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How Employee Voice Becomes

Your Talent Advantage

| sarah Goodall | Speaker, Author & Founder @ Tribal Impact



| have 48 hours in Bucharest for a conference - | won't have much time and I've never

% i ; C l ] been before - what do you suggest | try?

Read memory, searched the web >

If you only get a few hours free, these are the ones I'd prioritise.

If you can squeeze in an early morning: do a fast walk around the lake in King Michael I Park
(still widely called Herastrau). The loop around the lake is roughly 7km, starting and finishing
* Let’S noo dle at Aviatorilor Metro station, mostly on an asphalt path. It's a lovely way to see a different side
of the city before the conference starts. The Village Museum is inside the park too, an open-air
collection of old houses and churches from around Romania, if you fancy a wander afterwards.
greatruns  inyourpocket

| have 48 hours in Bucharest for a conference - | won't have much time and I've never been

before - what do you suggest | try? One big sight: the Palace of the Parliament. It's enormous and slightly bonkers, and the guided

tour gives you a real feel for the Ceausescu era. Book ahead and take your passport, as they
T | Chat R Opus5.5 Medium & check ID at the door.

One evening stroll: walk Calea Victoriei past the Romanian Athenaeum, then drift into the
Old Town around Lipscani. Make a point of popping into Céarturesti Carusel, a bookshop ina
restored 19th century building with swooping white balconies. As someone with a book
coming out, you'll love it.

What to eat: go to Caru' cu Bere for the full experience (it's touristy, but the beer hall interior is
stunning). Order sarmale (cabbage rolls with polenta and sour cream), mici (little grilled
sausages) and leave room for papanasi, a fried doughnut with sour cream and jam that's worth
every bite. If you're feeling brave, ciorba de burtd is the classic sour tripe soup. Try a glass of
Feteasca Neagra, the local red.

A couple of practical bits: use Bolt or Uber rather than hailing taxis, especially at the airport,
and you'll find the city very walkable once you're in the centre.

Want me to map these out around where your conference is so you can grab them in the gaps?




| have 48 hours in Bucharest for a conference - | won't have much time
and I've never been before - what do you suggest | try?
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What's on your mind today? PANDUR!
| have 48 hours in Bucharest for a conference - | won't have much time and I've never been before - . The Romanian Athenaeum Macca - Villacrosse Passage
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With only 48 hours — and a conference taking up much of that — | wouldn't try to "do Bucharest.” I'd aim
for one good walk, one Romanian meal, and one memorable sight. The centre is compact enough that you

can get a surprisingly good feel for the city in a couple of spare windows. == oacorrmatem.

through Revolution Square and down Calea Victorie,, .+hich gives you the best quick introduction to
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| have 48 hours in Bucharest for a conference - | won't have much time and I've never been before -
what do you suggest | try?
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With only 48 hours — and a conference taking up much of that — | wou

Macca - Villacrosse Passage
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for one good walk, one Romanian meal, and one memorable sight. Th
can get a surprisingly good feel for the city in a couple of spare window




Visibility starts with content.

Trust starts with strategy.

Get notified when | post

Mihaela (Toma) Stoian @ - st e 1BM

Enterprise Transformation Leadership @ IBM | Applied Al Explorer | = o
Bridging Tech Strategy with Hands-On Execution * University of BL Y

Bucharest, Romania - Contact info X 4 ..II Expert BI

Your data. Our expertise. Better outcomes.

Mihaela Radu @ - st

Make LinkedIn™ work for YOU - B2B Strategy, Growth &
Engagement Simplified. » Demand Gen » Paid & Organic Growth
» LinkedIn Executive Accelerator » Workshops

Bucharest, Romania - Contact info

Help your company page grow! (2
3,250 followers Mircea Vlastean @ o) - 1ist A ExpertBI
T E———————

Founder & Business Intelligence Consultant at ExpertBl | Power Bl
Financial & Operational Reporting | Data-Driven Decision Making
Bucharest, Romania - Contact info

#&8 1EDC-Poslovna Sola Bled

500+ connections
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Hey Mihaela - I'm going to be in Bucharest next week,
speaking at at an employer branding conference. | don't
suppose you're in town and can meet for a cuppa? Be
lovely to see you (kids included). | fly in Monday morning
and staying at the JW Marriott for a couple of nights.
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What's on your mind today?

