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The HR Marketer’s Guide to

Talent Acquisition

In Partnership with

Act like a  recruiter,  think like a  marketer. 



Average stays in jobs are getting shorter. It’s a trend 
we’ve been hearing about and discussing for years, 
but today it’s our reality. 

The average tenure in a  
job now stands at around  
4.6 years1 – and shorter stays are already 
triggering some significant changes in how  
HR operates:

•   Successful onboarding is more critical than ever

•    There is a greater need to get people high-
performing quickly

•    Talent that’s already in permanent employment  
is more willing to move than ever before

•    Long-term rewards as employment incentives 
carry far less weight  

•    Development must begin on day one, and plans 
need to be short-term-focused

•    Short-term contractors are increasingly seen  
as a very viable way of acquiring skills

1 U.S. Department of Labour, ’’Employee Tenure in 2016’’, 
bls.gov/news.release/pdf/tenure.pdf.

After the success of the first edition  

in the series “The HR Marketer’s Guide 

to Talent Acquisition”, which explored 

how you can build an employer brand 

that both recruits and retains top talent, 

we wanted to provide you with this 

second guide, “Managing Talent in the 

Age of the Contingent Workforce”.
By reading it, you’ll pick up best practices, 

top tips and in-depth insights from  

a number of industry leaders on how  

to effectively manage your talent and 

build stronger relationships with today’s 

contingent workforce.We would like to thank everybody  

who contributed to this edition and  

hope you enjoy the read.
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For HR and talent-acquisition teams, that all adds up  
to lots more questions:

•    How do talent-acquisition practices need to change  
in line with shorter careers?

•    How important is retention, and should we just let 
people slip away?

•    What can be done to bring talent back once it’s left 
the business?

•    Do we need to increase focus on development,  
or stop investing in people who will leave?

•    How sustainable is it to keep spending money  
on short-term contingent employees?

•    Are there other viable alternatives to the current 
recruitment model?

To help you better understand what all this means for you, 
and to get answers to those questions and more, 

we’ve once again called on  
some of the best minds in the 
fields of HR, recruitment and 
talent acquisition. 
In this guide, they’ll explore the world of the contingent 
workforce, look at the major trends driving it, and offer 
practical advice to help you continue to find, attract and 
hire the very best talent in today’s changing HR and 
talent-acquisition landscape.

What is a contingent worker?

Contingent workers are any kind of 

workers employed on a short-term 

basis. Rather than having open-ended 

contracts like permanent employees, 

they’re brought into a business on the 

understanding that they’re only going 

to be there for a limited time, to fulfil a 

project, do a specific job or help meet  

a spike in demand.

Contingent workers can be:

•    Temporary employees from an agency

•   Professional consultants

•   Freelance contractors

•    Full-time employees on  

limited-time contracts

•   Seasonal temporary workers
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The Growing  
Power of Networks
By Mervyn Dinnen

The challenges of modern HR have changed.  
We’ve got significant skills gaps that need plugging, 
an increase in dissatisfaction at work, and a whole 
host of new talent demands to meet.

The trouble is, a lot of recruitment practices  
still haven’t evolved alongside those challenges.  
Job descriptions are frequently based on how 
someone else did the job. Interview and selection 
processes continue to be overly rigorous. And we’re 
still not very good at enabling candidates to show us 
what they can actually do. 

Companies are now finally waking up to the fact that 
employees have choices, and recognising that the 
practices of days gone by aren’t necessarily going  
to help them bring in exceptional talent.

To bring in the best talent, an organisation has  
to do three key things:

Mervyn DinnenIndependent HR and Talent Analyst 

Mervyn Dinnen is an HR and talent analyst, 

international speaker and co-author of 

Exceptional Talent. He’s a frequent conference 

speaker on social recruiting; using content for 

engaging talent; and the future of recruitment, 

and he also takes part in panel debates covering 

everything from HR to the future of work.

1. 
Start looking for someone who’s right 

for the role and right for the company, 

irrespective of their background or career 

trajectory

2. 
Offer them something in return – usually 

outstanding employee experiences and 

help to achieve their personal goals

3. 
Build a strong talent journey – from  

first engagement right the way through  

to development and progression



5

In the HR landscape of days gone by, doing that 
would be extremely difficult. But today, advances in 
technology have created amazing new opportunities 
to identify, reach and select the very best talent.

