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Recruitment
Recruit Media

Recruit Media provides a rich resource of
creative and management specialists who
work across a range of media and new
knowledge-based businesses.

Verve have been working with Recruit 
Media for five years designing their 
literature, advertising, exhibitions and
stationery. 

Verve has produced a set of guidelines for
Recruit Media to assist the consistent
reproduction of their brand:

• Visual Identity -
Corporate Mark, Typography, Colour

• Company Presentation -
Vision, Proposition

• Media pack -
Advertising House Style

Recruitment is all about people. Verve 
have placed people at the heart of the 
Recruit Media identity. Previous campaigns 
for Recruit Media relied upon expensive
photography. Illustrations represent great
value and can lend a distinctive style to a
campaign. Silhouettes in corporate green,
purple, black and white are used to 
illustrate all the marketing materials. 
This creates a recognisable style that
differentiates Recruit Media from their
competitors. The figures are used together
with a grid of green tints graduating from 
solid to white. This is a visual metaphor for 
the digital world of technology. These two
elements embody the Recruit Media statement -

PEOPLE @ THE FRONT OF CREATIVE TECHNOLOGY
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Victoria Lubbock
Managing Director

 
or Steve Leybourne

Commercial Director

 We'd like to make
an appointment

with you.

Talent 
spotters
Enthusiastic consultants with 
industry expertise in:

Design for Print
New Media
Editorial
Search

Creating 
competency 
in your 
workforce

What can companies  
do to avoid drowning 
in useless CVs?

Recruitment consultants are
often lambasted for putting
forward inappropriate 
candidates. True, there is a
resilient strain of operators, 
especially in the IT recruitment
world, who use ‘spray and
pray’ form of matchmaking. 
Is it really the fault of the
recruitment consultants?

Taking these points in turn, management
consultants have built fortunes in devising
and implementing business re-engineering
processes. Ultimately, however, it all 
starts with a penetrating analysis of the 
services and products offered – those 
which add value and those which do not. 

Perceived wisdom in the business world
holds that innovation or introduction 
of new products or services is folly during 
a time of uncertainty, so the obvious 
place to start looking for cutbacks is 
the new initiatives and areas of the 
business that have yet to justify their 
existence financially.

Many companies wake up to a downturn
too late to rely on natural wastage or 
simply letting go of under-performers, 
rendering the ‘snip and prune’ option 
too little, too late. Instead, it then 
becomes a question of hacking whole
departments or layers of managers. 
Sadly, all too often, not enough thought 
is given to the resultant impact either in 
the short or long term; for example, 
what will be the impact on the remaining
employees, expected to absorb the roles
and functions of departing individuals?

During the 1992/1993 recession, there was
the apocryphal story of a major City bank
that had so significantly reduced its senior
management team that there were few, if
any, individuals left with more than five
years experience with that company. History,
vision and culture – and, long before it was
so labelled, ‘intellectual capital’ were lost
forever and with it, the lessons of the past.

Upgrading the performance of the existing
workforce can be one solution, resulting as
it can, in a general tightening of the belt
and loss of those individuals not up to the
tasks assigned. The drawback is that this
process can be painfully slow and charged
with the complexities of politics and 
personalities. In order to achieve tangible
and measurable results, the exercise is
almost wholly reliant on the existence of
tangible and measurable performance 
criteria and, as demonstrated in Creating 
competency in your workforce, below, 
sadly this is all too rare. 

Early retirement, a solid favoured approach
within the corporate domain, is unlikely 
to offer much for those organisations 
populated with individuals still paying off
their student loans.

■ 12 months qualifying 
service in order to 
bring a claim for unfair 
dismissal (unless health 
& safety related)

■ Two years continuous 
service required for a 
redundancy payment

■ No law says -
“first in, last out”

■ Set out criteria used for 
the selection of 
redundant posts, 
including any disciplinary 
and attendance records 
and performance appraisals

■ Allow time and consider 
employees’ comments

■ Keep notes of all relevant
meetings and discussions 
with employees

■ It is legal to avoid a 
redundancy settlement if 
the redundant employee 
“unreasonably” refuses 
suitable alternative 
employment which must 
be on the same terms 
and conditions as the 
existing contract

See also:
www.dti.gov.uk
www.businesslink.org

Intelligent downsizing
Dealing with redundancies is an aspect of
management that few relish. No matter
how large or small a company, the dreaded
moment of imparting to an individual that
they are surplus to requirements can be a
highly charged and emotionally draining
experience requiring supreme diplomacy,
empathy and contractual clarity. Some 
talented individuals may handle this with
aplomb whilst others make a complete pig’s
ear of the process – damaging not only their
own position and status but in the wake,
impairing the integrity and respect of the
organisation they represent.

