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CEOs, HR executives, and management teams 
encountered high-intensity headwinds last year as the 
economy heated up and record numbers of companies 
experienced labor market challenges. Employees at all 
levels resigned in record numbers. Salaries and hourly 
wages jumped up. Many employees pushed back when 
told to return to the office, and record numbers of people 
reported feeling burned out. 

With challenges multiplying, the Blue Rock Search 
team saw another trend emerge. We call it “Empowered 
Perseverance.” Leaders at all levels said, “I have goals, 
and what got me here won’t get me there.” They built 
new mental models and began the hard work of aligning 
their organization’s people, processes, and culture with 
reshaped views. 

As we planned this inaugural issue of Pinnacle,  
we thought about the world today and the resilience 
necessary to advance. From conversations, we know 
you are on the move, creating profitable growth, building 
strong cultures, and strengthening your Employee Value 
Proposition. 

At Blue Rock, we have always put our value—
Relationships Built to Last—at the forefront of all we do. 
Pinnacle was born to further assist you, your teams, and 
your goals by providing executive summaries of some of 
the nation’s hottest topics right now. Thank you for being 
a part of our community, and best wishes for success in 
an evolving world.
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              RUBEN MORENO

Before founding Blue Rock Search with his partners, Ruben Moreno, Founder and HR/Diversity and Higher Education 
Executive Search Practice Leader, held senior leadership positions at several Fortune 500 organizations. He is a recognized 
thought leader who has been quoted in the Wall Street Journal and other publications. With his deep relationships within the 
HR Executive community across multiple industry verticals, Ruben’s clients consider him a trusted partner who brings value 
beyond executive search. As a subject matter expert and highly specialized executive recruiter, Ruben has been dedicated to 
partnering with his clients to identify, assess, and recruit the best transformational leadership talent for over 15 years.

              NANCY ESTEP-CRITCHETT

Nancy Estep-Critchett is a Founding Partner of Blue Rock Search, where she oversees the Franchise Practice. She has 30 
years of successful professional experience as a business advisor and executive recruiter in the franchising space. Nancy 
has built solid relationships, which have spanned decades with industry professionals and internationally recognized brands. 
Prior to her time at Blue Rock Search, Nancy was the first employee at one of the most widely recognized firms specializing 
in franchising in 1993. She managed the company-wide research function, then moved into Partnership, then ownership 
in 2003. Nancy also founded Source First Incorporated, a Sarasota, Florida-based business specializing in franchise sales 
and consulting and Founder of Franchise Resales LLC, a service company specializing in reselling franchises. 

              CHRISTOPHER RIOS

Christopher Rios is a Founding Partner of Blue Rock Search and leads the Customer Experience (CX) search practice. His 
passion for delivering an exceptional and engaging Client and Candidate Experience has led him to his current role as Chief 
Experience Officer for the firm. Earlier in his career, Chris had over fifteen years of hospitality experience as an executive 
chef, and he has been recruiting executive and senior level talent in Customer Experience, HR, and Hospitality for over a 
decade. Chris specializes in the identification, assessment, recruitment, and onboarding of executive-level CX leaders and 
their teams, inclusive of leaders across all Experience disciplines.

CONTRIBUTORS

R E L AT I O N S H I P S  B u i l t  t o  L a s t



PINNACLE  |  Blue Rock Search
Issue 1, 2022

PINNACLE  |  Blue Rock Search  |  Issue 1, 2022

C o n t e n t s
“Companies that turn the ‘Great Resignation’ 

into the ‘Great Opportunity’ will win big.” 
Looking Into the HR Crystal Ball - Page 6

4 SPOTLIGHT
Looking into the
HR Crystal Ball: 
What’s Ahead for Leaders 
and Organizations

10 HR PRACTICE
When Your Employment 
Brand Doesn’t Match 
Your Market Brand—
What Happens?

16 HR PRACTICE
The Conversation Evolves 
from DEI to DIB

36 FRANCHISE
Evaluating Wages 
and Lost Opportunities:
A Skill Every Franchise Owner 
Needs to Succeed in Tight 
Labor Markets

24 CX PRACTICE
Game Changer Strategy:
Transform Your Organization 
with the Right CX Leader

32 SPOTLIGHT
Reputation Check—
What Are Employees Saying 
About Your Company Online?

21 FRANCHISE
Boomerang Employees:
Views from Three Franchise Leaders

28 HIGHER EDUCATION
Why Your Next VP of Enrollment
Needs a Deep Understanding 
of Finances

3

14 SPOTLIGHT
Equity Issues: 
A Conversation with 
Esther Aguilera

38 SPOTLIGHT
Curating an Exceptional 
Culture

31 HIGHER EDUCATION
Is Your College or University 
a Talent Magnet?



4 PINNACLE  |  Blue Rock Search
Issue 1, 2022

Looking Into The 
HR Crystal Ball: 
What’s Ahead for Leaders 
and Organizations
by Ruben Moreno

Being a CHRO, or Head of Talent is incredibly 
difficult right now. Over the last two years, HR 
leaders have faced more challenges than anyone 
could have ever anticipated. In early 2020, as the 
COVID-19 pandemic first hit hard, keeping the 
lights on and ensuring everyone was safe was the 
primary challenge. Workers in many professions, 
particularly public-facing ones, found themselves 
suddenly jobless or experiencing wage reductions. 
Many HR leaders found themselves tasked with 
overseeing the shift to remote work—often with little 
warning and insufficient infrastructure.

Humans are amazingly adaptable. However, the 
stresses of the past two years have taken a toll. For 
a host of reasons, workers in numerous professions 
have left their previous jobs behind and sought new 
opportunities with better pay, better hours, different 
skills, different locations, or better work-life balance. 

