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International Best Practices and Approaches

This guide is based on over 10 years’ experi-
ence working in the niche industry of talent at-
traction and retention for places. The content
contained herein is based on the practical skills,
knowledge and insight gained by the author
in the role of Programme Management Lead,
building an entire division of a Danish talent
attraction entity. Moreover, the text draws on
understanding achieved in the role of Advisor,
serving governments, economic development
boards, city leaders, innovation hubs, compa-
nies and talent across Europe and beyond. The
text presents a summary of what Future Place
Leadership (FPL) deems to be the key lessons
learned for those locations seeking to be best
in class in regard to Talent Attraction Manage-
ment (TAM), whether they be countries, re-
gions or cities.

This experience-based format makes the practic-
es and approaches from abroad relevant for any
entity or location currently developing or opti-
mising their TAM activities. Regarding the Lith-
uanian context in particular, following TALENTAS
situational analysis and priority setting, the path
for the country is laid out in the following.

To enact change and improve policy, we first
need to create a climate for change — an overall
sense of urgency and the guiding teams to exe-
cute it, where stakeholder support is evident.
With TALENTAS, that journey has started and is
already well on its way.

In particular, there are two preconditions that
need to be met, which, in a way, go hand in hand
with each other. Firstly, in order to encourage
government entities in Lithuania to prioritise this
agenda through investment and resource alloca-
tion, there is a need to attain solid data on the
economic benefit of talent attraction and reten-
tion, including in regard to returnees. Secondly,
these data can and should be used to conduct
lobbying efforts locally, thereby fostering a more
positive environment and perception of glob-
al talent and those who return, which will also
make these individuals feel more welcome in
Lithuanian society.

In this respect, the launching of International
House Vilnius should be seen as a key enabler for
improved soft landing, welcoming and retention
activities, all much needed in Lithuania. Another
area for action highlighted through the TALENTAS
project is to start optimising retention, with a
special focus on those spouses and students al-
ready in the country, who would represent a lost
opportunity should they not be integrated into
the labour market in the long term.

However, attraction should not be overlooked,
and inspiration for Lithuania can particularly be
found in best practice coming out of Copenha-
gen and Denmark as a whole in terms of com-
bining the place brand with the employer brand,
finding the niche targeted segment and standing
out to talent, including by co-creating marketing


https://futureplaceleadership.com/
https://futureplaceleadership.com/

solutions with both companies and global talent
already living in that location. Finally, these ef-
forts should be executed in a way that enables
campaigns to go beyond awareness to having the
capacity to activate an ongoing dialogue with the
target group through the use of, for example, ar-
tificial intelligence — and ultimately deliver quali-
fied leads to employers in search of talent.
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The overall strategic recommendations seen in
the market relate to three main areas, where the
best in class implement state-of-the-art collabo-
ration platforms and strategic initiatives.

Firstly, TAM for a particular place cannot be suc-
cessfully carried out by that one entity alone. The
most successful locations work in a network-ori-
ented mode, locally, regionally and nationally
building long-term partnerships that focus on
mutual benefits and make sure the needs of the
target group come first, rather than that of an in-
dividual entity or logo. Think ‘one-point entry’ or
‘one-stop-shop’.

Secondly, the best in class have all adopted a
participatory approach to engaging internation-
al talent, mapping out the customer journey
and understanding their specific needs and pain
points, thereby optimising the services offered —
and ultimately making the talent themselves the
ambassadors and promoters for that particular
place. In addition, all TAM activities should be
demand- rather than forecast-driven. Thus, like
talent, the employers should be part of the entire
business development and service offering pro-
cess, including identification of the market gap

that needs to be filled and where the particular
location can add value to start-ups, small and me-
dium-sized enterprises (SMEs) and the corporate
world at large.

Thirdly, many places struggle to stand out, tend-
ing toward generic messaging that ultimately
could apply to many other locations worldwide.
Thus, the challenge is to identify the true DNA and
uniqueness of what your location offers, finding a
creative way to differentiate yourself in a crowd-
ed market. As an extension of this approach, many
attraction campaigns could be improved by em-
ploying better niche segmentation of the target
group, fostering the identification of certain sec-
tors with quality in international competitiveness
and quantity in terms of volume of jobs, while go-
ing into specific detail on the actual skills needed.

Each of the following 15 sections outline in de-
tail a specific good practice or approach that has
been used to achieve success on TAM abroad,
presented here to inspire Lithuania in forming
its own strategic initiatives. The report concludes
with a presentation of four of the latest trends in
the TAM field, each of them relevant for Lithua-
nia’s work in this field.



