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“Social Networking –
I’m on, now what?”
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• 2.5 Years Digital Solutions 
and Operations for HODES 

• Live in South Florida

• 12 Years in Digital Employer 
Branding & Sourcing 
Solutions

• Avid User of Social Media

• Geek

Shannon Seery Gude
Vice President, Digital

Bernard HODES Group
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• The Changing Workforce

• Basic Principles of Communicating 
Through Social Networks

• Using Specific Social Networks

• Blogs, Video, Career Sites

• Final Thoughts

Agenda
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Changing Workforce
• Loyalty and career advancement measured by contribution 

made, not time.  

• Comfortable changing jobs every few years

• Loyal to their needs and their families - not with employers 
for the long haul

• Web 2.0 savvy

• Majority of employers reluctant to adopt communication via 
social media internally and externally
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• Friends, contacts, word-of-mouth, and 
company reputation are most influential

• Rely heavily on online resources, 
corporate career site the most important

• Search engines top way find career 
information and compelling stories about 
company culture

• 123 million job-related searches per 
month on Google

Changing Workforce
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• Social Networking Sites

• Career Website

• Blogs/Podcasting

• Photo Sharing

• Video Sharing  

Source: Robert Scoble & Chris Russell

Changing Workforce Tools
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A social network is a social structure made of 
nodes (which are generally individuals or 
organizations) that are tied by one or more 
specific types of interdependency, such as 
values, visions, idea, financial exchange, friends, 
kinship, dislike, conflict, trade, etc. The resulting 
structures are often very complex. 

Social Networks

Another way to say this….
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Why Social Networking
• Augment your existing network with efficient tools

• Build/deepen relationships with professional contacts and talent

• Build/bolster your personal and employer brand

• Many are not looking for jobs in traditional ways

• Give candidates an inside look, increase organizational fit
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Ads on mobile phones

Web banner ads

Search engine ads

Branded Web sites

Ads in magazines

Ads on radio

Ads on TV

Ads in newspapers

Requested email updates

Consumer opinions posted online

0% 20% 40% 60% 80% 100%

“I trust:”

Recommendations from friends/family

Forrester 2006

Credibility and Trust
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LinkedIn 27M+ professionals, 109k average income

Facebook 130 million active users

MySpace.com 100 million active users

Classmates.com 50 million registered users

Twitter 6 million users

Ning 3 million users

Social Networking Users
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Corporate Attitudes
• 64% of Companies in the US deny 

access 

• 54% of HR Leaders disciplined 
employees 

• 23% of Corporate Leaders unfamiliar 
Web 2.0

• 42% heard of Soc Nets, but do not 
participate 

• 34% are actively involved in Soc Nets



12

Social Networking Features

• Profiles with photos and bios

• Posts / Knowledge Sharing

• Forums and message boards

• Groups and Pages

• Status Updates
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• Create a profile on each site (or update existing profiles) –
Make them as complete as possible.

• Search for and join related groups

• Invite all your contacts to connect with you (consider 
adding one or two links to your email signature).

• State your ‘networking goal’ in your profile summary and 
try to make connections with people that have Large 
networks – this quickly grows your ‘extended network’.

Social Networks | How To Start 
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• Read profiles before making contact – some people list that 
they only want to connect for certain reasons. 

• Treat everyone professionally and respectfully.

• Remember that even if a person isn’t interested now or 
can’t help now, they may help you in the future.

• Be patient – not everyone checks their profiles daily.

• Not about immediate results – it takes time 
to BUILD your network!

Social Networks | How To Start 
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Social Networking | Candidate Sourcing
• Identify prospects without 

active/traditional resumes

• Build relationships for brand 
building and future 
opportunities

• Search for keywords, 
categories, schools, 
locations, etc

• Target:

• Colleges/Companies 

• Industries/Job Titles 
• Interest groups

• Requires network building 
and communicating, not 
advertising

• Create templates for 
candidates that provides an 
exceptional candidate 
experience and enhances 
your employer brand 
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Linkedin Groups 
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• The 4th most-trafficked website and the #1 most trafficked social 
media site in the world

• Over 55,000 regional, work-related, collegiate, and high school 
networks 

• More than half of users are outside of college

• The fastest growing demographic is those 25 years old and older 
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• Core activities are social, not professional

• Not all profiles include professional histories

• Search on most profile fields

• Search results return people in your network (make sure 
you join the networks of your former employers, schools 
and city)

• Join Groups and post to the wall and 
discussion boards
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• Communities - you have to “move in”, not just “visit

• There is no faster way to ruin your reputation in an online 
environment than by spamming other users

• Don’t subject connections to unwanted advertising of any sort 

• Do not join a community and post a job in the first 
week/month

• Do not send messages to everybody in your contact list

• Build trust and good will by contributing 
to non-self promoting content

Social Networking Best Practices
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Social Networking Take-away
• Signing up and establishing a profile is 1st step. Do not stop 

there

• Designate a certain amount of time each week to browse for 
contacts/leads, send messages, and seek out other 
members with similar interests

• Being active means getting noticed, and that’s the whole 
point but it’s a way to enhance your overall efforts, not 
replace them

• Patience is key
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Homework

• Create or Update Your Profiles

• Send Message Thru Your Inbox

• Perform a search

• Post a Free Job – Posted Items

• View Company Pages of 
Competitors
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The Bleeding Edge
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Ning
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Corporate & Recruitment Blogging
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Benefits of Blogging
• Authentically communicate your culture - share the unique 

story, values and ‘soul’ of your company

• Increased visibility on search engines and distribute content 
beyond your career web site

• Allow candidates an opportunity to get an inside look, 
increasing the fit

• Cultivate real relationships with potential candidates

• Creates a two-way forum to dispel or 
combat rumors and assumptions
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Recruitment Video Distribution
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Video Podcasting | Deloitte Film Fest 
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Social Career Sites
• Increasing use of authentic 

video, photos, and content

• Process – Enhanced Job 
Search and Apply, RSS, 
Events, FAQ Forums, Live 
Chat, etc.

• Feedback channels:  FAQ 
Forums, Live Chat, etc.

• Community Building: social 
networks, blogs, deep local 
info
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SocNet Apps & Widgets
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• THANK YOU!

• Questions?

Shannon Seery Gude
Vice President, Digital

Bernard HODES Group

sseerygude@hodes.com