In the world we’re moving into now, we’re going to 
be able to understand a lot more about people in our 
talent pools than ever before. That’s partly down to the 
increased use of deep-dive HR analytics, but it’s also 
being driven by an increase in the power of networks.   

I recently heard a story of a small business that broke 
away from its reliance on job boards, recruitment 
agencies and traditional advertising by better utilising  
its networks and those of existing employees. 

Now, that business fills 75 per 
cent of its vacancies through 
the networks of existing 
employees and alumni.
With the size, value and importance of the contingent 
workforce rising, networks are going to be a very 
important part of any company’s talent-acquisition 
and broader HR strategy in the years to come.

More people coming into and leaving your business 
means a greater number of powerful connections. 
Plus, advances in social technology mean that we 
know more about those connections than ever – 

enabling us to encourage referrals and spot great 
talent organically.

Unfortunately, we’re not quite at the point where I can 
walk into a coffee shop, see that the barista went to 
university with someone at a company where they 
need my skills, and use that as my entry point into the 
job, but that’s certainly the direction things are going in.

The other important role that networks play is in 
managing your alumni. Yes, it’s true that people seem 
to be staying in jobs for shorter times, and that the 
number of contingent workers is growing, but with 
an effectively-managed alumni network, the last day 
in the job doesn’t have to be the end of someone’s 
relationship with your business. 

That alumni network can prove to be an incredibly 
valuable source of talent. 

The grass isn’t always greener; 
people absolutely will come 
back if you give them the 
reason and opportunity to 
– and if you manage your 
ongoing relationship with 
them effectively. 

Of course, the power of networks cuts both ways. 
You have greater visibility of talent, but talent also  
has greater visibility of your business, what it can 
offer, and what it’s really like to work there. 

People trust the opinions of those they know. 
More people coming into and connecting with your 
business means more publicly-accessible opinion  
and insight into what you’re like as an employer. 
Because of that, you need to ensure that exceptional 
employee experiences aren’t just reserved for 
permanent employees.

For a contingent worker, a bad experience could cut 
you off not only from working with them again, but 
from working with those in their extended network too. 
That’s something that no business can afford to do.

The way that HR teams use their networks to learn 
more about candidates, demonstrate what they 
can really offer to people, and build valuable lifelong 
relationships will be critical to their success in the  
age of the contingent workforce.
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Five Ways to Get More from Your Employee and Alumni Networks

Understand who your advocates 
are, and where their influence lies.
To turn your networks into valuable and reliable 
sources of great talent, you need to understand who 
your best advocates are – and that doesn’t just mean 
who’s got the biggest external network.

You need to cut out the noise and understand who 
has real influence. Who has proved to be a source  
of great referrals? Who has a respected voice in their 
field? And who are your key connectors?

Respect the link between employee 
experiences and your networks.
Not every connection you make ends up being  
a positive one. A bad experience for a freelancer 
can end up doing a lot of harm to your reputation 
as an employer, and make it much harder to source 
the right talent. Quite simply, great employee 
experiences naturally fuel an expansive and  
valuable talent network.

 Don’t just broadcast; share 
knowledge.
When you’re managing your own social networks, 
broadcasting to a huge group of people rarely has 
much meaningful value. The networks exist to 
facilitate conversations and the sharing of knowledge. 
Think about the benefit of what you’re sharing, and 
who it really has value for, before you share it. 

If the person who benefits the most from sharing 
it is you, it might be worth reassessing whether it’s 
something your professional network really  
is interested in.

1

2

3
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Build a diverse workforce by 
building a diverse network.
A great workforce is made up of different kinds  
of people from unique and interesting personal and 
professional backgrounds. Networks that are made 
up of potential candidates, current employees, 
freelancers, alumni and existing employees can help 
you cast a broad net when recruiting – one of the 
keys to attracting exceptional talent.

Look after your contingent workers, 
and understand how their needs 
differ from other employees’.
If you want contingent workers to come back or tell 
others you’re a great business to work for, you need 
to understand what they need and expect from you.

For example, if you’re dealing with freelancers, you 
need to pay them promptly. That doesn’t sound like 
something HR traditionally needs to concern itself 
with, but if finance and procurement take a long time 
to process freelancers’ fees, that’s going to be  
a massive red cross against your name on their  
list of preferred partners.