Larger organisations may have the foresight
to engage external experts to be on-hand to
advise, support and guide the leavers but
what of those remaining whose morale and
confidence in their employer may have
taken a hard knock? How is the news
imparted to employees? Even the largest of
corporates have been known to rely on
their employees reading the news in the
papers. Remember, as well as being expected
to take up their workload, remaining staff
will have lost friends and colleagues. Unless
the redundancies are communicated and
handled sensitively, the natural instinct of
those remaining will be to spend time 
focusing their own CVs and job applications
in preparation for the next round of cuts.

The sensitive – and sensible - employer will
tackle the air of uncertainty full on.
Communication with remaining staff is
essential to stem a tide of paranoia. 

Choose an appropriate forum for an 
opportunity to explain why cuts have been
necessary and reassure staff that there is a
forward thinking strategy. 

And so to the law. Last in, first out? Making
redundant an individual who would probably
have got the sack anyway? Failing to consult
the workforce, not giving adequate notice
in writing with an explanation of the 
selection criteria? All of these and many
more can end up costing a company far in
excess of any immediate savings.

Take, for example, the crass behaviour of
Marks & Spencer in France. Mass 
redundancies and the closure of numerous
outlets were announced in early 2001 but
with no staff consultation. A Paris court has
recently ruled that M&S had not consulted 
sufficiently with its works councils. It was
required to start immediate talks with the 
consultative bodies and further banned it
from closing its French stores until these 
negotiations have been carried out 
properly. What on earth were the M&S 
HR professionals thinking?

The information exists and is easy to access
(see checklist opposite). The process is not so
simple. The checklist is for quick reference
but for absolute peace of mind, do consult 
a lawyer or employment specialist. 
Without doubt, it is better to be safe than
taken to the cleaners by an industrial 
tribunal where claims for unfair dismissal
have been raised to a maximum of £50k.

When faced with an existing/looming cash crisis or a tail-off in new
business, the natural response is to lay off staff. Whether you’re just
‘snipping and pruning’ or going for a wholesale chop, it’s a process
which requires strategic thinking, excellent communication skills 
and a solid knowledge of the legal framework.

If you are recruiting, it is essential to set
aside preparation time. That is, time to 
prepare not only a Job Specification (a list
of tasks which the individual is expected to
perform), but also a Person Specification.
This should cover not only the successful
applicant’s personal qualities and attributes
but also their experience, skills, qualifications
and match to the culture of the organisation.
To assist in producing both the Job and
Person specification and limit the influx 
of CVs, an especially useful tool can be 
the Competency Model.

Developed in the 1980s, the competency
approach was seen as a way of providing
the measurement of people, indicating a
range of standards required. Competencies
can be an action, behaviour or outcome that
a person should be able to demonstrate.

Clearly, every company and each role will
require different competencies but, once in

place, they can be used successfully in the
recruitment and selection process. They can
also be used at induction or appraisal time,
for example, in determining training needs.
A note of caution, however. Competency
based role descriptions are only part of the
story and will not always give clues as to
how an external candidate coming forward
for a role might perform in a different 
environment or team structure. A discussion
with all those involved in the selection
process (both internally and externally) at
the outset will considerably reduce the 
possibility of making a bad appointment.

We have found the use of competencies 
to be a highly useful tool at both the
recruitment and selection process, as well 
as in conducting appraisals with existing
staff. We developed a set of competencies
and examples of how these may be 
measured and demonstrated for each 
role within the company. Here is a selection:

Lifelong learning
The willingness to learn
at every opportunity and
to take the initiative to
develop yourself and 
others, eg:

■ Are they proactive in 
looking for new ideas, 
new ways of doing 
things and do 
they trial them?