<+ What are the progression opportunities like at Siemens?




S1%

of people globally have used or plan to use Al in
" their job search

L e (Linkedin 2026)
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Let hiring employers find
you - upload your CV
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- r/Big4 - 4d ago » Big4
u/Normanbates264 Welcome to r/Big4, a place to discuss
: : everything related to the Big 4 accounting
Is PwC going through a really bad time?
9 9 9 y firms: PwC, Deloitte, EY, & KPMG.
B Created Dec 1, 2012
| am seeing too many negative developments for the company—ranging from the lawsuit filed @ Public
against it in China and the problems it faced in Australia and reports of 0% growth in several regions 114K 1.8K
like United Kingdom. Weekly visitors Weekly contributions E

However, aside from that, | am also seeing many people who are opposed to or angry with this
company—even drawing comparisons with other "Big Four" firms and suggesting the latter are better USER FLAIR

—though, of course, these are opinions rather than empirical evidence.
‘ SarahKeepsltHuman

I'm not stating this as a fact, but I'd like to hear the opinions of people who work there or anyone
familiar with PwC’s current situation.
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Launch a brand
ambassador programme



Brand ambassador programmes
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Scaling Sustaining Mamtaining
small groups brand reach content & tools




Employee advocacy to influence

SHARE ) CREATE INFLUENCE




Kathryn Turner @ -2n¢

Director of Product Development M&S Food
Greater Oxford Arza - Contact info

500+ connections

Activity

20,450 followers

@ Comments Videos Images

‘ Kathryn Turner reposted this ee

Q Alex Freudmann [ - 2
2dedied - @

t's one of the most exciting days of the year at M&S
Food - the day Christmas Food to Order... more

CHRISTMAS ™

. Marks and Spencer

. Oxford Brookes University

32% of M&S ¢
cat... more
N

ang'\?iley're all nowy
100% olive oi

here: h..f is it's chocolate bread

EXPERTISE

ACCESSIBILITY
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What makes an employee influential?




What makes an employee influential?

proximity + expertise + personality + permission




Enable & empower employees

L = %

Ability Skills to turn Habit to build
recognise a Into that into community
story content around it




Your talent advantage is
already on your payroll
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Three step approach

G)\ A\ 2

Step 1 Step 2 Step 3

ldentify your existing Align enablement to suit Measure trust movement
ambassadors their maturity level & impact




Three step approach

@

Step 1

ldentify your existing
ambassadors




Step 1: Identify your ambassadors

EMERGING PARTICIPANTS CONNECTED CONTRIBUTORS STRATEGIC INFLUENCERS

Not posting Posting Frequent posting, higher
4 engagement
Connector Collaborator Influencer 3,000 +
=
Q
©
o 1,000 -
@ Networker Broadcaster Thought leader 2999
g /
L
— |
<
Inactive Participator Enthusiast < 1,000
>

Influence activity
Engaging (likes) and posting content.




Influence maturity matrix

Embracing employee advocacy and influence

Influence Maturity Model

Mapping employees
We've broadly mapped
employees to the model

ranging from inactive to
influencer.

The model is based on two
factors: their audience reach
and their influence activity.

When mapping employees to
such a model it's easier to
target the right developmental
steps to help and support them
grow as an advocate, if they so
wish!

Discuss the nine employee
profiles in your group and map
them against the model.

This activity should take 10-
15 minutes.

i

Audience reach

" tribal
i impact

EMERGING PARTICIPANTS CONNECTED CONTRIBUTORS STRATEGIC INFLUENCERS
Not posting Posting Frequent posting, higher
engagement

Connector Collaborator Influencer 3,000 +
1,000 -

Networker Broadcaster Thoughtleader /o,
Inactive Participator Enthusiast < 1,000
-

Influence activity
Engaging (likes) and posting content.