Pursue a long-term
talent attraction plan

Most actors operating in the field of talent attrac-
tion would agree that the Greater Copenhagen
region offers one of the most advanced talent
attraction and retention platforms. However, this
initiative also launched over a decade ago. Thus,
building up a dedicated division and a set of ac-
tivities, as Copenhagen Capacity and its partners
have done, takes time. Consider this process a
long-term one. Just imagine the time horizon
for relocating to another country: researching
regions and job opportunities, applying for jobs,
getting interviews and job offers, relocating your
entire life and obtaining a legal status to do so.
Completing the process may take months or per-
haps one year, or more.

Thus, as a point of departure, it should be clear to
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all stakeholders that the results will not be seen
tomorrow. Build your initiatives on a long-term
vision and focus on mid-term results — yet iden-
tify early quick wins to show proof of concept
and demonstrate to stakeholders that the pro-
cess works. A methodology that has worked well
for locations like Gothenburg Region, Sweden,
is the change leadership model of FPL, adapted
from John Kotter’s Eight-step change model. The
process has three stages: creating a climate for
change; involving, engaging and enabling; and
implementing and sustaining. It shows the devel-
opment from establishing a sense of urgency and
building guiding teams to launching the strategic
process, empowering stakeholders, creating and
communicating early wins and leading by exam-
ple (Figure 1).

The Gothenburg example of change leadership

Involving, engaging

& enablin
& Make it
tick and
05 Do not Iseacd g\r/]
i i let
Creating a climate 04 Create and etup example
for change dentifv th communi-
03 genttyhe - cate ik
Communicate . 8INE  wins
& refine the fruit &
0 1 Launch an vision and empower
. . inclusive strate stakeholders
Build guiding regional / gy Future Place
Establish a teams local Leadership, adapted from
sense of strategic John Kotter’s Eight-step
urgency process change model, 1995.


https://www.copcap.com/
https://www.kotterinc.com/8-steps-process-for-leading-change/
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Ensure stakeholder
support

You need stakeholder support across different
levels of government, including the regional and
city level. This support must also extend beyond
the public sector, including to the education and
business sectors. There is a fine balance between
securing overall support and resources and hav-
ing ‘too many chefs in the kitchen’. This balance
must be achieved before the path toward budget-
ing and first activities can be tread. For instance,
the Capital Region of Copenhagen successfully
launched a regional talent strategy process, in-
viting all relevant stakeholders to define the key

challenges they faced, and subsequently built
10 initiatives together as an invitation to glob-
al talent. The Make Copenhagen your personal
business initiative was a bottom-up approach
steered by an advisory board consisting of en-
trepreneurs, corporate executives, local munic-
ipalities, the regional development agency, uni-
versity deans, and the national employer union,
amongst others. The result was 10 key initiatives
that guided implementation, with the findings
shared on a national level and serving to inspire
other regions (Figure 2).

Objectives of the Make Copenhagen your personal business initiative

Increase in number of international
professionals and researchers

International professionals and researchers
will move to our region by year 2017

Days (approximately 4 years) should be the
average length of stay in the region

Increase in the number of international full degree
Master’s students and PhD students in the region

Of all skilled foreign nationals will in 2017 say that
they are very satisfied with their arrival experience

Copenhagen Capacity.
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Highlight the economic
benefit

Many places struggle to articulate the reasons
why the focus should be on talent attraction rath-
er than talent development, which focuses on
the unemployed domestic population. Thus, it is
essential to be clear in highlighting the economic
benefit of talent attraction for society. Interna-
tional talent should be a net economic surplus,
as they create additional jobs, pay taxes and pro-

Figure 3. The value of international talent

The talent shortage A lack of talent

hampers firms

is widespread and
global...

O
45%

of 40 000 employers
globally have difficulties
in finding staff with the
right skills

O
Nol

reason why firms

& turn down offers
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hold back investment

11

vide consumer spending, which, taken together,
outweigh their use of public services while in
the country. As a public entity investing taxpayer
money in this area, it is essential to highlight the
data and figures to prove the business case. Some
of the most prominent arguments are presented
below, including a calculation method employed
by the Capital Region of Copenhagen (Figure 3).

Attracting talent is . solis talent

retention.

a good investment
for a society...

O O
€225 000 €850 million

added by the average
expat family to
Denmark’s economy

in estimated
economic benefits if
Copenhagen retains all
international talent 6
months longer

Source: Future Place Leadership Presentation TAM, EU Amsterdam, 2018.

