
How Recruitment Agencies 
Can Leverage Brand to Win 
New Business



“Brand is what people say about you  
when you’re not in the room.”



Alignment

“Brand is what people say about you  
when you’re not in the room.”

Enablement

Team ReferralsPositioningValues



What does a good 
brand do?

Attracts high quality leads

Improves conversion

Create ‘the feeling’ that makes people want to choose you
Helps you stand out from competitors

Enables your marketing team

Provides consistency
Aligns with your target audience



Brand  
Identity 
• Logo 
• Colours 
• Imagery & assets 
• Patterns, shape & form 
• Typography 
• Icons

Brand  
Strategy 
• Purpose 
• Vision 
• Mission 
• Values 
• Personas + archetypes



An effective brand combines  
visuals & communication. 



What does this look  
like in action?



Give A Grad A Go 

Target audience:  
Graduates and graduate employers 

Tone of voice:  
Youthful, trustworthy, witty 

Brand:  
• Playful 
• Nostalgic  
• Youthful 
• Fun 
• Bright 
• Energetic 



Bond Global 

Target audience:  
Innovative, rapidly scaling tech entrepreneurs 

Tone of voice:  
Provocative, passionate & direct 

Brand:  
• Futuristic 
• Tech & science  
• Simple 
• Environmental 
• Big picture 



Brand Strategy



Finding Your ‘Why’ 
is finding alignment 

Your 'why' is at the core of your brand strategy 
and determines: 

• Why clients will hire you 
• Why candidates trust you to place them 
• Why your employees will come to work for you 

 

Bond Global’s 'why' is because they want to 
leave their print on the planet for the next 
generation. 

• Clients with the same vision work with them 
• Candidates with the same passion for the 

environment want to work for Bond’s clients 
• Bond’s employees are passionate about driving 

change

Why

How

What





Persona & 
Archetype  
Development 

A Customer Archetype is the combination of the 
Persona and the Business. 

• Key traits 
(job title, age, company size, company 
turnover, budget) 

• Pain points 
• Goals 
• Purchasing process



Name Tim the tech entrepreneur

Job Title Founder + CEO

Age Range 25-45

Interests Coding, technology, science, the outdoors

Company Turnover of £10-20m 
Team of 40-100 that is rapidly growing 

Goals To grow the business 
To reduce cyber crime 
To retire early 
To secure investment

Pain Points Doesn’t have enough time to do everything 
Doesn’t have the connections needed to scale the team 
Only partially funded - needs to invest wisely in the business 
Needs to demonstrate growth to secure the next investment 
Needs to trust team implicitly

Needs Fast response times - once he moves on from a task it’s hard to get his attention again 
Clear status reports 
Transparency 
Direct contacts - better to call or text than email

Archetype Example



Name Tim the tech entrepreneur 

Communication 
channel

Calls + WhatsApp

Communication style Direct, short, concise 

Language Use active language 

Value proposition 
(Why this persona 
works with us)

Archetypes like Tim use us because our recruiters have deep sector experience and excellent 
networks. They rapidly find and place high quality candidates on an embedded basis which 
quickly delivers value while enabling his team and business to scale.

Key messages We’ve got the network 
We’ve got experience 
We’ve got this handled - leave it with us 
Refer to commercial objectives & ROI

Communication Example



Purpose / why The 'why' of the business 

Apple: Think different 

Vision The direction of the brand and what it hopes to achieve in the future 

Apple: To make the best products on earth and to leave the world better than we found it

Mission Communicates the purpose of the brand and what you do to achieve your objectives 

Apple: To bring the best user experience to customers through innovative hardware, software, and 
services

Values What your brand stands for (typically 3-6) 

Apple: Accessibility, Environment, Privacy, Supplier Responsibility 

Brand Strategy Overview



What can you do?

Consider why your clients and 
candidates choose to work with you.

Develop your 'why'.

Roll out the outcomes of your 
strategy throughout the 
business.

Create personas & archetypes 
for your target audience.



Brand Identity





38% of users will 
leave a website 
if they do not 
like the design. 
Source: Adobe

https://blogs.adobe.com/creative/files/2015/12/Adobe-State-of-Content-Report.pdf


Brand Identity 

• A visual language that appeals to your target 
customers and reflects your brand strategy 

• Creates a recognisable look outside of your 
brand name or logo 

• Enables your marketing and design team



The Anatomy of a  
Brand Identity 

• Logo 
• Brand pattern and shape 
• Colour palette 
• Typography 
• Imagery & Icons 
• Dynamic assets 
• How assets are combined 





What can you do?

Create dynamic brand assets.

Consider how your brand 
elements be combined.

Enable your team.

Align your visual brand with 
your niche.



Thank you 
for your time

02039 938 236 
hello@plugandplaydesign.co.uk 
www.plugandplaydesign.co.uk