Connor
Customer service

Stephan
Sales
Employee profile
Stine, sales
T— . .
e 3,725 connections on LinkedIn
« Connects with customers over social media
« Shares frequently, but has low engagement
Employee profile « Actively participates across multiple social
Stephan, sales media platforms

© Tribal Impact

« 3,209 connections on LinkedIn
e Thinks social is for Gen Z

« CV uploaded 7 years ago

» Accepts invitations every {
Employee profile
Connor, customer service

» Creates amazing customer experiences

¢ 53K LinkedIn, 3K+ X followers
 Leads a 22K member LinkedIn group

e Active on Instagram, blogs twice a month

© Tribal Impact




Audience reach

The answer

EMERGING PARTICIPANTS

Stephan
Sales

Morten
Marketing

Not posting

CONNECTED CONTRIBUTORS
Posting

Mel
Marketing

Felix
Finance

Influence activity
Engaging (likes) and posting content.

STRATEGIC INFLUENCERS
Frequent posting, higher
engagement

Connor
Customer service

3,000 +

1,000 -
2,999

Amir
Pre-sales consulting

Caroline
Communications

< 1,000
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Three step approach

A\

Step 2

Align enablement to suit
their maturity level




Step 2: Align enablement

Give them the skills
and themes to create
content




Step 2: Align enablement

\\ Accelerate their visibility

\ e.g. coaching, content support - executives
Activate the few

p- |

Enable them with the skills

e.g. group-based training skills — sales/experts

Inspire their curiosity

e.g. masterclasses, eLearning

Activate the masses



Three step approach

€ 77

Step 3

Measure trust movement
& impact




Step 3: Measure impact

Leading indicators
N

Are your people showing up?

Participation rate

Posts and shares per person

Comments and engagements given

Consistency of posting

Original vs curated content

Visibility

Is the right audience seeing it?

Reach and impressions

Employee vs company page reach

Non-follower reach

Engagement per share
Audience ICP fit
Share of voice




Step 3: Measure impact

* Requires access to client internal data to correlate impact

Trust movement
indicators™®

03

Trust Movement

Is credibility growing?

Volume of traffic to career site

Target talent engagement

Careers page visits by geography

Career page visits by demography

Candidate enquiries

Employee content mentions

Employee referral growth

Lagging
indicators®

04

Business Impact

What impact is it making?

Average time to hire

Average cost per hire

Offer acceptance rate ratio
Referral hire volume

Candidate conversion rate
New-hire retention rate by source

Recruitment agency spend




Step 3: Measure impact

EMERGING PARTICIPANTS CONNECTED CONTRIBUTORS STRATEGIC INFLUENCERS o o ) .
N Not posting Posting Frequent posting, higher ® ACt IV I ty m Ove m e nt ( m Ot I Va t I O n )
engagement
Connector » Collaborator Influencer 3,000 +
K =
8]
©
o 1,000 -
® Networker Broadcaster Thought leader /.,
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Inactive Participator Enthusiast < 1,000
=

Influence activity
Engaging (likes) and posting content.




Step 3: Measure impact

Audience reach

EMERGING PARTICIPANTS CONNECTED CONTRIBUTORS STRATEGIC INFLUENCERS
Not posting Posting Frequent posting, higher
4 engagement

Connector » Collaborator » Influencer

3,000 +
1,000 -

Networker Broadcaster Thought leader 2999
Inactive Participator Enthusiast < 1,000
o

Influence activity
Engaging (likes) and posting content.

Activity movement (motivation)
Visibility movement (influence)



Step 3: Measure impact

Audience reach

EMERGING PARTICIPANTS CONNECTED CONTRIBUTORS STRATEGIC INFLUENCERS
Not posting Posting Frequent posting, higher
engagement

Connector Collaborator Influencer

Networker Broadcaster Thought leader

Inactive Participator Enthusiast

3,000 +

1,000 -
2,999

< 1000

Influence activity
Engaging (likes) and posting content.