ATTRACTING INTERNATIONAL TALENT TO LITHUANIA
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Understand the current
labour market

Another mistake often made by locations engag-
ing in TAM concerns forecasting the future labour
market supply and demand for that particular lo-
cation. Just because economic forecasts suggest
that region X will suffer from a lack of skill Y by
the year Z, this does not mean that local com-
panies have a demand for this skill today. Thus,
rather than jumping to fix a skills gap based on
forecasts for the future, locations must focus on
identifying the current labour market supply and

Lobby local stakeholders

Rather than promoting your location to inter-
national talent abroad, sometimes you need to
start by promoting the value of international
talent in the domestic media and among other
key stakeholders. After all, there are no votes in

demand. The key here is to have a direct dialogue
with both smaller and larger employers, there-
by fostering understanding of what is needed in
the short term rather than the long term. When
Brainport Development in Eindhoven, the Neth-
erlands, set forth on solving the talent agenda, it
did so on the principle that the organisation was
established and financed by employers to make
sure that all activities were employer led.

attracting non-voters. You will not be success-
ful in your pursuit of talent unless you under-
take a continuous effort to engage in lobbying
and public relations activities aimed at securing
local support.



Start by retaining talent
in the present location

Most locations jump at the chance to conduct
attraction campaigns simply because it sounds
appealing to see the name of the place in print
or appearing in the global media. However, re-
sources and marketing efforts will be somewhat
wasted if you do not have integration and soft
landing services ready to turn targeted individual
global talent into residents and taxpayers. Thus,
one key piece of advice is to start with activities
aimed at retaining talent already present in the
respective location, such as providing support
for international students looking to transition
from graduation to employment. A useful fram-
ing question you can ask yourself in this regard is:
Why fly halfway around the world to attract your
target segment when it might already be at your
local university?
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You should therefore identify local opportunities
for raising awareness and facilitating meetings
between foreign talent already on location and
employers not currently utilising or understand-
ing this (often lost) opportunity. In many coun-
tries, including Lithuania, efforts are also needed
to make SMEs more comfortable with hiring in-
ternational talent.

Successful retention of international students in
the local labour market thus requires joint ac-
tion by universities, local businesses, local gov-
ernment, public service providers, and non-gov-
ernmental organisations (NGOs). Ideal examples
of local coordination exist in only a few munici-
palities worldwide, at least one of which can be
found in Germany (Box 1).

Box 1. Your future in Stuttgart, joint recruitment event (Germany)

Since 2014, the City of Stuttgart — together with local universities, employers, NGOs, and the
Stuttgart branch of Germany’s Federal Employment Agency - has co-organised an annual re-
cruitment fair for international students. The one-day event takes place under the auspices of

the Mayor of Stuttgart and is held at city hall. International students and graduates are invited
to learn about local resources for finding a job in Stuttgart. Attendees can network with rep-
resentatives from Daimler, McKesson Europe, and other employers onsite, and participate in
industry-specific workshops — such as a recent workshop titled “Different possibilities after your
study — architecture and urban planning”.



https://www.icmpd.org/publications/working-papers/

International Best Practices and Approaches

The event concludes with a reception, which provides additional networking opportunities for
students and the local actors involved in the organisation of the event. Your Future in Stuttgart
has not only encouraged collaboration between the City and local actors, but also within city
government. Each year, the City’s Economic Development Department, the Department for So-

cial Integration and Social Affairs, and the Immigration Office work together to provide all other
local partners with logistical support.

Source: Stuttgart Central City Administration. Morris-Lange 2019

Another example of innovative local retention
practice from Germany is the Study & Work ini-
tiative, which between 2015 and 2017 supported
innovative local practices in retaining internation-
al graduates (Figure 4). The key lessons from the
local projects undertaken were summarised and
subsequently shared by way of a toolbox provid-

ing detailed information on eight supporttools, in-
cluding individual coaching during the job search,
strategic job fair attendance, entrepreneurship
training, and educational videos for internation-
al students and local employers. The advantages
of holding direct meetings between students and
companies are summarised in Figure 4 below.

Face2Face - Student and company visits to trade fairs (Study & Work toolbox)

Organise fairs as
preparation for
a practical
semester or,
following
graduation, to
assist the
graduate in

their job search.

Ensure that the
profiles of the
invited
companies and
the subject
areas of the
students fit
together.

Provide intensive
preparation on
German corporate
culture, network-
ing and applica-
tion documents.

Practice
presenting with
the international
students and
produce the
profiles for the
introduction
round.

Emphasise the
expertise of
students, not

their nationality.

Provide room
for informal
talks between
students and
potential
employers.

