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Expected Outcomes

Key takeaways from this session include:

A Create recruitment metrics that identify areas of
opportunity

A Translate measurements into actionable business
decisions

A Implementing staffing strategies to achieve
business results

A Insuring your ability to meet positive ROI by linking
workforce planning, or workforce data, to

recruiting

get startedeée.




Anxiety About Reporting Metrics

+ Disclaimer: The information you are about to
be given has been taken from X source. We
are simply conveying it to you for your use
(what ever it may be). Understand that the
data is subject to change and we cannot
confirm, nor deny, the accuracy or
sustainability of the contents herein. Thank
you for taking the time to review our metrics.
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Memo to CFOs: Don't Trust HR

A professor says most human resources professionals are ill-equipped to carry out value-added
workforce planning and transformation.

David McCann - CFO.com | US
March 10, 2009

Addressing a crowd of about 300 financial executives this morning, a professor of

< Email
human resources soundly denounced the corporate HR profession for being mostly = Print
unable to provide analytics that are useful in making workforce decisions that build @ Reprints
economic vealue.

c:'ﬁ Comments
Most companies today spend too little effort on attracting and retaining top strategic

Share

talent and too much on satisfying the rest of the employee base, asserted Rutgers
University's Richard Beatty, who spoke at a general session during the CFO Rising

conference in Orlando. In fact, he claimed that typical human resources activities have no relevance to
an organization's success, "HR people try to perpetuate the idea that job satisfaction is critical,” Beatty
said. "But there is no evidence that engaging employees impacts financial returns.”
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Could it be what is being reported?

JusT BECAUSE YOU'RE NECESSARY DOESN'T MEAN YOU'RE IMPORTANT.
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Is Recruiting More than a Cost
Center?

} Competitive advantage
1+ Informational resource
1+ Impact

BTop line

BBottom line

BEPS

BCustomer satisfaction
BGrowth
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Recruiting Mission Statement

1y To I ncrease the company?o
attracting the best fit talent on - time.

1 To guide the company through targeted
selection to decrease turnover thereby
reducing cost and increasing external
customer satisfaction
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What Stands Out?

1 Externally focused (commercial customer)
1 Company (spans enterprise wide)

+ Looks to increase REVENUE

1 Controls COST
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CURRENT STATE

A No Adequate measurement
A No accountabillity of total cost for talent acquisition
A Lack of integrated systems
A Companies are not sure of the following:
BWhat to measure?
BHow to measure it?
BWhere to get the data?
BWhat is executive leadership looking for?
BHow does this data impact the bottom line?
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Key Linkage: Workforce Planning

1 WFP Is one of the biggest inputs to making
synthesize the value of metrics to analytics

1 Can be the most significant impact to metrics
(TTF, CPH, Retention)

16



A Story About Wo

rkforce Planning

?
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EXAMPLE : WORKFORCE PLANNING - 1

Leaders can begin to predict volume, gaps and detail plans to
proactively recruit, develop, and retain talent.

Inputs: Data Points:
B Current talent inventory
B Historical data to model trends

B Links to the monthly workforce analytics that we use to
monitor progress

Outputs - Workforce Plan
B Volume Forecast (completed)
B External Talent Plan
B Internal Talent Plan (Talent Review Process)

18



EXAMPLE: WORKFORCE PLANNING - 2

Retirement Risk # Yo Years to 62 2010 (D) | 2011 (1) [2012 (2)
02+ 3 1.3% ] 3
G0 to 61 4 1.8% 1to 2 2 2
o7 to 59 13 5.8% 3tos 3
23 to 56 21 9.4% 6to7
50 to 54 ar 16.6% 8tol2
A7 to 49 33 14.8% 131015
45 to 46 13 8.1% 16t 17
10 to 44 a6 25.1% 1810 22
lessthan 40 38 17 0% 22+
Total 223 100.0% 3 2 5
Turnover
Base Turn Min 4% 9 9 9
Base Turn Max 6% 13 13 13
Average Turn 11 11 11
Organizational Exits 3-5% 4% 9 9 9
Total Talent Replacement
Target 23 22 25
Internal Placement Target 50% 60% 70%
Internal Talent Placement
Needs 12 13 18
External Talent
Acquisition Needs 12 9 7