Despite this, during the week of December 25, 2021, 
weekly jobless claims came close to hitting a 52-
year low, according to a CNBC report.1  The “Great 
Resignation” has created a labor market that’s tough 
for companies and offers an unusually high number 
of options for workers. Because of these trends, HR 
leaders are working overtime to rework their strategies 
and find new ways to find, attract, and retain talent 
and continue to deliver high-quality results.

CHROs and other HR leaders will need to be 
proactive in building a strong strategy throughout 
2022. Because there’s still so much uncertainty 
and change, leaders need to stay on top of what’s 
happening—both in the industry in general and 
at their own companies—to remain competitive 
as a workplace where employees want to be (and 
stay). Pushing for innovation and improvements 
in everything from DEI to employee well-being to 
professional development will be key to standing out 
in a challenging labor market.

Here are the top trends, in no particular order, that 
CHROs and other HR leaders should be keeping a 
close eye on as the year progresses. 

1. DIGITAL BURNOUT IS REAL

Pandemic-era overload has workers and managers 
feeling burnt-out and lowered perceptions of well-
being. Also of note: this burnout is making workers 
feel too stressed and busy to learn new skills that 
would further advance or develop careers. In 2022, 
HR leaders will be facing the need to make some 
major shifts or risk a talent exodus (or, at least, deeply 
uninvested employees).

The Ken Blanchard Companies,® a global leader in 
management training, consulting, and coaching, 
released their 2022 trend study, which revealed a 
sense of tiredness and burnout among employees.2  
This includes employees at various levels, in various 
industries, and at companies of various sizes. In 
other words, it’s something that every company is 
probably dealing with in one way or another. To 
combat this downturn, HR needs to have a plan in 
place to genuinely address employee feedback and 
find innovative ways to help employees regain a 
sense of balance.

2. CONNECTIVITY NEEDS TO GET A BOOST

Labor market analysts at ADP Research conducted a 
study of 9,000 employees in the US.3  Their findings 
revealed that remote work has significantly affected 
feelings of connection among teammates. Seventy 
percent of on-site workers reported feeling strong 
feelings of connection with their teammates, 
while only 64% of remote workers reported the 
same. Specifically, the benefits lie in unplanned, 
unstructured, and spontaneous “face time,” rather 
than the pre-planned and formalized communication 
that remote meeting requires.

In 2022, HR is going to need to focus on connectivity. 
The perceived and real levels of connection among 
teams are dropping, which, in turn, is lowering trust, 
collaboration, and productivity.

SPOTLIGHT - WHAT’S AHEAD

1.  https://www.cnbc.com/2021/12/30/weekly-jobless-claims-total-198000-less-than-expected.html
  2.  https://www.prnewswire.com/news-releases/the-ken-blanchard-companies-releases-its-2022-hrld-trends-survey-301435756.html

3.  https://www.adpri.org/wp-content/uploads/2021/08/16092119/ADPRI_1-2.pdf
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3. HIRING WOES WON’T BE LETTING 
    UP ANYTIME SOON

The ball dropping on New Year’s Eve did not put an 
end to an exceptionally tough labor market, where 
HR is struggling with high turnover and potential 
hires have multiple options. According to a study 
by MindEdge Learning, 54% of employers report 
“much higher” or “somewhat higher” turnover since 
the pandemic began.4 Respondents cited these high 
turnover rates as the second-biggest concern for 
their companies, second only to employee health 
and safety. 

The same report also revealed that a whopping 
80% of companies have noticed a major or modest 
increase in employee burnout—a key statistic tied 
to the turnover rate. However, only 40% of these 
companies say they have introduced benefits to 
reduce stress, and only 28% have offered remote 
training to all employees.5 In 2022, HR should be 
leading the way to ensure these benefits are available 
more broadly in order to improve retention rates and 
attract more top talent. Additionally, consider new 
recruiting practices and sources to open up new 
and unexpected avenues to find talent.

The restaurant and hospitality industry have been 
especially hit. According to one industry report, 
roughly 17% of restaurants shut their doors 

permanently.6 And, according to a report from 
Business Insider, as more full-service restaurants 
try to rebuild their staffs and fast-food places try 
to meet demand, there are now 70% more job 
openings than there were in 2019. Along with rising 
wages, 10% fewer people are looking for jobs in 
those industries too.7 

4. BELONGING IS THE NEW KEYWORD

DEI continues to matter and grow in importance, but 
now “belonging” is a central concept that’s entered 
the conversation as part of the larger DEI umbrella. 
Research from Gartner shows that organizations 
with sustainable DEI initiatives show a 20% increase 
in inclusion.8  This, in turn, corresponds with greater 
on-the-job effort, intent to stay and retention, and 
high performance.

“Belonging is a key component of inclusion. When 
employees are truly included, they perceive that the 
organization cares for them as individuals, their 
authentic selves. HR can help make that happen,” 
said Lauren Romansky, Managing Vice President of 
Gartner. “That’s good for employees—and ultimately 
improves business performance.” HR will be focusing 
on strategies to ensure that employees feel like they 
“fit in,” are valued and understood, and are genuinely 
welcome. 

4.  https://info.mindedge.com/mindedge-hrci-workplace-uncertainty-survey-2021
5.  Ibid
6.  https://www.businessinsider.com/thousands-us-restaurants-closed-coronavirus-pandemic-2020-12
7.  https://www.businessinsider.com/what-its-like-to-work-restaurant-industry-fast-food-statistics-2021-8
8.  https://www.gartner.com/smarterwithgartner/build-a-sense-of-belonging-in-the-workplace
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5. OVERALL WELLNESS 
    TAKES CENTER STAGE

We’ve had a major focus on 
physical health during the 
pandemic, with concerns about 
distancing, safe workplaces, 
etc. Now, between the blurred 
lines of remote work and the 
stresses of the past few years, 
it’s employees’ mental and 
overall well-being that needs 
some attention. As reported by 
Forbes, The Future Workplace 
2021 HR Sentiment survey 
found that 68% of surveyed 
senior HR leaders (40% of 
whom were CHROs) rated 
employee well-being and mental 
health as a top priority moving 
forward.9

These overall wellness strategies 
involve addressing every aspect 
of employees’ experiences, from 
physical well-being to social 
and emotional aspects, to career 
and financial development. 
HR will need to be leading the 
way to develop initiatives that 
genuinely give employees a little 
boost in the ways they need 
it most. 