Study & Work initiative.


https://www.stutt¬gart.de/en/en/your-future-in-stuttgart.
https://www.study-work.de/
https://www.study-work.de/

Embrace the ‘one-stop-
shop’ concept

Relocating to a new country can carry with it a
substantial administrative burden. Imagine the
time you need to invest in going to many dif-
ferent offices and locations in order to under-
take the various tasks needed to get started in
a new location — from attaining a social security
number, tax documents and local municipality
registration to job/career counselling, to name
the more obvious examples. Now imagine that
you are an employer with five international em-
ployees who cannot start work because they are
struggling to get their paperwork in order. ‘One-
stop-shops’ — digital and physical — can enable in-
ternational talent to get everything done in one
place. Digitalisation has brought us to a point
where most aspects, excluding actual biometrics,
can, at least in theory, be done online —including
having one’s questions answered by a chatbot.
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At the same time, an element of concern may
arise — “this is my life and my private person-
al data” — and as secure as your online system
might be, international talent may be insecure
in their new location and need to see an actual
person for them to trust the system. The recruit-
ed individuals may also need a place to go and
meet people, places which offer social activities
for both expatriates and locals. This is the ‘one-
stop-shop’ or ‘international house’ concept that
exists in Denmark, Finland, Estonia and the Neth-
erlands, to name a few of the frontrunners in
this area (Box 2). Lithuania is already following in
these footsteps with International House Vilnius,
a commendable development in this regard.

Box 2. International House Copenhagen (Denmark)

International House Copenhagen was established in 2013 as a public-private partnership be-
tween the Danish Government, the City of Copenhagen, the University of Copenhagen and a
number of private companies working in the field of attracting and retaining internationals. The

facility was founded on the idea for a regional ‘one-stop-shop’ for all international talent settling
in Greater Copenhagen. For instance, newcomers can get all their paperwork done in one place,
receive job and career counselling, join New in Denmark events, and much more.

Companies can also use International House Copenhagen to fast-track administrative paperwork
for their international employees. Operation of the International House can be seen as reflecting



https://ihcph.kk.dk/
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the aims of the different partners, but there is no shared budget — each partner maintains its
own budget, employees and organisation. International House Copenhagen also does not have
a CEO, which comes as a surprise to many. While every partner has its own management/gover-
nance structure, there are different boards and steering committees:

International Citizen Service — a steering committee that meets on a regular basis to dis-
cuss topics within the citizen service field.

Advisory Board of the International House — a group of representatives from different com-
panies, organisations and universities, who meet four times a year to discuss various top-

ics, from the political agenda to challenges for internationals (e.g. bureaucratic barriers).

Different networks comprising various International House partners — e.g. networks focus-
ing on spouses or students.

The house also serves as a meeting place for international talent, with frequent events to foster
their social integration.

Housing Job & career

360°
Service

“All the paperwork” School & daycare

Leisure

Source: Interview by Future Place Leadership and material from International House Copenhagen.




Engage the
accompanying spouse

Many locations fail to consider what really is a
lost ‘plus one’ opportunity: the accompanying
spouse. Simply put, you will likely fail to keep the
talent you have attracted and lose out on poten-
tially recruiting the accompanying spouse if you
do not adequately support both of them. Most ex-
patriate assignments fail because the accompany-
ing spouse is unhappy in their new surroundings.
The reasons for this unhappiness might stem from
a lack of social or cultural integration (e.g. if the
spouse is taking a professional sabbatical or the
couple has decided that only one person will work
outside the home) or from lack of professional
integration (e.g. if the spouse has unsuccessfully
sought job opportunities in the new location).

Work in Estonia spouse programme

Provide an
additional
incentive to attract
talent to Estonia
by supporting the
spouses

Labour Market Integration of
Third-Country Nationals in EU Member
States: EMIN Synthesis Report, EMN.
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Thus, a programme to support the accompany-
ing spouse and family is actually as integral to
successful talent attraction as the campaign ac-
tivities itself — as long as the target group is more
senior than young professionals, who are not as
likely to have a spouse. One example of such an
initiative comes from Estonia, where Work in Es-
tonia, the official guide to working in the country,
offers support to spouses wishing to develop pro-
fessionally. The programme successfully strikes a
balance between personalised and group servic-
es, with the goal of enabling 51 percent of partic-
ipants to find professional engagement in Esto-
nia after six months (Figure 5).