EXAMPLE: WORKFORCE NEEDS ASSESSMENT

Current/ Family | Family | Sr. Dir
Role Family | Level |accepted | April | May | June | July | Aug | Sept | Oct | Nov | Dec | Total | Total % Amount

Analyst Manager SA 33 3 1 1 1 6 2
Sr. Systems Analyst SA 32 5 3 2 2 12 4
System Analyst SA 30 2 3 3 2 2 12 4
30 19% 10

Sr App Arch Arch 7 1 1

App Arch Arch 35 1 1 3

Info Arch Arch 35 1

4 3%

Dev Manager Dev 35 1 2 2 1 1 7 2
Sr. Tech Analyst Dev 33 G 3 3 3 2 17 6
Tech Analysts Dev 32 10 3 3 3 2 2 7
Lead PA Dev H 5 1 1 1 1 9 3
Sr. PA Dev 30 2 2 2 6 2
Programmer Analyst Dev 29 2 2 2 6 2
Assoc Prog Ananlyst Dev 28 3 3 1
k] 45% 23
Quality Mgr QA 35 1 1 1 3 1
Test Lead QA 33 1 1 1 3 1
QA Lead QA 32 2 1 3 1
Sr. Quality Analyst QA 30 1 2 2 1 6 2
Quality Analyst QA 28 2 2 2 2 8 3
23 15% g

VP Mgmt 1 1

Admin Mgmi 1 1 1 3

Sr TS Director Mgmt 39 2 1 3
TS Delivery Director Mgmt 35 2 1 1 1 1 B 2
Forfolio Director P 35 1 1 2 1
SrTech PM PM 35 4 1 1 B 2
Tech PM PM 33 1 1 1 3 1
Assoc PM PM 32 1 1 1 3 1
5

Interns 28 2 -2 0

a7 18%
Total 0 28 32 23 18 0 154 51
~ 6/30/2006 22 25 26 22 16 0 154
LN
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STRATEGIC TURNOVER ANALYSIS

Turnover impacts long - term financial success
BHBR: companies invest 1/3 of revenues in
employees

BMercer study: turnover represent approximately 9%
of companies revenues

Strategic Turnover Tracking and Analysis

{ Voluntary separations (demand driver - check
managers)

{ Involuntary separations (quality or assessment
check)
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STRATEGIC TURNOVER ANALYSIS

Burnover Drivers _ _
{Pay and performance history (requires solid
market intelligence)

fAdvancement opportunities / Poor management /
Diversity / Work quality

®ost of turnover
Direct costs
findirect costs
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So Why does Workforce Planning Influence
Recruiting andMetrics?

WEFP allows positive impact, proper measurement and
accountability:

1) Target on-time delivery NOT time to fill

2) Increase hired from inventory (think like an agency $)
3) Increased opportunity for a diverse slate of candidates
4) Increase gquality of hire

5) Include roles for external succession planning

6) Target areas of intended/regular turn over for volume

evergreen regs

23



Kennedy Information / Sumner
G race S u rvey (all rights reserved)

24



Companies Surveyed
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Survey says......

Included in the review
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Sour ce:

Missed mark: while 78% of recruiting groups state they send data to

senior leadership only 56% of them are engaged in a formal review.
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Trends

1 What has changed over the past 5 years?
B More report on-time delivery than ever before
B Integration into workforce planning
B Focus on quality of hire

1 What is still lacking?

B Stronger alignment of outcomes to top/bottom line
results

B Competitive intelligence gathering
B Synthesis of data to improve

1 Candidate experience

1 Recruiter Efficiency

1 Offer: Acceptance

Recruiting, when integrated to workforce planning and succession, can proactively scan the
market place for competitor intelligence, shifts in compensation, geographic densities of skills
and many other important information conduits for the organization.
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If you had only?