It’s up to HR to ensure that contingent workers 
are onboarded and integrated into the permanent 
workforce as quickly as possible. They need access 
to important information from day one, visibility of the 
people they need to talk with to get their jobs done and 
most importantly, they need to have their performance 
managed in the same was as any other employee.  
That is all essential for aligning them with your goals 
and ensuring that being a contingent worker doesn’t 
mean that you’re simply looking from the outside in.

4 5
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Wake Up – Every 
Employee Is a 
Contingent Employee
By Bill Boorman

Today, the entire workforce is contingent – and there 
are a lot of reasons why. Some people would have 
you believe it’s all down to changes in employee 
preferences and a shift in the talent environment.  
But in reality, HR itself is at least partly to blame.

In many cases, people aren’t staying in jobs for a long 
time because we’re just not giving them the reason to. 
If you look at salaries for example, there isn’t a strong 
link between length of service and salaries at market 
level. Quite simply, the longer you stay with a company 
today, the further you fall behind the market rate 
expected for your skills.

Clearly, that’s not the only reason why job tenures are 
shorter than ever, but it’s certainly provided more fuel 
for the fire started by societal changes in how we view 
careers. Gone are the days where you’d follow in your 
father or mother’s footsteps and jump into the family 
business for your entire adult life. But that’s not to say 
people don’t care about careers anymore.

People certainly do care about careers – I’d 
argue more than ever – but they’re focused 
on jobs, not companies. They’re building 
careers for themselves, not their companies. 
They’re focused primarily on how jobs can 
help them, not how they can serve a single 
employer best – leading them to build strong 
CVs with five or more significant jobs in it.

The big problem with it all is that HR hasn’t 
really taken those changes to heart. When 
you see tenures dropping, you naturally 
want to ask what can be done to 
improve retention – but the question 
talent managers should really be asking is 
whether someone leaving a job is actually a bad thing at all.

When I recently went to work with a major media 
corporation, they told me they had a retention problem. 
People in future media were leaving after two years. 
I immediately posed them two questions: Is that 
actually a problem? And are people actually giving you 
two very good years and then moving on?

As soon as you realise everyone is contingent and 
people are going to leave, and accept that as the new 
normal, then you can start to change the way you 
recruit people and manage talent – instead of hopelessly 
trying to fight a trend that’s clearly here to stay.

Leaving a job 
isn’t what it used to be.  
It’s not a huge event that only happens when 
someone has reached the end of their tether,  
or something has gone drastically wrong for them. 

Today, 80 per cent of the  
people leaving a job are  
what we call “good leavers”. 
They’re leaving the business on good terms with 
everyone. They’re leaving without severing their 
relationship with the business.

8
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For HR, that opens up a whole new world of 
opportunities and challenges. To adapt effectively,  
talent-management teams need to:

Those changes aren’t small. They’re not tweaks 
to current ways of thinking – they’re forcing HR 
professionals to reassess what they believe to be  
best practice. By taking the focus away from long- 
term benefits and not assuming that we want  
talent to stay with us forever, talent acquisition and 
management are being turned on their head. 

Consider the knock-on implications of recruiting  
someone when you know they’re only going to be  
with you for a couple of years. It forces you to ask  
new and interesting questions about your own areas  
of focus within recruitment:

•     Does this person care about what we can 
offer them in the long term? Is that even an 
incentive to take a job today?

•    How can we better focus on communicating 
the individual value of a job, instead of looking 
at broad and often irrelevant employer value 
propositions?

•    Where does that leave cultural fit? Is it really 
that important anymore once we accept that no 
matter how comfortable someone feels in a job, 
they still have a multitude of reasons to move on?

•    Recognise that candidates are thinking “job 
first” and start communicating the individual 
value of a job opportunity instead of still 
looking at the wider picture.

•    Start thinking in terms of relationships instead 
of tenures. When someone leaves on good 
terms, there’s every chance that they’ll come 
back if your ongoing relationship with them is 
managed well and continues to deliver value 
for them.

•    Wake up to the idea that retention of 
employment isn’t really that important today, 
as long as you can retain those lasting 
relationships.

It forces you to challenge traditional best practices – and that is a very good thing.



10

The Five Big Things HR Organisations Must Stop Doing Today

Stop fighting for retention of hires.
People come and go, but relationships last. Instead 
of focusing your efforts on looking for flight risks 
and trying to keep people with you, reallocate HR 
resources to managing relationships with alumni,  
and create valuable networks that give them 
compelling reasons to come back.