Spouses of skilled workers are reluctant to come
to Estonia due to limited knowledge about the
country and available employment opportunities

Spouses of all EU and non-EU specialist
workers who come to Estonia to work

Counselling services, where appropriate,
including other activities (workshops, training,
language courses)

Services are provided by seven dedicated career
councillors in three different languages (Estonian,
English and Russian)

Major cities in Estonia (Talin, Tartu and Narva) and
available via Skype prior to arrival in Estonia


https://www.workinestonia.com/
https://www.workinestonia.com/
https://emn.ie/publications/labour-market-integration-of-third-country-nationals-in-eu-member-states-emn-synthesis-report/
https://emn.ie/publications/labour-market-integration-of-third-country-nationals-in-eu-member-states-emn-synthesis-report/
https://emn.ie/publications/labour-market-integration-of-third-country-nationals-in-eu-member-states-emn-synthesis-report/
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Cooperate directly with
talent and employers

As a location develops its particular offering in
the talent attraction space, a simple notion is
frequently left out of the internal business devel-
opment process: The talent is your end-user and
the need to understand their journey and deci-
sion-making factors is integral to success. Map-
ping the customer journey, and the pains and
gains involved, will help you understand where a
location can optimise the process.

Typically, a company or university is your actual
customer, so it is necessary to also understand
their needs in minute detail, only then proceed-
ing to co-create approaches and find durable
solutions. Across Europe, too many well-in-
tentioned public sector initiatives have been

Develop an ‘employer-
place’ brand

When the time comes to undertake branding and
marketing activities, the lesson learned — and a
relatively recent industry development — has
been to shift from generic branding and market-
ing to spotlighting the unique selling points of a
location as a career destination, with very target-
ed segmentation. Regardless of the brand aware-

launched prior to any user test as to whether
the particular service actually solves a prioritised
need. To use a military metaphor, engaging the
‘Generals’ (CEOs/Deans) in the overall proof of
concept and the ‘Lieutenants’ (Hiring Managers
and Recruiters) in how service offering develop-
ment operates in practice is strongly advised —
and should typically be done at advisory board
or steering committee level. When doing so, be
careful to not ‘just’ invite big employers because
it may look good to others or they might finance
your project: You need representation that re-
flects your corporate landscape, from start-ups
to SMEs and larger companies across relevant
sectors. Each type of outfit has different chal-
lenges and thus requires different solutions.

ness and brand perception of a given place, most
places are still not associated with a career brand.
Furthermore, as employers need to recruit from
faraway markets and untested channels, an at-
tractive employer brand by itself is insufficient.
Thus, there is a need to develop a unified brand
for both employer and place.



Such brands should incorporate what, for exam-
ple, Copenhagen Capacity has defined as “soft-
ware, brainware and hardware”. As outlined in
Figure 6 below, at the core of this brand lies a
balance between quality of life and the quality
of the offer. Quality of life can be defined as the
‘software’ that represents the more emotional
selling points, which for a brand and society such
as Denmark, for example, would be an attractive
work-life balance, a flat social hierarchy and an
overall happier life — elements embedded in the
country’s DNA, in terms of leadership and life-
style. The ‘brainware’ is specific industry or clus-
ter information, the ‘bragging list’, so to speak,

Copenhagen’s ‘employer-place’ brand
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of why the place in question has a competitive
advantage internationally. This aspect also in-
dicates why coming to that particular location
would be a noteworthy addition to the resume
of any international recruit, where s/he would be
a valued part of a dynamic knowledge and inno-
vation hub — as opposed to a place where the
newcomer gives their talent to help that place
grow. Lastly, the ‘hardware’ is the actual product
— the quality of the offer: the particular job and
strong points of the employer, responsibilities,
salary and other benefits. The way in which this
methodology is implemented can be seen on the
campaign platform The State of Denmark.

Software
Work-life-balance

Quality Core Sustainable society / flat hierarchy
of life (the story) A happier life
Segment/ Emotional
target group selling points .
Brainware
Specific industry information
g Industry Why Denmark (Bragging list)
§ Cases
: I
Hardware
Product (the job)
Product Strongholds
(Scientific/commercial
Quality of value propositions)
offer

Copenhagen Capacity presentation at TAM EU, Porto, 2019.


https://www.state-of-denmark.com/

International Best Practices and Approaches

Stand out with location-
specific messaging

The top management of a rather large and influ-
ential European economic development agency
once invited a consultant to come in and help
their team review their sales material. At one
point, the consultant challenged the team to a
simple test. Four different key sales messaging
packages, one taken directly from the website
of the region in question and three taken from
competitors, were shown onscreen without the
respective logos. The task for the region was to
find their message. They could not. The reason:
The main messages were generic (‘good infra-

Are we all saying the same thing?

Centrally located

Large domestic market

Liberal and informist investment climate
Qualified and competitive labour force
Energy corridor and terminal of Europe
Successful economy

Low taxes and incentives

Infrastructure

Population

The perfect hub

Lucrative market access

The safe choice

Highly qualified and motivated talent pool
World leader in cleantech, ICT and life
sciences

World’s best test market

Easy business set-up

Cost efficient

The most flexible labour market

High quality of life

Future Place Leadership.

structure’, ‘going green’, ‘a great place to do busi-
ness’, ‘a digital frontrunner’, etc.).