6. PRIORITIZE VISIBILITY 
    AND TRUST

As we’ve learned over the last two 
years, remote work poses quite a 
few obstacles for team-building 
and trust, especially since more 
people are scattered over more 
locations. According to recent 
research from the ADP Research 
Institute, employees who trust 
both their teammates and their 
leaders are seven times more 
likely to feel “strongly connected” 
to their organization.10 

what’s driving attrition rates will 
be better positioned to retain 
current staff and attract top talent 
searching for new jobs. In short, 
companies that turn the “Great 
Resignation” into the “Great 
Opportunity” will win big.

8. EMPLOYEES ARE 
    LOOKING TO 
    DEVELOP MORE SKILLS

In a survey of over 500 HR 
leaders across 60 countries 
and all industries, Gartner 
identified skill development 
as a key priority for 2022.12  
According to their research, the 
number of skills required for 
a single given job is increasing 
by 6.3%, annually. New skills 
are also replacing old ones: 
29% of the skills in an average 
job posting from 2018 will be 
obsolete in 2022.

Employees will be looking for 
ways to develop and broaden 
their skills, both in hopes 
of leadership positions and 
simply to improve their own 
marketability. Many workers at a 
given organization may need to 
be completely reskilled by 2024, 
and it’s important not to wait. 
Employers who succeed will 
be the ones actively supporting 
their employees in both reskill 
and upskill learning. HR should 
be looking for ways to support 
professional development, which, 
in turn, can improve retention 
rates as well as the company’s 
overall reputation as a great place 
to work. 

Trust means that leaders have 
faith in their employees to be 
productive and that employees 
have faith in management to let 
them do their jobs and ensure 
their well-being. HR should be 
prioritizing the development 
not of over-monitoring or 
micromanaging as a response to 
the hybrid work situation, but of 
a culture of trust, transparency, 
and respect between leaders and 
employees.

7. THE GREAT 
   RESIGNATION BECOMES 
    A NEW OPPORTUNITY

The so-called Great Resignation 
will continue into 2022. 
However, instead of looking at 
it as a trend that executives are 
powerless against, companies 
will be taking the opportunity 
to understand why employees 
are leaving jobs or searching 
for new ones and using that 
knowledge to make themselves 
more competitive for top talent.

Research from McKinsey 
revealed that up to 40% of 
workers surveyed are at least 
somewhat likely to leave their 
jobs in the next three to six 
months, and 64% of employers 
expect their turnover problems 
to continue or worsen.11 In 
that same survey, however, 
employers’ beliefs about why 
employees left did not match 
up with the real reasons that 
employees cited for their 
departures. This reveals a major 
lack of understanding—and a 
major opportunity. With HR 
leading the way, companies that 
take the time to understand 

  9.  https://futureworkplace.com/ebooks/2021-hr-sentiment-survey/
10. https://www.adpri.org/assets/measuring-the-i-in-dei/

11. https://www.mckinsey.com/business-functions/people-and-organizational-performance/our-insights/great-attrition-or-great-attraction-the-choice-is-yours
12. https://www.gartner.com/en/human-resources/trends/top-priorities-for-hr-leaders

SPOTLIGHT - WHAT’S AHEAD



10. COMPANIES WILL RECOGNIZE THEY 
      NEED EMPLOYEES ONBOARD TO 
      CREATE GREAT CUSTOMER 
      EXPERIENCES

Customer experience and employee experience truly 
are two sides of the same coin. The challenges of the 
last couple of years have brought into sharp focus 
the relationship between the two: companies need 
employees fully invested in order to provide the 
best customer experience. The unique expertise and 
opinions of loyal, innovative employees give a more 
on-the-ground perspective to what customers need 
and want.

HR can be the team that leads the way in recognizing 
just what an invaluable resource the company has 
in its people. Look for ways to more actively involve 
employees in the construction of customer experience, 
and their ideas can help your brand stand out.
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9. THE BOOMERANG EMPLOYEE 
    OPPORTUNITY

Some leaders are considering “boomerang” employees 
as a potential resource for filling vacant positions. 
Forbes suggests that recruiting former employees 
who left on good terms may be a win-win for the 
employees and companies alike.13 The idea is simple: 
these past employees will have less of a learning curve 
than new hires, while their positive history with the 
company can be appealing for both the employee and 
the employer. 

HR will need to play a vital role in ensuring that these 
boomerang employees are, in fact, a positive addition 
to the company. Ideally, these employees would be the 
ones who simply left to pursue a different opportunity 
more in line with their goals, and they might be 
open to returning in a role more suited to where they 
are now in their careers. Other types of boomerang 
employees, such as employees who regret making an 
impulsive decision to leave or have similar reasons, 
may need a little more vetting to ensure that their 
return will be a net positive for everyone.

13. https://www.forbes.com/sites/jackkelly/2021/12/02/boomerang-employees-could-be-the-key-to-attracting-qualified-candidates
      -in-a-hot-job-market/?sh=6406cadf5b66

“29% of the skills in an average job posting 
from 2018 will be obsolete in 2022.”



11. THE GIG ECONOMY AND THE 
      FRACTIONAL WORKER

To win talent and develop successful workforce 
planning strategies, companies will come to 
recognize the opportunity to leverage fractional 
workers. Fractional workers, as defined by the 
U.S. Chamber of Commerce, are workers hired 
for a “fraction” of the time a traditional employee 
would work, and who often may work for multiple 
companies across the same period of time. 14 It’s 
similar to hiring freelance or contract workers, 
except that workers are not hired on a project basis, 
but to fill a specific role for a “fraction” of time.