■ Do they use their 
initiative in looking 
for opportunities to 
develop themselves?

Entrepreneurial
The ability to find 
and exploit potential 
opportunities which 
benefit the company, eg:

■ Do they develop a 
network of business 
contacts?

■ Do they identify and 
keep up to date 
with trends in the 
marketplace?

Integrity and values
The ability to agree 
what is going to be 
done within the values
of the company and 
then do it with clients
and colleagues, eg:

■ Do they keep 
confidentiality?

■ Are they honest with 
clients when they 
are unable to fulfil 
their expectations?

Collaboration
The willingness to work
co-operatively and 
openly with colleagues
and clients, eg:

■ Do they offer to do 
tasks on their own 
initiative which 
are not necessarily 
in their role?

■ Do they recognise 
that their actions 
can affect everyone 
in the company?

Empowerment
The ability to give 
people responsibility  
and ownership, eg:

■ Do they encourage 
people to grow  
and develop?

■ Do they let go of 
their own personal 
baggage and keep 
their ego out of it?

Thinking things through
The ability to consider 
an opportunity or 
problem and develop 
a way forward, eg:

■ Do they discern 
the important from 
the trivial, and 
focus, filter and 
select information 
and ideas?

■ Do they absorb 
new information 
and make use of it 
in a practical way?

Passion for achievement
The drive and motivation
to deliver results, eg:

■ Are they continuously 
looking to improve the
way things are done?

■ Do they see things as 
a challenge rather 
than a problem and 
devise solutions?

Communication
The ability to pass on
information verbally 
and in writing clearly,
concisely and with 
understanding, eg:

■ Can they produce 
written communications
that are both 
friendly and 
businesslike?

■ Do they ask questions 
to clarify and recap on 
what people say to 
check understanding?

Planning and organising
The ability to prioritise
work and implement
plans efficiently, eg:

■ Are they calm in 
a crisis and know 
how to deal with 
pressure?

■ Do they delegate 
appropriately?

How to measure 
competencies

Susan West
Global Head of Production
WestLB Panmure

Research
Editing
Today

James McLaughlin 
Information Services
Manager 
Schroder Salomon Smith
Barney

Getting
full
value
for your
dollar

Information managers know very well 
that in order to attract the highest calibre 
professionals, they need to prove the 
worth of the department to the rest of 
the organisation. The bottom line is where 
it counts.

As we move through 2001 most 
commentators are wondering, as the old
saying goes, whether America is going to
sneeze and the rest of the world catching
cold. When the economic climate cools,
organisations begin to look even more
closely at their bottom lines. Whether we
like it or not, non-revenue producing areas
are the first to be scrutinised. This, I believe, 
is likely to be one of the key challenges 
facing corporate information services.

For managers of support services within
commercial organisations, this is a good
time to ensure you have your house in
order, and that you have adopted best 
practice in every aspect of your 
department's workings, for example:

■ formal justification for the purchase of 
information products and materials,

■ due diligence in renewing existing 
products and services

■ ensuring precise records are kept of what 
work is done, for whom, and a cost 
analysis of the time spent

■ ensuring decisions and initiatives are
supported and valued by the business

Much of this you will say is obvious and
probably already in hand. But one point 
I'd like to emphasise is that all too often
information units purport to represent
requirements from the business, but what
does this mean? In investment banking this
means finding bankers who are interested
and motivated to be involved in initiatives. 

Such sponsorship helps management 
triangulate the real business requirement
for a new information product, or help 
justify the up-tick in the cost of a particular
service etc. It also helps the communication
process; the fact that people in the business
line already know about a particular 
initiative, or even better were involved in
sponsoring it will cut through the inertia
one sometimes encounters in attracting
busy peoples' attention. It also helps 
maintain or even raise the department’s
profile at a time where management 
may be discussing cutting budgets or 
re-prioritising initiatives.

Don't let it stop there, it's important that
like a small business the information centre
monitors its outgoings. This could include
checking variance reports and challenging
items wrongly attributed to your cost 
centre. Run the risk of irritating your
accounts payable departments. Be seen as 
a group that carefully manages the firm's
resources. Be seen as the area that really
demands value from the money it spends.
This, I believe helps reinforce a reputation
for accountability and prudence within an
organisation, thus making proposals to 
support new initiatives more likely to be
taken seriously.