Don’t give data to people  
without context.
Data can be an extremely valuable asset in talent 
acquisition – but only if it’s fully understood by 
those it’s given to. Blindly following data has only 
exacerbated many of the challenges associated 
with modern talent acquisition. Instead of throwing 
numbers at people, you need to teach everyone  
to ask the right questions of data, and dissect  
what the analytics are really telling us.

 

Never disregard the feelings  
of short-term employees.
Employee experiences all boil down to one thing: 
how people feel about the job. If people are unhappy, 
they’re going to tell someone. And when they do, 
that’s someone you’re going to have a hard time 
convincing to join you in the future. 

That’s just as important for short-term contractors 
as it is for permanent employees. You need to seek 
instant feedback, understand how people feel, and 
work to improve their feelings where issues exist.

Don’t look at your relationships  
in isolation.
In HR, we’re used to thinking in terms of “talent 
pools”. The problem with this approach is that it 
forces us to think about different groups in isolation, 
manage them in different ways, and ultimately, lose 
sight of great people by looking in the wrong places. 

Every relationship your business has with someone – 
whether they’re a past candidate, alumnus or a friend 
of an employee – is extremely valuable, so you need 
to consider them as one big network of connections. 

Once you do that, you may find that there really  
isn’t that much need to keep creating and seeking  
out new connections. Once everyone is in one pool, 
you understand how full that pool already is.

Stop operating like a sales department.
With more people coming on board for shorter 
periods of time, the traditional sales-like approach  
to talent acquisition is no longer best practice.  
Today, recruitment professionals need to work like 
project managers, and really, they should be trained  
in essential project-management skills.

With the rise in powerful automation capabilities for 
talent acquisition, a huge amount of the routine work 
can be completed automatically – freeing your teams to 
focus on the things that really matter. That means giving 
them the time to manage conversations and relationships, 
get hands-on with project management, and rebuild 
workflows around the ways people really want to work 
today.

1

2

3
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Alumni: The Biggest 
Source of Talent You’re 
Not Using
By Anne Dobey

There are currently more than 180,000 alumni groups 
for large organisations on LinkedIn. In a world where 
people are increasingly transient in their employment 
and more willing to switch jobs than ever before,  
that’s to be expected.

What’s really surprising is that just 15 per cent of these 
groups are actually managed by the organisation itself. 
Overwhelmingly, the networks are employee made 
and managed, to help them maintain relationships with 
former colleagues, share memories, and generally 
keep up with what’s changed at the company.

That’s a huge missed opportunity. Alumni networks 
are an incredibly valuable resource for talent-acquisition 
teams. And if an organisation doesn’t have one,  
or doesn’t play an active role in managing and engaging 
with one, it risks missing out on the opportunity to:

The best way to get involved in alumni networks 
will depend on where you’re starting from. If there’s 
already an employee-controlled alumni network in 
place, you have two options: request to  

take direct control of it, or engage with it from  
the sidelines and facilitate what’s going on within it.

Requesting direct control of the conversation can be 
met with a mixed response by those who actively run 
the alumni network – but that’s not to say it’s not an 
option. If you’re going to go down that road, the most 
important thing is ensure everything you do has real 
value for the people within it. 

•     Maintain strong relationships that give 

alumni a reason to come back

•    Gain more referrals from the people who 

know the business best best

•    Nurture brand advocacy and positive 

alumni sentiments

•    Help those who have left continue to feel 

as if they are a part of the organisation

Anne DobeyHead of Media Sales, Northern Europe, 

Middle East & Africa, LinkedIn Over the past four years, Anne has developed 

the Employer Branding Business for LinkedIn in 

Northern Europe, the Middle East and Africa.  

She has worked with many top companies 

globally, developing their go-to-market plans for 

employer branding, and successfully rolling out 

high-profile projects.
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Establishing another group could stand in direct 
competition with the one that exists, but if you provide 
value for employees and give them reasons to join the 
network you’ve created, you could trigger a natural and 
relatively painless migration to the new group.

In situations where that’s not possible, you could 
choose to simply get involved in the group from the 
sidelines. That means organising events through  
the group, getting involved in conversations, actively 
posting in the group, and doing whatever you can  
to enable and facilitate what that group already does.