Fractional workers are the natural next step of the 
gig economy, combining the advantages of long-term 
professional relationships with the specialized skills 
of gig workers. Because this practice is all about 
filling in specialized skill gaps, companies can look 
to fractional workers for everything from super-
specialized technical roles to executive positions (like 
CFOs) for start-ups. It’s all about successfully finding 
a subject matter expert to fit your needs.

12. PAY TRANSPARENCY

According to the National Law Review, “The push 
for pay equity has moved beyond prohibiting pay 
discrimination and into requiring employers to 
encourage pay transparency for applicants and 
employees.”15  Look for workers to be savvier than 
ever about issues of compensation—and to have a 
lot more respect for and interest in companies with 
proactive policies about fairness and transparency.

While the legal side of things continues to evolve, 
even companies that are not currently required 
by state laws to have proactive disclosures may 
want to consider it. In the current labor market, 
employees often have multiple options and offers, 
so organizations need to stand out in a good way. 
Much like DEI practices, showing a proactive 
approach when it comes to pay transparency—and 
a commitment to continually improving those 
practices—can go a long way towards building a 
good reputation, attracting top talent, and retaining 
them long-term.
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14. https://www.uschamber.com/co/run/human-resources/fractional-hiring
15. https://www.natlawreview.com/article/emerging-trend-state-pay-transparency-laws

SPOTLIGHT - WHAT’S AHEAD
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16. https://buffer.com/state-of-remote-work-2019
17. https://www.uschamber.com/press-release/hiring-bonuses-show-real-potential-bring-back-america-s-workers

13. RETURN TO OFFICE AND THE REMOTE, 
      HYBRID, AND FLEX EMPLOYEE MANDATE

While the “return to office” conversation continues, 
the employee mandate for great flexibility isn’t 
lessening. After so long, many employers have 
chosen to make location flexibility a permanent 
part of their corporate culture—and those may be 
the companies that come out ahead in this tough 
labor market. 

Even before the COVID-19 pandemic, a 2019 survey 
by Buffer of 2,500 remote workers revealed that 99% 
of them would happily work remotely (part-time/
hybrid or full-time) for the rest of their careers.16 
Likewise, a 2021 report from the U.S. Chamber 
of Commerce cited remote work flexibility as the 
second-most important factor to convince workers to 
return to the workforce.17 Thirty-two pecent agreed 
that an appealing remote work arrangement would 
incentivize workers currently out of the workforce to 
accept a new full-time job. Look for more and more 
companies to build flexibility into their policies from 
the get-go, especially as a means of attracting and 
retaining employees whose priorities have shifted. 

14. HR TECHNOLOGY, DIGITAL STRATEGY, 
      AND LABOR ECONOMICS

HR tech continues to be one of the leading 
destinations for private equity and corporate 
investment. The need for process automation, 
Artificial Intelligence (AI), machine learning, market 
data, employee engagement, and employee data 
will continue to increase, combined with legislative 
mandates for reporting of human capital data. CHROs 
will partner with their CIO and CMO peers to 
leverage technology and mirror traditional marketing 
activities focused on talent attraction and retention. 

While the concepts of talent mapping, competitive 
intelligence, and labor economics are not new to the 
HR arena, organizational adoption and utilization of 
these tools has not been swift. Ready-now access to 
data and rapid deployment of data-based decisions 
will be a key differentiator for progressive HR 
functions and organizations.

“A commitment to continually improving 
practices can go a long way towards 

building a good reputation.”

HERE’S TO WINNING 
IN 2022!
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When Your Employment 
Brand Doesn’t Match 
Your Market Brand— 
What Happens?
by Ruben Moreno

Now, more than ever, as the competition for top talent 
continues to increase, the intersection of your market 
brand and your employment brand in the workplace is 
critical. It is no longer sufficient to be a market brand 
superstar—especially when engaging in HR Executive 
Search or hiring a Chief Diversity Officer.

No one will argue the importance of delivering 
shareholder value, developing great products, and 
strategically marketing to your target customer 
base. However, I would contend that sustainable 
delivery in these areas is impossible without an equal 
commitment to building an employment brand and 
culture that attracts the best and the brightest minds 
in your industry. Given the hyper-transparency 
afforded by social media and “employee voice” 
platforms like Glassdoor, your organizational culture 
and employment brand are, in a matter of speaking, 
“public information.” This level of transparency can 
work for or against your organization.

HERE ARE SOME STATS FROM AN ARTICLE 
IN HR MAGAZINE REPORTED FROM A 
COLLECTION OF STUDIES:1 

• 55% of job seekers who read a negative review of a 
   company decided not to apply there (Talentnow)
• A negative reputation costs companies at least 
   10% more per hire (LinkedIn)
• 92% of people would consider changing jobs if 
   it meant going to a company with an excellent 
   reputation (Corporate Responsibility Magazine)
• Companies rated as “great employers” can result 
   in up to a 28% reduction in an organization’s 
   turnover (LinkedIn)
• Great employers get up to 50% more qualified 
   applicants (LinkedIn)

 
The relationship between your market brand and 
your employment brand should best be described 
with adjectives like consistent, complimentary, 
values-centered, relevant, and innovative. When they 
are not, the talent marketplace responds definitively.

The ability to understand and respond to the 
needs of customers are hallmarks of great brands. 
Organizations that are proactive and innovative in 
responding to unmet market needs have enjoyed 
phenomenal success and, in some cases, created 
markets that did not exist. Therefore, organizations 
that have built great market brands inherently have 
the capacity to build great employment brands. It is 
truly a matter of will, not skill. Great employment 
brands start with an executive leadership team that 
actively seeks to understand and respond to their 
employees’ stated needs and foster an organizational 
culture of transparency, diversity, and belonging. 
While building a winning employment brand is 
championed by HR, it cannot be accomplished alone.

