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Job market trends in APAC

With unemployment rates in most
APAC countries under5%' , employees’
confidence in their ability to easily find
another job is predictably high.

Ipsos latest polls across APAC do
confirm this trend across industries and
functions. A few examples:

- Neady 80% of Hong Kong
employees who changed job in the
past year found their new position
in less than 3 months, 93% in less
than 6 months.

- 82% of potential job switchers in
India expect a move in the coming
6 months. Scores are comparable
for their counterparts in China and
Singapore.

Above results are characteristic of
candidate- dominated job markets:
jobseekers have a wide range of
options, they turn down offers, and
salaries are on the rise. Employers
have difficulties filling in vacancies due
to labor supply lower than demand®.

Linkedin’s global
mobile traffic
is expected to

exceed 50%
in 2014

There are, of course, a few exceptions
in the region:

- Thai employees’ optimism is
impacted by the current civil unrest.

- Japan results are structurally low
compared to the rest of the region.

When it comes to job search, smart
phones are a game changer worldwide:

- Linkedin's global mobile traffic
reached 41% in 2013 and is
expected to exceed 50% in 2014°.
jobsDB currently reports 48% of
mobile traffic in Hong Kong.

- More than 40% of smartphone
owners in China, Hong Kong,
India, Indonesia, Malaysia, the
Philippines, Thailand and Vietnam
used their device to search for job
offers. This increased by 70% in the
past 2 years®.

- Taiwan is under 30% in this regard,
in line with North America. The score
is down to 20% in Japan, which
is comparable to most European
countries.







Recruitment tools and tactics

In this fast changing and highly
competitive environment, employers
look for improved ways to attract
the best candidates:

- Advanced social media
strategies help create more
personal relationships  and
generate engagement with talent
pools, especially millennials.

- Videos, story-telling techniques
and gamification have become
common practice.

- New tools including mobile apps
and augmented reality make
recruitment more appealing
(from the initial information stage
to the job application).

- Referral systems are refined to
allow employers to tap into their
staff networks, in hopes of higher
conversion rates.

- Employers are starting to pay
more attention to the entire
candidate experience so as to

avoid losing the best of them at
the very end of the process.

- Pranks are even used by some
employers to promote their
career sites!

The most well-known prank case
study’ in 2013 was Heineken’s
reality show inspired job interviews
(requiring candidates to provide
medical assistance and choose
whether to lend a hand to a fire
rescue). The campaign, simply
entitled “The Candidate”, generated
5.5M views and 25K likes on
YouTube, as well as a 300% increase
in both traffic on Heineken’s HR sites
and number of CVs submitted.

What it does clearly illustrate is how
high the stakes are for employers
to attract top talent, and the lengths
they are wiling and must go to
accomplish that. Beyond short term
visibility, such initiatives make sense
if they are aligned with corporate
identity and values. The significant
increase in the number of touch-
points with candidates generates
a risk of inconsistent recruitment
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training and management practices
rank much higher in the employer
selection process than in other parts
of the world. Likewise, employers
underestimate the role of families in
Asia at their peril. Some recruiters
have formally integrated parents
and spouses in their tactics, in
recognition of the powerful influence
these stakeholders have on the
candidate’s ultimate decision. After
collecting market data, the design
of an Employee Value Proposition
involves comprehensive staff
opinion knowledge to assess
which aspects of the employer
promise are fully delivered and
which ones are truly distinctive.

This  exercise represents a
tremendous opportunity to review
and align the corporate culture, HR
policies and leadership practices.
Multiple data sources - from new
joiner surveys to exit interviews - can
be combined to identify strengths,
opportunities and risks.

The chart opposite summarizes the
recommended approach:
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About Ipsos Candidate And Employee Research:

Is it time to revisit your recruitment strategy? Ipsos offers a unique combination of HR and
marketing expertise, benchmarks as well as an exclusive Employer Brand Framework to design,
to refresh or to localize your EVP.

About Ipsos:

Ipsos is an independent market research company controlled and managed by research
professionals. Founded in France in 1975, Ipsos has grown into a worldwide research group
with a strong presence in all key markets. In October 2011 Ipsos completed the acquisition
of Synovate. The combination forms the world’s third largest market research company. With
offices in 87 countries, Ipsos delivers insightful expertise across six research specializations:
advertising, customer and employee research, marketing, media, public affairs research, and
survey management.
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