All of this will count for nothing unless it's
communicated. Consider producing regular
reports for management, demonstrate that
you have an oversight of costs and usage,
and therefore, by association an 
understanding of the optimal resources
required to properly manage the needs of
the business. As a group accountant, or 
controller, as we like to call them, in US
investment banking once said, “it's not that
we mind you spending money but we just
need to ensure you're getting the maximum
value for every dollar spent.” That's the task
we face in the coming year.

Research editing has been through a period
of enormous change. The job itself has
changed to become a more professional and
specialised role within a unique business 
setting and the business itself has changed
as ‘old style’ brokers have merged, been
bought by overseas banks, realigning their
businesses and consequently changing their
focus. Often these merged business have
resulted in pan-European alliances that have
brought with them the need for new skills
and re-engineered processes by production
and editorial departments to integrate
seamlessly research material written by 
non-native English speakers. US regulatory 
compliance, once seen as only the concern
of ‘bulge’ bracket American firms, is now
increasingly seen in London with Series 24
qualified analysts being hired and trained.
Hiring and retaining suitably experienced
staff is a perennial problem and a constant
balance has to be sought between attracting
and enticing fully experienced senior 
editors, and investment in training and
mentoring junior editors who can in time
step up to replace their seniors.

When WestLB Panmure embarked on a 
pan-European strategy for equities and
investment banking, bringing together
teams of analysts in Düsseldorf and London,
the editorial and production teams in these
two locations not only needed to produce
research notes to the usual tight deadlines
but also to build in translation from, and to,
English. The team in London needed to
build in an additional task of checking the
quality of translations and that documents
written by non-native English speakers were
brought up to London standards.

Larger research houses are likely to divide
up the functions of the ‘dots and commas’
editors, the production editor, who will
book research publications in with printers,
set print runs and send electronic files to
print, organise the distribution of the
research note to clients (usually by specialist
courier), and the client mailing list 
administrator. These roles are likely to
report to a head of production or a senior
editor. The role of the editor varies from
firm to firm. In some places, particularly 
the large ‘bulge-bracket’ US firms, editing 
is voluntary although Series 24 vetting is
compulsory. In smaller companies all the
roles may be combined in one job.

When I first came to the City, editors and
production staff were mainly drawn from
the ranks of support staff who had already
worked in other roles for the company or
were originally junior analysts who had
moved over to an editorial role. Although
on the surface editing is editing regardless
of the medium and the environment where
it is carried out, there are in practice 
fundamental differences between editing 
in a City environment and almost any other
form of editing. This is why people who
have been editors in mainstream book, 
journal or magazine publishing rarely make
the successful transition to production roles
in the City, possibly because the timescales in
the City are often impossibly tight, and the
product can be a moving target in that final
copy is not ready for editing until hours
before it is required in published form on
clients’ desks. An added complication is the
analysts who write the research notes are
invariably not the easiest of authors to deal
with, so shrinking violets will not have the
force of personality that the job requires.
The best people are likely to combine 
diplomacy with firmness and stick to their
guns sometimes in the face of strong dissent.

WestLB Panmure has recently employed a
Series 24 Supervisory Analyst. Series 24 
analysts are individuals approved by the
US‘s National Association of Securities
Dealers to ‘sign-off’ research as being fully
compliant with the association’s regulations.
This means that research, once approved,
can be sent direct to US clients, thereby
exposing the firm’s research to a potentially
vast client base. Series 24-qualified 
individuals are much in demand, and 
consequently well paid.

Recent years have, I believe, seen the role 
of the research editor become increasingly
‘professionalised’. The more competitive
environment, pan-Europeanisation, better
focus on client requirements, and the
greater influence of US compliance issues
have made it necessary to develop a new
species of editor with skills adapted to the
special needs of this unique business.
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PEOPLE @ THE FRONT OF CREATIVE TECHNOLOGY

Like the caterpillar, numerous dotcoms
quickly incubated, hatched, emerged as
beautiful butterflies, fluttering around 
pollinating the business world, only to drop
dead a short while later. Whether more
might have survived had they put in place
sound people practices and management at
the outset is the subject of another debate. 

