
Building a DE&I strategy using recruitment marketing 

A robust diversity, equity and inclusion plan helps you meet compliance obligations and strengthens your 
bottom line with diverse perspectives. Recruitment marketing ensures you are attractive to the diverse 
groups of talent you want to recruit. Developing a DE&I initiative involves four main phases: 

2. Planning 3. Implementation 4. Ongoing improvement strategies   1. Data collection & analysis

2. PLANNING 

 

Once you’ve collected this employee data, look for the gaps and areas for concern. See if you can identify 
underrepresented demographics and then continue to drill down by location, department, and position to 
identify trends. If you’ve identified areas for improvement, it’s time to start planning a more diverse 
recruitment strategy. 

What are your goals? It’s important to have clear goals in mind before you start to implement recruitment 
marketing approaches to attract more diverse candidates. Some common goals include: Improve 
employer brand, fill hard to fill roles with more diverse candidates, capture more quality candidates from 
underrepresented groups. 

•  Capture data on employee demographics to identify trends or areas to address 

•  Demographic data including Federal and State protected categories 
    such as Age, Disability, Ethnicity and Gender

•  Consider capturing data on behavioral attributes, learning and thinking styles

1. DATA COLLECTION & ANALYSIS
First, you need a complete view of your workforce to 
understand your employee demographics and 
identify if there are inequities based on these 
demographics. Using the information already in your 
ATS or HRIS, set out to determine the following: 



What recruitment marketing approaches will you use? Once you’ve outlined these DE&I goals, list the 
recruitment marketing approaches you’ll use to achieve them. For example, if your goal is to find more 
female candidates for hard-to-fill roles in IT, your Recruitment Marketing goals may be to add 50+ female 
candidates to your talent pipelines in IT. If your goal is to hire for a certain type of learning style or 
behavioral attributes, consider the screening tools that you will need (there are a range of AI-powered 
screening vendors available on the market that can help reduce bias in the recruitment process). 

Focus areas: How will you achieve these DE&I goals? It’s important to hone in on a few key focus areas, 
rather than trying to achieve everything at once. We recommend you start by considering your current 
and future workforce needs, then focusing on the crucial diversity gaps that need to be addressed 
immediately.

Goal 1 

Goal 2

Goal 3 

Goal 1

Goal 2

Goal 3

 
•  Capture data on employee demographics to identify trends or areas to address 

•  Demographic data including Federal and State protected categories 
    such as Age, Disability, Ethnicity and Gender

•  Consider capturing data on behavioural attributes, learning and thinking styles

Approach 1

Approach 2

Approach 3

Where are the diversity gaps or inequities in your current workforce? 

What does the workforce we need for the future look like? 

What key diverse groups/talent segments do we need to focus on attracting?



3. IMPLEMENTATION 

4. ONGOING IMPROVEMENT STRATEGIES

Follow these 4 steps to successfully implement a recruitment 
marketing strategy that attracts more diverse candidates and 
talent segments.

Identify which positions and teams are critical to address 
Get your key stakeholders – the hiring managers and business leaders – onboard for input. Together you 
need to identify which positions and teams are most in need of increased diversity. 

1.

Focus on the diverse talent segments you need to attract   
Narrow in on the talent segments that are most critical to attract and focus your e�orts here. Establish 
personas (including key values) for each segment that reflect the diverse demographics you’re trying to 
attract. This will inform your content strategy later on. 

2.

Do your research 
Take the time to undertake research on the diverse groups and demographics you want to attract before 
you get started. This helps you understand your audience, their needs and motivations to develop an 
approach that’s inclusive and e�ective. 

3.

Once you’ve identified the diverse talent segments you want to attract, you’ll want to start engaging them 
with personalised content.

Create content that’s inclusive and catered to each group

Your content should showcase your value proposition in a way that addresses the di�erent 
perspectives and groups you’re trying to attract. Pay attention to the design of your career site 
and the language of your job listings: they may have unconscious bias that is deterring diverse 
talent from applying. Give your target applicants the information they need – and the 
motivation – to progress down the candidate funnel. 

Choose the right channel: go where the talent is 

What channels and networks do your target candidates and groups spend time on? Which do 
they use for social sharing – and which are used to cultivate professional networks? Do these 
diverse candidates commonly belong to any groups or industry bodies?

Get in front of passive candidates with proactive attraction

Transitioning from reactive recruitment to proactive attraction requires applying a marketing 
mindset to get in front of passive talent, tap them on the shoulder and entice them to work for 
your organisation. 

Target your ideal candidate at every stage of the journey 

Engage target candidates at each stage of the consideration cycle, so that when the time 
comes when they’re open to a move, you’re top of mind. Create segment based go-to-market 
plans that move key diverse audiences along the consideration journey and down the funnel.



Use technology to automate a great candidate experience

Recruitment marketing technology can automate targeted candidate communication and 
candidate care, serve up curated content, track what’s working and what can be optimised – 
freeing recruiters to build valuable relationships with candidates. 

Use metrics and measuring to improve 

It’s critical to establish benchmarks and regularly track metrics to monitor and tweak your 
recruitment marketing e�orts, adjusting as necessary until you get the results you’re after. 

AI-powered screening technology providers such as PredictiveHire and Curious Thing can 
remove unconscious bias from the recruitment process by anonymising and screening 
candidates on behavioral attributes – rather than having a recruiter simply scan a resume. 
AI-powered vendors can be leveraged on an ongoing basis to make the language of job 
listings more inclusive and appealing to diverse groups. 

BEFORE YOU BEGIN 
Lead organisational change at a cultural level
DE&I initiatives will not succeed if they are not championed at a cultural level. A 
proactive recruiting team can fill talent pipelines with hundreds of diverse 
applicants, but if a hiring manager has conscious or unconscious biases, you’ll 
struggle to change the status quo. This worksheet focuses on getting you 
started using recruitment marketing to fill talent pipelines with diverse 
candidates. The cultural piece is up to you. Ask yourself: 

Are there barriers blocking the employment, opportunity or inclusion of     
people from di�erent demographic groups? 
Are there policies or practices that need to be eliminated or re-visited?
Are there potential hiring manager biases that need to be addressed?
Are our company values, culture and beliefs inclusive to people of 
di�erent religious, ethnic or political backgrounds? 
 