Regardless of where you are in your employment 
brand-building journey, the road to greatness starts 
with the willingness to honestly ask and answer the 
question: Does our customer experience match our 
employee experience?

HR PRACTICEHR

1. https://www.shrm.org/hr-today/news/hr-magazine/fall2019/Pages/hr-uses-company-brands-for-best-hires.aspx
2. https://moneywise.com/a/the-worst-companies-to-work-for
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WHEN CUSTOMER EXPERIENCE DOES NOT 
EQUAL EMPLOYEE EXPERIENCE . . .

As the leader of Blue Rock’s HR/Diversity Executive 
Search practice, I usually spend ten or more hours 
every week reading to stay abreast of industry 
trends and relevant news.

In December 2020, MoneyWise published the 22 
Worst Companies to Work For.2  More recently, a 
STAR brand in the CRM software space, Salesforce, 
has found itself in the negative spotlight. Two African 
American managers resigned, and one publicly 
denounced her employment experience and the 
Salesforce culture. Vivianne Castillo was a manager 
for design research and innovation. Fast Company 
shared her story online,  reporting on the open letter of 
resignation Castillo shared on LinkedIn.3  Her tenure at 
Salesforce was relatively short, her experience was not 
positive, and her letter was powerful.

In the 20th century, unhappy employees complained 
to co-workers, friends, and family members. In 
the 21st century, along with personal complaints, a 
subpar employment brand can lead to social postings 
warning candidates to avoid specific companies and 
negative reviews on employment sites.

When looking for best-in-class talent who can 
transform cultures, energize teams, and boost the 
bottom line, you need to be prepared to talk about 
your employment brand and address concerns, 
particularly when engaging in HR Executive or 
Chief Diversity Officer Search.

HR’S ROLE IN FIXING THE PROBLEM   

HR leaders are CULTURE CHAMPIONS and 
behavioral role models. They are called upon to 
actively seek to understand and respond to their 
employees’ stated needs and foster an organizational 
culture of transparency, diversity, and belonging. 
When they recognize a misalignment between a 
market brand and an employment brand, they are 
also tasked to display LEADERSHIP COURAGE, 
drawing upon data, logic, and compassion to guide 
their leadership teams through the difficult process 
of “fixing the problem.”

3. https://www.fastcompany.com/90608433/vivianne-castillo-leaves-salesforce-citing-rampant-microaggressions-and-gaslighting?
    partner=rss&utm_source=rss&utm_medium=feed&utm_campaign=rss+fastcompany&utm_content=rss
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Given the availability of easy-to-
use, cost-effective platforms for 
gathering employee engagement 
information, a quick data 
exercise could be as simple 
as executing an anonymous 
one-question survey. You can 
ask, “Would you recommend 
that a friend, former co-worker, 
or family member consider 
applying for a job at our 
company?”

When “No, I would 
not recommend 

applying for a job,” 
trumps, “Yes, I would 
recommend working 

here,” there is a 
problem.

Low survey participation rates 
indicating a general sense of 
apathy or ambivalence point 
to another reason for concern. 
Especially since a prediction  
we made in January 2021 came 
true, stating that the economy 
would improve and many 
employers would be hit with  
a flurry of resignations.4

Building an attractive and 
desirable employment brand 
requires the same degree of 
discipline and often many 
of the same methodologies 
used to capitalize on market 
product opportunities. To fix the 
problem, you will need internal 
and external executive-level 
alignment on your Employee 
Value Proposition (EVP).

HR PRACTICEHR

6. WORK ENVIRONMENT: 
Do your employees feel safe 
physically and emotionally in 
the workplace? Do they have 
what they need to perform 
and be successful? Is your 
remote/non-remote work 
strategy relevant in today’s 
environment? Is the strategy 
clearly communicated and 
understood?

MARKET 
CONSIDERATIONS 
 
Building a market-relevant 
employment brand will require 
both a holistic and a data-driven 
approach to answer these questions:

Who are you looking to hire?

What is the availability of the 
employees you are looking to 
hire in your target markets?

What are the relevant/
competitive Total Rewards 
packages for this talent?

Who are your competitors for 
this same talent?
 
In a contemporary HR 
organization with established 
Centers of Excellence (COEs), 
this work will require a robust 
intra-functional partnership, 
inclusive of the Talent 
Acquisition, Total Rewards, HR 
Technology, HR Analytics, and 
Employee Relations functions—
all with the expectation that 
applied methodology, technology, 
and solution sets are agile so they 
can readily adapt and respond to 
changes in the marketplace.

WHEN DEVELOPING YOUR 
EVP, THERE ARE SIX 
BASIC CATEGORIES OF 
INTERNAL FACTORS TO 
CONSIDER.

1. DEMOGRAPHICS & DATA: 
What do the numbers tell 
you? Taking the time to 
gather and analyze critical 
employee demographic 
data is vital (i.e., employee 
population, gender mix, 
location/region mix, 
employee growth, employee 
turnover, etc.).

2. AFFILIATION: 
Do your employees take pride 
in, and feel connected to, 
your organization? Are they 
passionate brand ambassadors? 
Do they see the organization as 
socially responsible? Do they 
feel that you live up to your 
market brand?

3. CULTURE: 
Are core values established, 
communicated, and modeled by 
organizational leaders? Do your 
employees feel that they matter 
to others in the organization? 
Do they feel heard?

4. JOB & CAREER: 
Do your employees feel 
challenged? Do they believe 
their work makes an impact? 
Do they feel there is an 
opportunity for growth and 
career advancement?