The facts, however, are inescapable - for
dotcoms and corporates alike, the impact 
of HR on the bottom line is significant and
growing. A research study undertaken by
the Workplace Employment Relations Survey
(Wers) reports that less than half of the
companies surveyed use a range of standard
people management practices.

Last year, the global consultancy William
Mercer identified that if their staff turnover
were reduced by a mere 5%pa, the net
financial gain to the company would be
something in the order of £22.7m+ a year. 

Given these facts, for some organisations
the temptation might be to focus on the
selection process which, whilst a worthwhile
exercise in its own right (the majority of
leavers in an organisation quit within their
first year), is only part of the story.

The popular mantra,“people are our greatest
asset”is all too often obscured during periods
of economic uncertainty with a need to
make instant and deep cuts. For many of the
dotcoms who populated their organisations
at a ridiculous and unsustainable pace, it
may be too late to learn the lessons of good
people management and practices. The 
universal optimism that permeated both 
the digital and corporate worlds last year
has instead been replaced by a microscope
that examines every aspect of the cost base
- from the purchase of orange juice or 

water for employees to the inevitable 
head count freeze.

So, what can organisations do to protect
themselves and their staff to ensure they
are in good shape when things do pick up? 

HR or personnel departments perform 
functions that require specialist expertise
and knowledge but in today’s workplace,
responsibility and management of staff falls
far wider than that - often bestowed on
those with little professional training and
experience. And it isn’t getting any easier
with European legislation rolling off the
Statute book at a pace that is both difficult
to keep up with and incredibly complex to
interpret and implement.

Survivors in business, whatever their stage 
of development, may take comfort from the
fact that some of what we identify here is
already known and practised in their own
organisations. For them, as well as others
who may be just embarking on their first
entrepreneurial venture, the business world
is changing at such a rapid pace that it
would only be a fool who thinks they have
nothing new to learn. 

This publication aims to offer a distillation 
of selected good practice based on our 
experience of working at the heart of the
creative, media and business information
industries for over 12 years. We hope you
will gain from this publication and would 
be delighted to receive your feedback 
(feedback@recruitmedia.co.uk).

Victoria Lubbock MREC 
MANAGING DIRECTOR

Finding, hiring and 
keeping top talent

Amid the gloom and doom and talk of recession, good people 
management practices can sometimes become obscured in a 
reactive bid to downsize and reduce costs.

www.recruitmedia.co.uk
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Information professionals rise
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Special thanks to our
guest contributors:

Susan West 
WestLB Panmure

James McLaughlin
Schroder Salomon 
Smith Barney

This first ever survey into the world of the
corporate finance information and research
professional reveals the impact technology,
legislation and merger activity is having 
on the skills, salaries and roles of those
working in the City.

Recruit Media commissioned an independent
financial journalist to review exactly what’s
been happening to information and
research functions within the banking sector
over the last five years.  Although there are
no unexpected surprises, it’s clear that the
major players are looking very closely at the
role research plays and re-shaping their
information departments to address not
only the threat from competitors, but also
the relentless march of technology.

The required "skill set" for most research
and editorial positions has seen a significant
"upgrade" in recent years. This is due, 
in part, to the increased regulatory 
environment that global investment banks
now face and the sophistication in 
information technology, both vendor and
internet-based. This in turn has raised the
stakes in the demand for qualified 
candidates in both areas, against a trend
towards consolidation that has taken place
in other parts of the banking sector.

The growing demand for research 
editors with financial backgrounds 
and regulatory qualifications can 
be seen, reflected not only in higher basic
salaries but also in the more attractive 
overall packages on offer. These include
flexible work arrangements, both in 
location and hours of work. The rise in 
overall packages has started to attract those
looking to make a transition from careers 
as traders, brokers and analysts. 

The career opportunities for research staff
look set for a boost as banks look to limit 
or reduce their reliance on outside suppliers
of information resources. Research staff are
a key part of the analysis and production
process. But whilst it is still relatively rare
for researchers to progress to the role of
analyst, it is clear that roles are changing
and evolving. Whether your staff 
are researchers, editors or information 
analysts, the sector will continue to value
"Experience, experience, experience" 
above all else.
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