1 One Metric: Quality of Hire
1 Pick Three:
BOnN time delivery
BQuality of hire
BSource Effectiveness
1 If offered no limit #2 becomes EE referrals
» What about:
BOffer:Decline
BDiversity




Value in the Process

Job Vacated or

Created

Job
Requisition

Make Interview
Arrangements

Send Interview
Packets

Post Job

Create Job

Folders

Does Hiring
Manager need to
creen for Technica
Skills?

Receive
Resumes

Phone Screen
and Evaluation
for Technical
Competencies

\ 4

Poes Candidat®
meet requirements?

Approval to

\ 4

Extend Off

Offer

Finalize Slate

Medical
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WHY MEASURE IMPACT ON BOTTOM LINE?

A Executive leadership is demanding predictability and
consistency

A Provides a competitive differentiator
A Enables you identify Talent gaps  d Skills & Competencies

A Enables you to identify areas of cost optimization
A Recruiting Model

A Enables you to calculate recruitment cost ratio

A Enables you to identify and gain control of vendor and agency
spend

A Enables you to see the impact of vacant positions on your
bottom line
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CHALLENGES TO MEASURING FINANCIAL
IMPACT

Where do | even start?

Companies want to do this, but may
Altds hard to calcul ate cost per |
A Building a model from scratch is difficult

A Finding the data is a time - consuming task

AYoubOre unsure what metrics execut
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BEST PRACTICES

Best practices for measuring the financial impact of recruiting:

A Start by understanding what the business needs over the next
12 - 24 months

A Evaluate knowncosts oo We wr ote t édastvellashhec k 6
unknown costs

A Clearly define assumptions
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Attributes of Useful Metrics

B Metrics need to be

l

Valid 0 measure what you intend to
measure

Reliable d measure consistently over time
Meaningful o drive fact based decisions
Timely 0 as close to real time as possible

Continuous Improvement 0 measure it,
fix it, stabilize it and pulse it




Absolutes

B Metrics outout must synthesize to
be:

Accessible and easy to use

Aligned to drive business value

Actionable (forecast/trend/adjust)

MUST be defined to create a common language

1 There should be no variation of how a
metric, analysis, report or graph is
Interpreted .

= =4 =4 =2




Analysis Paralysis

B How much is
tOO mUCh? Staffing Quality Summary

0 0.90 1.00 1.00 1.00 1_00100
1.0

1.0010
1.00

1.0

097097 100 08 100 100200""
O Invtw Schdl - Paperwork B Intwv Schdl - Col O Intwv Schdl - Cand Conf
O Intwv Schdl - Drivers B Intwv Schdl - HM Comm @ Intwv Schdl - Accuracy
B OHR - Accuracty Input O OHR - Remedy Log B OHR - WKly log to Payroll
B Bkgd Chk - Release O Bkgd Chk - Adrem F/U O Bkgd Chk - Rwv 48 hrs Recpt
| Offers - Follow Up B Offers - Completed/Valid B Offers - Tracking
B Offers - Accuracy @ Accepts - Source Code O Accepts - Filing
O Accepts - Referrals O Accepts - QA Checklist O OnBoarding - Complete
O OnBoarding - Follow up O1-9 - Correct O1-9 - Documentation
|19 - Filed @ e-Pass - Correct US/Non O e-Pass - Sponsor Verified
O Relocation - Correct entry O Relocation - Approvals for Variation

Again, measurement of activity is not necessarily productive
unless there is meaningful ANALY SIS for indicative or predictive
use of the outcome(s).




1 Conventional wisdom and benchmarking has
led most organizations to utilize the same
lens to evaluate disparate data

} Baseline and goal setting to obviate
benchmarking may be ideal

yDonot measure si mply
+ Limbo: Uncertain Accuracy

t

o
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