While each of these messages represent a posi-
tive, they had by that time become basic expec-
tations in the market rather than messages that
stood out as unique to the particular location.
The best in class digs one level deeper to identify
their uniqueness and appeal to the target mar-
ket. Try the exercise for yourself. Figure 7, below,
shows the information used by the consultant to
demonstrate the point.

A prime location for business

A driver of growth and progress
Among the prime targets for foreign
investors

Highly trained staff

Technology, talent and tolerance

A capital of knowledge

Europe’s Green Metropolis

Highly developed infrastructure
High standard of living

The ideal location

Easy access to growing markets

Stable business environment

A magnet for talent

Access to world-class skills, research and
technologies

Growth engine

A competitive corporate tax structure
Technically advanced infrastructure
Excellent quality of life



Leverage the most high-
profile place brand

Many regions struggle to present one umbrella
brand, or even one landing page, to promote op-
portunities in the region/country. Imagine you
are an international talent looking to explore
opportunities abroad. Despite being a small
region or even a single city, a place should of
course have ambitions to be recognised interna-
tionally — but the likelihood of your target group
finding you is small. Furthermore, once each in-
dividual city and region in close proximity starts
promoting their particular offering, the picture
becomes muddy — the target group simply gets
lost in landing pages that ultimately talk about
the same metropolitan area or larger region. The
pertinent question then is: How many local/re-
gional brands can you have?

Organising coordination takes time, but to suc-
ceed in attracting international talent you should
leverage each other’s resources and budgets,
unite forces and focus on getting talent to look
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at your combined offering as a whole. Put in sim-
ple terms, your number one priority should be
to make sure that there is a pie to eat in the first
place, rather than worrying about who gets the
biggest piece. Team up if you are multiple cities
in a larger region, or use the country brand if you
are a smaller nation. The most important attrib-
ute is to be large enough to be relevant, using the
brand/region that will get you the most attention
and thus the most promising potential targets.

A good example of this playing to strengths is the
approach taken by Scotland, which is part of the
United Kingdom but also a country in its own right.
In a collaborative effort, Scotland has made sure
that efforts are anchored at the national level,
seeking to harness the national story for the ben-
efit of all of Scotland and stimulate international
growth. A comprehensive Scotland is Now plat-
form and toolkit has been created (see Figure 8),
with its relevance only increasing following Brexit.


https://www.scotland.org/more-info/toolkit
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Scotland is Now toolkit
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Target specific group
segments

Depending on the target groups (e.g. young pro-
fessionals vs. senior experts), different elements
of the core story will need to be highlighted. In
the Danish example above, initial branding mes-
sages included both the work-life balance and
flat social hierarchy. Both were appealing to
senior experts, who tend to value highly both
their private life and the opportunity to lead by
empowerment rather than micro-management.
However, young professionals were less interest-
ed in work-life balance. In fact, they did not de-
sire this at all, wanting instead to fast-track their
career by putting in long hours.

Maximise the impact
of data collection

Attraction campaigns enacted by prominent
locations often utilise a combination of a land-
ing page highlighting job openings and exciting
companies and a specific campaign platform.
Both the entire campaign and the career por-
tal need visibility; online and offline promotion
activities are thus required. What may surprise
locations entering this space is the makeup of
the attraction funnel itself, from for example,
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Many attraction campaigns across Europe have
focused on rather broad industries such as IT or
life sciences. Lately, the segmentation is much
more specific; for instance, from IT generally to
the gaming industry in particular. The specific
micro-niches also continue to narrow — within
the gaming industry there is clear segmentation
regarding the various skills and talents (even
‘software developer’ is becoming a rather gen-
eral term). Although this may sound like classical
marketing segmentation, it is still a learning expe-
rience for many locations to move from generic
to specific target groups, while securing enough
labour and job openings in these segments to be
relevant to an international target pool.

awareness to engagement towards a qualified
lead and the subsequent screening and hiring
process. Many such campaigns do not fully op-
timise the actual data flow behind the system,
which would allow proper tracking of the value
provided to companies. They thus miss an op-
portunity to nurse the prospective talent from
displaying an interest to making the move. The
ideal set-up in this regard is depicted in Figure 9.
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The ideal attraction flow for locations

7 N

Future Place Leadership, inspired by Copenhagen Capacity, 2020.

