
Guide
The Recruiters guide to 
identifying, engaging 
with and converting 
candidates.



2020 was an uncertain year for the labour market due to 
Covid-19. In the UK, we saw the implementation of the furlough 
scheme, redundancies hit 370,000 in the three months to 
October 2020 – a record high. 

According to data from January 2021 staff availability rose for the 
ninth month running, while permanent staff appointments began to 
rise in December, alongside the increasing demand for temporary 
placements.

What this means for recruiters, is that the market is beginning to 
bounce back. To get ahead, investing in your digital marketing and 
approach to technology is key. 
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Once your job vacancies have been briefed to you by your clients, 
what approach do you take to market the role? 

Often you’ve identified the ideal type of candidate in line with the 
client’s key criteria and desirables, so how do you target and engage 
with them? 

The traditional approach will likely involve promoting the role via the 
usual recruitment channels. For example, job boards, social media, 
PPC and display. 

Key to this approach is that the potential candidate is actively looking 
for a job. They’re searching on Google, they’re checking out blogs, 
engaging with social media job searches and reading helpful content 
online about their job search. 

All of this engaged activity enables you to catch them in the research 
phase and target them with tailored ads regarding the relevant role.

Engaging with active candidates



Step 1: Use this data to tailor your ads in line 
with their search terms. By doing this you’ll 
provide them with a personalised ad that 
immediately speaks to their needs. 

Step 2: Serve them with a multi-click ad that 
gives them options. If one ad can direct them 
to learn more about the role, your company, 
or to check out other roles on your social 
media channels, you’ve covered plenty of 
questions away from the job board. 

So, far so good. The question now remains 
around how to secure passive candidates. 

Tailoring your approach to 
active candidates through 
keyword search ads  
Job boards are crowded places and while they are a mainstay for 
recruiters, by cutting your reliance on them you can reduce your traditional 
advertising spend. So, how do you cut through the noise and get a foot up 
on the competition when it comes to active users?

If someone is actively looking for a 
job but doesn’t yet know what’s out 
there in their sector or location for 
example, search engines are a given 
as a first step. How they search and 
the terms they use immediately give 
you clarity on their job search. 

Keyword search ads enable you 
to engage with users early in 
their job search and continue this 
engagement down their purchase 
funnel away from job boards. 
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Engaging with passive candidates

So, what do we mean by passive candidates? 

In many cases, anyone presented with the right opportunity – 
considering the role, location and salary, has the potential to 
switch. It’s the potential of these passive candidates that is the real 
winner for recruitment agencies. 

Whilst these users might not be actively looking for a new job, if 
you can get in front of them with the perfect new opportunity, there 
is real potential for them to consider switching. You’re basically 
converting them from passive to active. What this means for your 
clients is the ability to attract better talent for their open positions.

Traditional display advertising is unlikely to yield the required 
results to convert passive to active. A highly targeted approach is 
required to tap into these passive audiences. 

Let’s focus on geofencing technology. 

Tailoring your approach to passive candidates 
through geofencing 



Geofencing enables you to place a digital 
fence around a physical location and 
digitally engage with anyone that enters 
it. Once they step into your fence, they will 
have a digital maker placed on them, with 
digital display ads served to them on their 
mobile devices in real-time on the go. 
They will continue to see these ads across 
their devices for a defined period of time, 
say for example 30 days. So, how does this 
work for recruiters?

Consider where your potential candidates may be. Do they work for competitors 
or companies in the vicinity of your clients? The first step is to identify the key 
locations where your passive candidates are based – competitors is a great place 
to start. 

By drawing a digital fence around the competitors’ business you’ll ensure your 
ads are seen by anyone who enters that location for a defined period of time 
across all their devices. That’s the identifying and engaging aspect covered. The 
conversions come from highly targeted ad creative around the open job roles, 
presenting them with the right opportunity in a personalised way. 

It works too, creating a new USP in the recruitment space. 

Fluid Ads has recently reduced the traditional advertising costs for one of our 
recruitment clients by reducing their reliance on job boards. Using geofencing ads 
to define hotspot locations, our client is able to find a highly qualified audience to 
promote roles. Some have seen CTR performance as high as 11%.

Ready to get ahead of the competition in 2021? Contact us today to learn how 
Fluid Ads can help you enhance your digital advertising strategy to engage with 
the high value candidates that matter for your clients. 



enquiries@fluidads.com

+44 (0) 207 493 9900

Talk to us about 
your digital 
advertising
The award winning Fluid Ads 
solutions offer rich functionality, 
providing a range of ways to 
improve digital advertising and 
marketing team productivity.

Contact us today to learn how Fluid Ads can 

revolutionise the performance of your digital 

display ads.

Visit our website www.fluidads.com
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