5. TOTAL REWARDS: 
Are your Total Rewards 
competitive and relevant to 
your talent market? Are they 
perceived as fair and equitable 
by your employees?

4. https://bluerocksearch.com/2021/01/11/looking-into-the-hr-crystal-ball/



every day. Again and again, stars share stories 
of organizational arrogance (“We are a high-
performing global company, and everyone wants 
to work for us.”) and executives who choose to 
remain in denial regarding the negative press 
circulating about their employment brand.

When your employment and market brand are 
aligned and positive, they create a competitive 
advantage in multiple ways. You attract more and 
often better candidates. Top talent applies for 
openings, returns your phone calls, and commits 
for the long haul once hired.

Top talent takes you beyond incremental 
innovations. Star performers help you stand apart 
in your market, transform your organization, and 
rapidly move the organization forward during an 
economic boom, creating value and competitive 
advantage for years to come.

Your organization is already investing in a market 
brand. An equal commitment to building a winning  
EMPLOYMENT BRAND, supported by a compelling 
EMPLOYEE VALUE PROPOSITION, will deliver 
sustained growth and is an investment that will 
always pay off. As I mentioned earlier, if you already 
have a strong market brand, you inherently have 
the capacity to build a great employment brand. 

It is truly a matter of will, 
not skill!
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THE BUSINESS CASE FOR ALIGNMENT 
BETWEEN EMPLOYMENT AND 
MARKETING BRANDS

Social media marketing strategist and branding 
expert Ted Rubin said, “Your brand is what you 
do; your reputation is what people remember and 
share.”5  In an article published in the MIT SLOAN 
Management Review titled, “How much Does a 
Company’s Reputation Matter in Recruiting?”  
the authors state that a company’s reputation is 
a multidimensional construct encompassing:6

• CORPORATE REPUTATION
• WORKPLACE REPUTATION
• SOCIAL REPUTATION
 
At Blue Rock Search, we think of corporate 
reputation as encompassing what you stand for 
as a company in consumers’ minds. Workplace 
reputation is how you are viewed by current and 
past employees. Social reputation is how you are 
positioned in the mind of external stakeholders. It 
is built around factors such as giving back to your 
community, where you stand on DEI issues, and 
value-focused positions, such as your stand on 
sustainability. These reputational factors intertwine 
and create your employment brand, which is 
critical when economic times are good, and the best 
candidates have no problem finding a position.

According to a recent article in the New York 
Times, many economists predict a coming 
expansion. “Forecasters have always expected the 
pandemic to be followed by a period of strong 
growth as businesses reopen and Americans 
resume their normal activities. But recently, 
economists have begun to talk of something 
stronger: a supercharged rebound that brings down 
unemployment, drives up wages and may foster 
years of stronger growth.”7 

Booming economies mean increased competition 
for employees at all levels. However, it can 
be particularly challenging when seeking 
star performers. In-demand star performers 
have choices, options, and the skills to create 
sustainable transformation. In the world of HR 
Executive Search, I talk to these people almost 

5. https://www.goodreads.com/author/quotes/6882753.Ted_Rubin
6. https://sloanreview.mit.edu/article/how-much-does-a-companys-reputation-matter-in-recruiting/#:~:text=
    Regarding%20the%20importance%20of%20reputation,the%20value%20of%20the%20contract.
7. https://www.nytimes.com/2021/02/21/business/economy/pandemic-economic-boom.html

CORPORATE REPUTATION  •  WORKPLACE REPUTATION  •  SOCIAL REPUTATION



14 PINNACLE  |  Blue Rock Search
Issue 1, 2022

Equity Issues: 
A Conversation with 
Esther Aguilera
by Staff

“If people and companies, both in public and 
private sectors, know the value and business impact 
contributed by the Latino community, why aren’t 
they acting on it?” 

That’s the (somewhat rhetorical) question posed by 
Esther Aguilera as we open up a conversation about 
issues of equity, specifically for Latinos, in the 
corporate world. Finding solutions to that question 
is at the heart of Aguilera’s work, but it’s also 
something everyone should be paying attention to. 

Aguilera runs the Latino Corporate Directors 
Association (LCDA), an organization dedicated to 
helping Latinos achieve equitable representation 
on corporate boards. Comprised of U.S. Latinos 
that serve on publicly traded or large privately 
held company boards, as well as C-level aspiring 
directors, the organization brings together Latinos 
in leadership positions who can support and 
elevate one another and prepare other Latino 
leaders to be promoted to boardrooms.

Over 400 members contribute to the organization, 
and that number is growing. LCDA offers two 
membership categories, Director and Executive, 
that empower Latino leaders at different levels to 
advance their careers and continue to help others. 

Improving representation isn’t just about raw 
numbers, but about improving cultures and 
shaking off inaccurate assumptions about Latinos 
in the workforce, overall. Aguilera cites one 
study in particular that illustrates the dilemmas 
that Latinos face regarding whether being their 
most authentic selves could hinder their career 
progressions.

“When the study organizers interviewed Latinos, 
79% felt that they couldn’t come to the workplace 
and be their authentic selves. They had to mold 

themselves and deny a part of themselves. It’s really 
another type of microaggression,” she explains, 
noting that issues like these present a problem not 
just for recruitment, but for retention.

“Right now, there is a battle for talent. I think more 
than ever, corporate culture matters, talent matters, 
and so recruiting and retaining should be a priority, 
allowing for people to bring their authentic selves.”

ADDRESSING REPRESENTATION HEAD-ON

Latino underrepresentation on corporate boards is 
particularly stark given the central role they play in 
the American economy. 

“Latinos are two in ten Americans; we are driving 
70% higher GDP and market share growth than any 
other group. We’re such a vital part of the economy. 
There are 60 million Latinos in our country, and we’re 
growing by about a million a year. Latinos are driving 
business formation at a higher rate than many other 
demographic groups, and this is especially true in the 
Latina community,” Aguilera says.

