirmation of the likely timeframe for a decision. Even better
were those sites that allowed online tracking of the how the 
candidate was progressing through the application procedure.
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6. Corporate Sites

6.2 Best Practices, continued

Candidates also identified a number of factors that led them to abandon 
an application to a firm and commented on experiences that made them 
view firms in a bad light:

Making demands on candidates’ time. The most frequently-cited 
criticism of all. Consultants have spent hours perfecting their CV, 
and often will choose not to apply to a firm at all if the application 
form is tedious and repetitive, “forcing me to re-enter information 
that is already on my CV”. Good candidates resent going through a 
laborious procedure that has clearly been created to sift out low 
calibre candidates – rather than attracting quality candidates.

>> this problem is multiplied because many candidates undertake 
job-hunting whilst at work. A decision to apply is then often 
thwarted as the candidate cannot possibly sit in their place of work 
filling in a lengthy application form.

“How am I supposed to fill in a long application form from my 
dial-up connection at home, or whilst sat 5 yards from my boss?!”

Sloppy site design. Consultants are very judgemental and bugs, 
errors, poor site design or out-of-date postings on the careers 
section of a site will make them question the calibre of the whole 
organisation.
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6. Corporate Sites

6.2 Best Practices, continued

Lack of feedback. Candidates resented firms that did not keep 
them in the loop re. the progress of their application. This left 
candidates – both those ultimately invited to interview and those 
rejected – with a less favourable impression of the firm. Many 
compared the application procedure to “sending my CV into a 
black hole”.

Treating candidates with contempt. Candidates acknowledged 
that some parts of the recruitment process need to be automated,
but resented receiving rejection emails that were obviously 
automated: “Am I really supposed to believe that someone has 
carefully pored over my CV when I receive a standard rejection 
email within half an hour of leaving an application page?”
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6. Corporate Sites

6.2 Best Practices, continued

Enhancing the marketing of your site, so that more of the right types 
of candidates make it to your careers pages in the first place
(or Attracting appropriate candidates to visit your careers section)

There are two issues to address here: getting lots of good traffic to your 
site; and ensuring that lots of visitors to your site make it to your careers 
pages

Ensuring that visitors to your site make it to your careers 
pages.

E-commerce sites the world over have proven that the more 
prominence you give to a section of your site, the more visitors
will find their way there. Here are some quick-to-implement 
suggestions for improving your corporate site:

• Ensure that a “Career Opportunities” link appears in your menu 
bar on every single page of your site, and make the link as 
prominent as possible.

• Cross reference your site. On press release pages, thought 
leadership pages, etc. incorporate a clickable link within each 
article to any current vacancies you have in that area.
(eg. a press release referring to the growth of your firm’s public 
sector practice should definitely include a link to see the current 
public sector vacancies your firm has) 
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6. Corporate Sites

6.2 Best Practices, continued

Ensuring that visitors to your site make it to your careers 
pages (cont.)

• If your company produces an email newsletter, include within 
this a listing of your latest openings, with links to the application 
pages on your site.

• Make sure that there is an image or box on your homepage that is 
careers-oriented and that links directly to your careers pages. Don’t 
make it hard for candidates to find your careers pages!
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6. Corporate Sites

6.2 Best Practices, continued

Getting lots of good traffic to your site.

There are many actions you can take to ensure that lots of highly-
targeted traffic comes direct to your corporate website, for free

• Add lots of content to your careers pages, and then submit your 
careers pages to search engines to be listed. Search engines such as 
Google love original content. If your site provides information for 
candidates about how to succeed in a case study interview, or what 
the lifestyle of a consultant is like, then search engines will start to 
list your careers pages in their search results, sending you a steady 
stream of highly targeted traffic.

• Ensure the jobs listings on your corporate web pages are listed
with careers-oriented search engines. By listing for free with 
www.Jopit.com, for example, recruiters can ensure that all jobs 
posted to their own corporate web pages are automatically listed 
on the Jopit jobs search engine and seen by thousands of relevant 
candidates.
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6. Corporate Sites

6.2 Best Practices, continued

Getting lots of good traffic to your site (cont.)

• Have your website professionally submitted to all the major 
search engines for inclusion.

• If you need to justify the investment of resources into website
marketing, use www.alexa.com to benchmark your website traffic 
levels with those of your competitors. Alexa is not 100% accurate, 
but will give you a good indication of whether your website traffic 
levels are significantly better or worse than those of your 
competitors.

• Incorporate a “refer this job to a friend” link on your careers
pages, that allows readers to send a recommendation for a 
particular job on to their friends and colleagues.



40Sponsored by Jopit.com >> the #1 search engine for jobs

The Top-Consultant.com 2004 Recruitment Channel Survey

6. Corporate Sites

6.2 Best Practices, continued

Getting lots of good traffic to your site (cont.)

• Whenever you post job adverts to job sites, be sure to include a 
link within your advert to your own careers website. Most job 
boards will not charge for this inclusion in your advert, but it is a 
great branding exercise for you as it ensures that candidate 
awareness of your corporate careers pages is magnified. Over time, 
more and more candidates will come direct to your site as a result.

• Submit news stories / press releases to relevant website 
publishers, incorporating a link back to your website as part of the 
news item.

(eg. if you want to attract public sector candidates, give away your 
latest thought leadership white paper about the public sector 
market, and issue press releases to relevant journalists with a story 
around the key findings of the press release and a link back to the 
report download page)
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Appendix 1: About our sponsors Jopit.com

Searching for Jobs online has always been a time-consuming 
process. A candidate wanting to apply for senior CRM roles in 
a particular geography would – until now – have had to search 
through numerous job boards and then spend several more 
hours researching companies that have CRM opportunities 
advertised on their own corporate sites.

To date, existing search engines have not made this process 
significantly faster for job seekers. That’s why Jopit was 
created.

Now a candidate can search on Jopit.com for “CRM + 
London” and instantly be presented with search results from a 
huge number of corporate careers pages, recruitment agencies 
and internet job sites.

The implications for HR Managers, Recruitment Consultants 
and Job Site owners are profound. This new type of search 
engine – dubbed a “Job Engine” – is going to become 
candidates’ starting point for searching for new jobs.

By ensuring that your job listings are being indexed by Jopit, 
thousands of targeted candidates will be directed straight to 
your latest job listings. Since Jopit is updated daily, each job 
you add to your site will then be included in Jopit’s search 
results within 24 hours – sending additional shortlist 
candidates to your site without you having to do any additional 
work… or pay for the candidates generated!

If your jobs are not yet featured on Jopit, list your site today by 
visiting www.Jopit.com and clicking on “Submit your site”

http://www.jopit.com/
http://www.jopit.com/
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Appendix 2: Feedback & Contact details

We hope you have found this year’s report a valuable insight 
into the trends and factors that are shaping the evolution of the 
Management Consultancy recruitment market.

Please feel free to contact us with comments or questions at the
address below. If you are currently looking to recruit 
Management Consultants, do visit our trial advertising page at:
http://www.top-consultant.com/UK/clients/trials.asp

Editorial Team,
Top-Consultant.com,
18b Charles Street,
Mayfair,
London W1J 5DU,
United Kingdom

Tel: +44 (0)207 667 6880
Email us at one of the following addresses:

Customer Services (Customer.Services@Top-Consultant.com) 
for general enquiries or assistance

Advertising Department (Advertising@Top-Consultant.com)  
to receive full details of advertising rates, testimonials and 
statistics for the Top-Consultant website

http://www.top-consultant.com/UK/clients/trials.asp