If there isn’t an alumni network 
for your business already, you’ve 
got the opportunity to create the 
perfect kind of network for yourself.
Obviously, it will take time to fill the group with people, 
but you do have the advantage of being able to 
develop that network with your own talent-acquisition 
and relationship-management goals in mind.

Whichever way you get involved in your alumni 
network, it’s important that you do it now.

As the contingent contractual workforce grows, the 
alumni network is going to play an even greater role 
in talent acquisition and relationship management. 
Since the launch of LinkedIn’s contractor functionality, 
more than four million users have already identified 
themselves as being available for contractual work –  
a number that’s growing every day.

Getting contractual workers involved in the alumni 
conversation has its own range of powerful benefits. 
It gives you the chance to:

•     Indulge contractors’ desire for conversation  
and development

•    Help them feel like they are a valued member  
of your team  

•    Tap into their extensive professional and  
personal networks

•    Give them compelling reasons to come back  
and work for you again

•    Offer further opportunities for them to learn  
and develop 

Once you’ve got a strong alumni network in place, 
made up of all different kinds of people, it becomes 
an extremely valuable tool for supporting contingent 
working practices. 

When projects come up, you’ve 
instantly got access to a pool of 
people whose skills you know, 
and who also know other people 
who could help.  
Whether they’re contractors or previous employees, 
if you’ve maintained a strong relationship with them 
through the alumni network, there’s every chance 
that the right people will come back on board.  
And who better to work on your critical projects than 
those who already know your business inside out?



Five Tips for Establishing and Maintaining  
Strong Alumni Communities

Secure senior buy-in before you start.
Building and maintaining a valuable alumni community 
takes time and dedication. To do it effectively, you’ll 
need to convince HR and business leaders of its 
value, so they can give you the resources you need  
to do it right. 

Understand what it is your alumni 
really care about.
To keep people in your alumni network engaged, 
you need to show them things and give them 
opportunities that they actually care about. To do that, 
you first need to find out why they joined, and what 
they want to get out of the group most. Conducting  
a survey or poll is a simple way to start understanding 
what your alumni are really looking for.

Use your capabilities for targeting 
people at scale.
Alumni networks tend to be extremely diverse.  
Not everything you put into the group will be  
relevant to everyone – especially not job openings  
or opportunities. Many social platforms give you  
deep capabilities for tailoring your content, posts  
and messages to specific audiences; you need  
to take advantage of them.

Plan your network activity carefully, 
and don’t leave gaps.
Your alumni network needs to be a reliable source of 
information, content and events. That means you need 
to plan carefully what you’re going to do within that 
network, and when. Plan network events on a calendar. 
Look at how you can align your network plan with the 
HR and marketing plan for the year, and identify places 
where your network activity could help support them.

Don’t be afraid to invest  
in your network.
If you want to get big results from your alumni 
network and create something that people genuinely 
love being a part of, you’re probably going to need 
to spend some money on events. Whether it’s 
sponsoring employee-run events, or creating and 
hosting your own, a little bit of investment in alumni 
social events can go a very long way.

1
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Stronger Contingent 
Workforce Management 
Starts with Your Systems
By Andy Campbell

We’re used to hearing about the rise of the contingent 
workforce as a growing challenge in the world of 
talent acquisition. But in reality, there are a number  
of reasons why HR and talent-acquisition teams 
actively choose to use contingent workers. 

In a world of work that’s becoming increasingly 
project-focused, contingent workers provide a fast 
and simple way of acquiring key missing skills. Ideally, 
those are the kinds of skills organisations would love 
to develop internally. But when you’re dealing with 
time-sensitive projects, that often isn’t an option.

Contingent workers provide the speed and flexibility 
talent-acquisition teams are looking for to support  
a more project-centric way of working – but what  
they don’t offer is sustainability. Whether you’re taking 
people on through agencies or just constantly having 
to seek out new talent to fill short-term roles, leaning 
on contingent workers can end up being a very  
costly endeavour.

The biggest problem currently is that lots of the 
businesses recruiting short-term talent to fill 
these skills gaps don’t actually have strong 
enough visibility of internal skills and resources. 
Internal mobility is low, and contractual 
workers are being recruited for positions that 
a permanent employee could comfortably fill.

Without robust  
systems and data in place, 
you simply can’t manage 
a contingent workforce 
effectively.
You need to get the basics right.  
If you can’t see all of the people  
and skills in your company, you’ll  
end up wasting time, money and 
other resources on people you don’t need. 