Despite this, Latinos hold only 2.2% of the board 
seats on publicly traded companies. In 2019, LCDA’s 
analysis revealed that a whopping 76.8% of the 
Fortune 1000 companies did not have a Latino on 
their board. Overall, Latinos occupied only 2.7% of 
Fortune 1000 board seats. It’s not just about actual 
representation: there are still significant hurdles in 
perception of the Latino community. 

“Americans believe that over 30% of Latinos are 
undocumented, and that perception is far from 
reality,” says Aguilera. “And they also think that 
our numbers of citizens are very small, in general. 
The reality is that 80% of U.S. Latinos are citizens, 
and close to 90% are citizens [and] legal permanent 
residents. So, these perceptions have a lot of impact 
on direct and unconscious bias.”

Aguilera notes that even absence can function as 
an issue of equity. She recalled one conversation 
with the organizer of a professional women’s 
conference. Though they didn’t have any Latina 
speakers, they asked for support. Aguilera 
responded with a polite no.  

SPOTLIGHT



“We can’t promote conferences that don’t have any 
Latina speakers featured or a director’s event that 
doesn’t have Latinas in there. That perpetuates this 
perception that Latinos aren’t qualified, or you can’t 
find them for that panel.”

Combatting these exclusions is another part of 
the work that LCDA does. Their advocacy and 
networking work includes putting together industry 
profiles, facilitating networking, and advocating for 
their members, putting to rest once and for all the 
myth that organizations simply “can’t find” Latino 
leadership talent.

The pursuit of equity requires paying attention to 
these issues, not sweeping them under the rug or 
pretending that they don’t exist, giving room for 
bad actors to negatively affect a whole corporate 
culture. It doesn’t just affect DEI initiatives—it 
can affect results across the board.

“When there is a blind eye to bad actors, people 
who don’t give respect, or you have those 
microaggressions, it affects corporate culture; it 
affects that team’s performance. Too often, they’re 
given a pass, yet they’re infecting the entire team 
and the culture, so you’re not getting the 
performance you need,” Aguilera points out.

So what is the solution? According to Aguilera, 
companies need to commit to actual change and 
honesty, starting at the top and going through  
the whole culture.

“You need to get down to not brushing it under 
the rug. It’s one thing saying, ‘you’re driving this 
in the marketplace,’ or ‘you’re driving this in 
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communications.’ I will guarantee you this, when an 
individual negatively impacting your culture leaves, 
you are going to see better performance than will  
be gained by keeping that individual.”

THE WORK CONTINUES

The LCDA continues to make big moves to support 
and promote Latino leaders. They partnered with the 
Latino Corporate Directors Education Foundation 
(LCDEF) to create the Board-Ready Institute (BRI). 
Aspiring directors can take advantage of premium 
learning through participation in a comprehensive 
board readiness program, preparing and positioning 
Latino senior executives for corporate board service. 
As part of the program, participants will join LCDA 
as Executive Members, too.  

It’s just one of many ways LCDA is working towards 
authentic, fair Latino representation. For the 
companies themselves, Aguilera has a simple message 
about how they can participate in real change.

“Handle the things that can make your employees 
feel proud and want to come to work every day, 
rather than feeling like they’re harassed, or not 
appreciated, and not heard, and can’t be authentic.” 
When this happens, we all win. 

“Improving representation isn’t just about raw numbers, but about 
improving cultures and shaking off inaccurate assumptions about Latinos 

in the workforce, overall.” 

Since 2016, the Latino Corporate Directors 
Association (LCDA) has worked for more 
representation and opportunities for Latinos 
on U.S. corporate boards. LCDA members 
occupy more than 30% of the board seats 
held by Latinos on Fortune 1000 companies. 
Along with these current board members, 
the organization welcomes C-level aspiring 
directors and works to prepare and promote 
Latinos for board service. Across two 
membership categories, and a variety of 
programs and activities, LCDA focuses on 
expanding opportunities, growing both the 
“supply” and “demand” for Latino talent, 
increasing awareness, and raising up the 
next wave of Latino directors. 
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The Conversation Evolves 
from DEI to DIB
by Ruben Moreno

Over the past decade, DEI has become a cornerstone 
of the business world. What began as a simple, 
nebulous idea that “diversity” is a good thing has 
evolved into a complex and ongoing conversation 
about who has power, whose voices are heard, and 
how systems can improve to include more and 
different perspectives. Today, the conversation is 
evolving even further: from DEI to DIB and beyond.

WHERE DEI IS NOW

In recent years, the concept of “diversity” has 
expanded to DEI, or diversity, equity, and inclusion. 
Each of those three words has come to represent 
a different facet of the conversation. “Diversity” 
describes heterogeneity, or a group (or, in this case, 
a business) that has many different perspectives, 
backgrounds, and demographics present, typically 
as a result of deliberate actions taken to achieve 
that representation. “Equity” adds the dimension of 
fairness. Where “equality” may still overlook different 
circumstances, equity is an approach that takes into 
account how different people or groups come from 
different places. The third leg, “inclusion,” is about how 
truly welcome different people feel and how welcome 
their perspectives are within the broader picture.