A more generic landing page/career portal is
the baseline that highlights the general oppor-
tunities in the region and the overall elements
of ‘software’, ‘brainware’ and ‘hardware’, as
outlined in Section 10 on employer-place brand
synergy. The campaign website is then the very
segmented target campaign of a certain indus-
try/cluster seeking specific skills and embodying
the uniqueness of this sector. Actual leads on
prospective talent are fed into a database, which
then matches candidates with relevant job open-
ings based on a high degree of automatisation,
using artificial intelligence to do so. By tracking
the online behaviour of the targeted individual,
understanding how they engage with the cam-
paign, the system can also optimise the retarget-

ing of the prospective talent with relevant jobs
and opportunities in the future.

Recently, a leading region for talent attraction
held a campaign that reached an audience of
some 23 million, but the number of jobs ulti-
mately created was ‘only’ 23. However, the mar-
keting spend compared to the net economic gain
to the region — taking into consideration the fi-
nancial value to the economy that this attracted
talent represents - still resulted in a net gain. In
addition, the data accumulated during the cam-
paign represents a significant resource for future
lead activation. It is therefore of vital importance
to ensure that you own the data. Otherwise, you
can neither create nor measure value.



Make the talent your
ambassadors

Your best marketers are the users themselves, so
make the international talent your ambassadors.
They can speak of their experience to those seg-
mented target groups (e.g. former colleagues or
fellow alumni) which you wish to attract. For ex-
ample, in the Nordic talent ambassador initiative,
the experience is the marketing: The storyteller is
not an agency but an individual just like those in
the target group (i.e. same age, occupation and
nationality). Through peer-to-peer recommenda-
tions from non-Nordic talent currently living and
working in the Nordic region, individuals share
their story to their own network back ‘home’.
The ambassadors do this with the action-orient-
ed message #jointhenordics, making the case for
the region as a career destination in a way that is
much more trustworthy than the same message
delivered by an employer, branding expert or re-
cruiting agency.
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This is not the kind of campaign to ‘go viral’ or get
thousands of ‘likes’; rather it is a direct, one-on-
one dialogue between the current customer and
the potential lead. Identifying and creating such
a funnel, from awareness to interest and lead,
would likely cost a great deal of resources. Yet,
a simple, friend-to-friend interaction between a
talent ambassador and a former peer can achieve
tremendous impact. The messages shown in Fig-
ure 10 from the Nordic talent ambassador cam-
paign neither went viral nor created a significant
buzz among users. However, among those 20 us-
ers who commented on the post were multiple
global professionals eager to know more about
the region. As they were associates of the talent
who published the post, they also had the right
profile for the region and thus represented direct
talent relocation targets to work with.


https://futureplaceleadership.com/videos/nordic-talent-ambassadors/
https://futureplaceleadership.com/videos/nordic-talent-ambassadors/
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Nordic talent ambassador initiative, digital postcards from a talent ambassador
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In addition to the above good practices and approaches, we would like to present four trends that are
impacting the talent attraction industry and outline how locations are adapting their TAM approach to
certain societal developments and target group preferences.

Purpose- and value-
driven brands

As the industry of place branding and talent at-
traction has developed, an emerging trend is
the increased focus on the impact to society. In
fact, rather than talking about place branding,
the conversation is being steered towards place
making. This takes into consideration recent
worldwide developments as well as the growth of
purpose-over-profit thinking, particularly among
young millennials entering or already in the work-
force (and beyond) — not just as employees but
also as managers and leaders. The talent hubs of
tomorrow might take the form of locations that
wish to attract talent while trying to solve greater
societal challenges of international dimensions.
In this way, talent will naturally be more likely to

be attracted by what the location is doing rather
than what is it is saying (branding).

Admit that you have faults and as one single loca-
tion cannot have all the solutions. Show that you
have the right values and DNA in your society, in-
cluding a commitment to make a positive, meas-
urable impact on climate, health, achieving the
United Nations Sustainable Development Goals,
etc. In other words, show it, don't tell it. Be good,
but more importantly do good — this will increas-
ingly be what talent is looking for. An interesting
indicator and way of exploring this area more in
depth is the Good Country Index developed by Si-
mon Anholt, shown below.


https://www.goodcountry.org/index/results/
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The Good Country Index
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stop a talent from leaving but helping the talent
to the next location initiates a circular model,
where regions with a certain supply and demand
of labour might fit perfectly with regions with a
different supply and demand situation. The Eu-
ropean Talent Mobility Forum is one example of
a network of places actively seeking to do this
together in 2021.


https://futureplaceleadership.com/launch-of-european-talent-mobility-forum/
https://futureplaceleadership.com/launch-of-european-talent-mobility-forum/

TAM and COVID-19

In the midst of a global pandemic, one may won-
der: Why talk about talent attraction and reten-
tion when our economies are bleeding and most
companies are focused on survival? Why talk
about mobility when we are isolated? Why talk
about international talent and relocation when
borders are closed?