The HR systems you rely on need to be built for –  
and able to adapt to – the world in which we work 
today. To enable faster, more flexible workforce 
management, you need a single complete view  
of all internal and external talent. 

You need to bring all of your pools  
together into one highly visible and manageable talent 
resource, so at any given time you can spot the right 
person for the right project – or bring them in if they’re 
not already with you.
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That doesn’t just mean being able to see a breakdown 
of everyone’s listed skills, qualifications and 
achievements. You need to look beyond basic talent 
data, and enhance your integrated view with deeper 
information such as: 

•      Details of an individual’s current career trajectory

•   Where someone fits into succession plans

•   Their aspirations, and where they want to end up

•   Detailed performance data

•    Potential skills that could be developed  
with mentoring

It’s all about being able to make 
informed decisions about how  
you resource your requirements, 
rather than thinking, “We need  
a project manager, we’d better go 
out and buy one at £1,000 a day.”

That comprehensive workforce and talent pool 
view can also help HR teams solve many of the 
most common challenges of managing a contingent 
workforce. By integrating contingent workers with the 
rest of your workforce, using the same systems, you 
can give them the same connected opportunities for:

•      Performance management

•   Learning and development

•   Internal mobility

This integration also provides the foundation for stronger 
personalisation of candidate and HR experiences. 
With greater visibility of talent data comes a stronger 
ability to appeal to individuals uniquely, and personalise 
experiences where appropriate.

The important part of that really is the “where 
appropriate”. Yes, personalisation is a valuable tool in our 
quest to make opportunities appealing on an individual 
level, but too much isn’t necessarily a good thing.

Comprehensive talent visibility is a must for everyone, 
but with personalisation, there’s a delicate balance  
to be struck. 
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Personalisation Versus Automation:  
Three Tips for Striking the Perfect Balance

Recognise that one size  
does not fit all.
We know that today, lots of people really value 
cultural fit when looking for a new employer. But 
everyone’s demands are unique. A good, positive 
culture will look very different to different people,  
and some may not even care about cultural fit at all.

No matter how broad your appeal as an employer, 
you need to include elements of personalisation  
in your value proposition if you want to cast  
a broad net and find the best talent. 

Identify areas where  
personalisation is overkill.
Personalising every part of your candidate experiences 
simply isn’t necessary. While everyone will find certain 
benefits more appealing than others, some things – 
such as pay levels, basic requirements and expectations 
– are not going to change between people.

Identifying the areas of candidate experience that 
don’t need to be personalised is important, as it helps 
you spot opportunities for process automation. When 
the basics are automated, your people have more 
time to focus on personalising the details that matter 
and connecting with candidates on an individual level.

Start with systems that let  
you do things your way.
Ultimately, what you really need from a complete 
HCM system today is flexibility. You need the 
freedom to structure core processes on your own 
terms, and align them with your business needs.

You need a solution that gives you the freedom to do 
things your way, whilst providing a robust framework 
for HCM and talent-acquisition best practice.
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Start Building Stronger  
Relationships with Talent Today
To manage relationships effectively, 
support the contingent workforce and 
ensure they’re always sourcing skills  
in the smartest, most cost-effective way,  
HR and talent-acquisition teams need  
to make some big changes.

There needs to be a shift in mindset, from thinking 
about tenures to thinking about relationships.  
There also needs to be total talent visibility, so you  
can see and actively engage with alumni after  
they’ve left the business.  

By following the advice outlined in this guide, you can 
adapt to the changes brought about by the growth  
of the contingent workforce, and:

•    Get more value from the personal and  
professional networks of everyone you engage with

•    Change the way you think about leavers, and start 
to focus on the retention of relationships

•    Build powerful alumni networks that act as  
a reliable source of referrals and return talent

•    Gain deep, integrated visibility of all internal and 
external talent pools, and make smarter hiring 
decisions every time

It will require changes to processes and practices,  
but it all starts with the right systems. With deep  
talent visibility at your fingertips, and a fuller 
understanding of the skills available to you,  
you can transform talent acquisition and thrive  
in the age of the contingent workforce.

HR Marketers Guide to 

Talent Acquisition Webinar

First Edition in The HR 

Marketer’s Guide to Talent 

Acquisition Series

oracle.com/goto/today-hr
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