Activity movement (motivation)
Visibility movement (influence)
Trust movement (correlation)

[ TALENT INSIGHTS Home  Saved Createreporty | (3 €N
Talent Pool Reprt 0
INCLUDE at least one of the following & Electrical Engineer - 4 locations - 4 skills

7,868 professionals on Linkedin
Senior Software Engineer X +

Overview Location Company Titles Skills Industry Education Employer brand Profiles
Exclude
Location Exclude -Clear Hiring demand ®
INCLUDE at least one of the following 48141 4 61395 61503 2I607 Very high This talent is very hard to hire
. Professionals a2%  Changed jobs Job posts Engaged talent
New York, United States X
Atlanta, Georgia, United S... X Where is this talent located? See Location View in Recruiter Search
Charlotte, North Carolina, ... X 3 Top locations Professionals C@ @ @ @ e
> ’
Dallas, Texas, United S... X + "N eps New York City Metropolitan Area 16,000
@ 2,064 open to new opportunities
Atlanta Metropolitan Area 5200 1,034 have company connections
Skill Exclude ) Dallas Fort Worth Metroplex 4,700 5,056 open to contract work
o
INCLUDE at least one of the following + . Charlotte Metro 2,700 See candidates [?
Angular.js X Ember.js X Albany, New York Metropolitan Area 1,700
o Gender diversit
React.js X + Y @
v Who is employing this talent? See Company 16% Female
And include ® 84% Male
Top companies Professionals 1y growth Job posts
Company + E Flexis 677 6% 5
mpensation @
Z. Zoomjax 408 ~ 4% 4 Conpepsationc)
Industry +
A Mint 206 0% Average total compensation
¥ intome ° $130,500
Function + Itkix 350 ~0% - Range
. $75,800 - $204,800
Advanced filters ~ Techcore 297 v 3% n Data is inferred for 14% of this talent pool
What schools are producing this talent? See Education
Key insights
Top schools Professionals  Top fields of study Professionals
X . . X X 3 hidden gem locations
Anadolu University 182  Electrical and Electronic Engineering 2,665 Atlanta Metropolitan Area - Dallas Fort

Worth Metroplex - Charlotte Metro
€ Yildiz Technical University 126 Computer Science 540




Step 3: Measure impact

EMERGING PARTICIPANTS CONNECTED CONTRIBUTORS STRATEGIC INFLUENCERS

A Not posting Posting Frequent posting, higher ® A Ct i V i ty m Ove m e n t ( m Ot i Va t i O n )

engagement

* Visibility movement (influence)
Connector » Collaborator » Influencer 3,000 + ° Trust mcvement (Correlation)

f  Lagging movement (impact)

1,000 -
Networker Broadcaster Thought leader ., Hires por month Hares Q4 OKRs

By department

June 20 Business Development 45 2 O 5 5

| 2 Engineering 69 . . . .
Ly s Corporate hires Ops hires Executive hires
Facilities 10 C— c— —
August 26 66% 30 3% 5 83%
Finance 5
September 30 Operations 5  Interview activity

Audience reach

October 33 1,000 ®Zoom ©Onsite
By source
Inactive Participator Enthusiast < 1,000 Sourced 0
Applied 65 o
3 O d Referred 8 June July August September Octo...

. . A 31 ff
Avg. time to hire gency Offer acceptance rate

100%

> 20% /\/_’__
Candidate feedback

lnfluence aCtiVity Rapid process - everyone was very welcoming at every stage. 80%
Engaging (likes) and posting content.

June July August September Octo...

—
(oY)
(&)}
(&)

A AN Recruitment progress




The talent advantage system
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Audit & Strategy | ‘}::til\?’atﬁ - : Enahbllae : M:as::l'e : Optimise :
--» the Right People --3 with Purpose --»| what Matters - '

Map your people, audiences c? > g P ? > ? > Cl) »>| andScale :
and topics to identify | Focus on the executives, ! Build the skills, confidence 1 Track progress from activity 1 Use data to refine your !
influential voices, gaps and : experts, sellers and : and habits peopleneedto | to visibility, trust movement | approach, amplify what's :
the biggest opportunities | employees who cancreate | create authentic, high-value | and business impact, with | working, activate new :
for impact. : the greatest influence, : content and meaningful : clear, actionable insights : voices and build a |
: aligned to your business : engagement at their : and benchmarking. : sustainable influence engine |

/ priorities. / maturity level. / / across your organisation./




Your talent advantage is
already on your payroll
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