As evident from recent discussions in the Euro-
pean Talent Mobility Forum, which encompass-
es leading entities in Europe working on talent
attraction and retention, the counterargument
is that places need the best and brightest inter-
national talent to create the growth required to

Special focus on
returning citizens

Many countries consider potential returnees
an important target group for their talent poli-
cy. Specific measures can address various stages
of the return process. Attraction policies aim to
convince citizens living and working abroad to
return to their country of origin, thus stimulating
return migration. As part of this set of polices,
engagement and information strategies play a
prominent role. Another instrument in this re-
gard is financial incentives for returnees.
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help economic recovery. Moreover, a given loca-
tion will already have global talent living there.
Places need to support this target group as they
find themselves in a foreign land struggling with
job insecurity, non-citizen residency and employ-
ment visa status challenges related to stimulus
package layoffs and social exclusion. At the same
time, they need to consider how the actual im-
migration processes and physical relocation can
be done during a lockdown, including via remote
work across borders, as well as which messaging
will actually appeal to global talent in the midst
of a global pandemic.

The COVID-19 pandemic and long periods of
lockdown seem to have increased the impor-
tance of ‘home’, ‘family’ and ‘safety’. Conse-
guently, multiple countries have seen an in-
crease in interest from returnees. If we take the
example of New Zealand, many nationals have
returned during the pandemic, with many plan-
ning to stay long term.


https://www.bbc.com/worklife/article/20200827-new-zealands-brain-gain-boost
https://www.bbc.com/worklife/article/20200827-new-zealands-brain-gain-boost
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Returnees may need support not only in find-
ing employment; they are also often interested
in self-employment, grasping the opportunity
to make use of their new skills and knowledge
gained abroad. For this reason, entrepreneurship
programmes are an attractive part of reintegra-
tion packages. The returnee offering can include
preferential access to loans and training to cre-

Back for Business initiative (Ireland)

ate a business plan and in financial management
skills, as well as support during the bureaucratic
steps necessary to start a business. For exam-
ple, in Ireland, the Back for Business mentoring
programme targets returning emigrant entre-
preneurs with the aim of addressing the specif-
ic challenges they face, namely, networking and
re-establishing contacts (Figure 12).

Who
Emigrants who

Objective
Fostering and supporting
entrepreneurial activity

among returned emigrants
or those planning to
return

How

Mentoring and
networking
support

Back for Business initiative.

Why have lived abroad

Addressing the challenges
related to early stage
entrepreneurship and

additional barriers faced
by emigrants

What

A tailored entrepreneurial
development programme
lasting six months

for at least a year
and have returned
to Ireland in the
last three years, or
emigrants currently
living abroad who
plan to return to
Ireland in the near
future


https://www.backforbusiness.com/
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Back for Business initiative: https://www.backforbusiness.com/

Copenhagen Capacity: https://www.copcap.com/

European Migration Network (2019). Labour Market Integration of Third-Country Nationals in EU
Member States: EMN Synthesis Report, February 2019, https://emn.ie/publications/labour-market-in-
tegration-of-third-country-nationals-in-eu-member-states-emn-synthesis-report/.

Future Place Leadership: https://futureplaceleadership.com/

Good Country Index: https://index.goodcountry.org/

International House Copenhagen: https://ihcph.kk.dk/

International House Helsinki: https://ihhelsinki.fi/

John Kotter’s Eight Step Change Model: https://www.kotterinc.com/8-steps-process-for-leading-change/

Morris-Lange, S. (2019). Retention of International Students/Graduates in Canada, Germany, and the
Netherlands, ICMPD, https://www.icmpd.org/publications/working-papers/

Strategy for attracting and retaining more talented internationals in the Copenhagen Region 2014-2017.

Structural Reform Support (European Commission, DG REFORM):
https://ec.europa.eu/info/departments/structural-reform-support_en

Stuttgart Central City Administration: https://www.stuttgart.de/en/en/your-future-in-stuttgart
Study & Work initiative: https://www.study-work.de/
The State of Denmark initiative: https://www.state-of-denmark.com/

Work in Estonia initiative: https://www.workinestonia.com/


https://www.backforbusiness.com/
https://www.copcap.com/
https://emn.ie/publications/labour-market-integration-of-third-country-nationals-in-eu-member-states-emn-synthesis-report/
https://emn.ie/publications/labour-market-integration-of-third-country-nationals-in-eu-member-states-emn-synthesis-report/
https://futureplaceleadership.com/
https://ihcph.kk.dk/
https://ihhelsinki.fi/
https://www.kotterinc.com/8-steps-process-for-leading-change/
https://www.icmpd.org/publications/working-papers/
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https://www.workinestonia.com/
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