According to a 2020 McKinsey study, progress is 
happening, but it’s slow and uneven. One third of the 
companies analyzed achieved significant gains in top-
team diversity over a five-year period. Unfortunately, 
most have made little or no progress, and some have 
actually declined.1 

Overall, employees had positive impressions of their 
organizations’ diversity efforts: 52% had positive 
sentiments, compared to 31% negative. It gets 
worse from there, however. Sixty-one percent of 
comments about inclusion efforts were negative, 
compared to just 29% positive. Across all comments 
about diversity and inclusion, 51% were about 
leadership, and 56% of those comments were 
negative. When broken down into three components 

—equality, openness, and belonging—employees also 
reported the following:

• Across industries, 63% to 80% of comments about 
   equality were negative

• Openness (efforts to combat bias and 
discrimination) saw negative feedback between 
38% and 56%

• Belonging was the only component of the three 
to show more positive feedback (around a 
57% average), but it was mentioned or noticed 
the least: it was mentioned one time for every 
seven comments about openness, and every ten 
comments about equality

The takeaway? DEI conversations are happening, and 
that’s a good thing, but there’s still a long way to go. 
It’s going to take serious effort that digs deeper than 
superficial numbers, and instead, wholeheartedly 
embraces every facet of building a positive, open, and 
inclusive workplace where everyone can belong.  

HR PRACTICEHR

1. https://www.mckinsey.com/featured-insights/diversity-and-inclusion/diversity-wins-how-inclusion-matters
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THE ERA OF BELONGING

First, it was just diversity, then 
DEI, and now another concept 
has joined the conversation 
as the logical next step: 
belonging. In some ways, it 
stems from inclusion as a 
culture that authentically values 
its people, sees differences as 
a net positive, and actively 
works to continually improve 
an environment that makes 
people feel safe and able to 
excel. In 2021, I facilitated a 
conversation that was part of 
Hunt Scanlon’s ongoing talent 
acquisition webinar series. 
Brian Miller, Chief Talent, 
Diversity and Inclusion Officer 
at Adobe and Sharawn Connors 
Tipton, Chief People Officer 
at LiveRamp.

That sense of choice is central 
to belonging: employees feeling 
like they are making a good 
choice every day by doing the 
work they do for the company 
they do it for. Belonging means 
ensuring that every employee 
can feel good making that 
choice. 

“Employees wake up Monday 
morning, and they feel that, ‘this 
is an organization that I want to 
come to, I feel that I have a voice 
here, I feel welcomed, I can 
share my ideas, my thoughts and 
we can have radical candor,’ ” 
says Sharawn Connors Tipton, 
Chief People Officer at 
LiveRamp.

Creating a sense of belonging 
isn’t about fancy declarations 
and eye-catching campaigns. It’s 
about the day-to-day work that 
happens out of the spotlight, 
not just when there’s something 
immediate to respond to. 
Belonging isn’t a trend – 
it’s a need.  

BELONGING AND THE 
GREAT RESIGNATION

Perhaps it’s no coincidence 
that these conversations about 
belonging are happening 
alongside the mass movement  
of employees out of their current 
jobs. After all, in a labor market 
with more possibilities than ever 
for individual workers, there’s no 
better time to leave one job for 
another that better aligns with 
one’s values.

“’Belonging’ is now being called 
upon to mean something greater 
—unifying moments,” says Brian 
Miller. “It’s interesting because 
you start to see a proliferation 
of multiple resource network 
groups… I think it’ll be a very 
interesting time for us as, as 
heads of TD&I, to really think 
through how we bring us back 
together. How do we create this 
sort of strength in numbers? 
I keep going back to this idea 
of activism versus advocacy 
versus agency. Agency is the 
last one; agency is about choice. 
And this is the next evolution 
of belonging: it’s providing that 
choice that brings us together 
that now enables us to really 
create a movement that’s 
powerful and sustainable.”



This trend has been developing for a few years, but 
the major changes in the labor market in the past 
year have really accelerated it. One LinkedIn survey 
revealed just how important culture and values are 
to employees across the board:2

• 70% would not work at a leading company if it 
  meant tolerating a bad workplace culture

• 65% say they would prefer a lower salary over a 
   poor culture, and 26% would forego a fancy title in 
   favor of better culture

• 71% would be willing to take a pay cut to work for 
a company with a shared mission and values, and 
39% would leave their current jobs if their employer 
asked them to do something that conflicted with 
their values

• 47% say they’re proudest to work for companies 
that foster a culture where they can be themselves, 
and 46% say they’re proudest to work for 
companies that have a positive impact on society

THE GREAT RESIGNATION has also coincided 
with a period of intense questioning of social norms, 
justice, bias, and treatment. Employees do not (and 
should not) leave their values and concerns at the 
door when they arrive at work every day, which 
means that the workforce and the workplace are 
more attuned than ever to these same issues and 
concerns. These are workers who want to be able 
to feel safe voicing their concerns and who want to 
work for a company that is willing to make changes 
and stand for something for which they are proud.

Organizations that work to continually improve 
their culture, impact, and practices are the ones that 
will win big. Those who fail to do more than pay lip 
service to the idea of belonging? They’re the ones 
who will be left behind. 

BELONGING AS A MEASURE OF SUCCESS

DEI isn’t just good for morale and 
values – it’s also really good for 

business!
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“I think companies are latching on to belonging 
because they understand that it’s really good for 
business, it’s great for retention, and it’s great for 
innovation,” says Connors Tipton. “If I’m in a 
space where I feel like I belong… and I have that 
psychological safety, I’m going to be able to speak up 
and share my thoughts and my ideas. Ultimately, that’s 
going to get companies to the best innovation. It’s going 
to allow them to design for all of their customers, not 
just some of their customers. I think that’s why 
you see the pivot: yes, we have to have diversity in 
the organization, but you don’t get the benefit of 
that diversity unless you are creating an inclusive 
environment and a sense of belonging.”

Studies have also shown that a focus on inclusivity 
and belonging correlates with success by traditional 
business metrics. A report from McKinsey revealed a 
“correlation between diversity (defined here as a greater 
proportion of women and ethnically/culturally diverse 
individuals) in the leadership of large companies and 
financial outperformance.” Among the companies they 
studied, those in the top quartile for gender diversity 
in leadership were 21% more likely to outperform on 
profitability, while those in the top quartile for ethnic 
and cultural diversity were 33% more likely to do so.3 

In contrast, according to the same research, 
“Companies in the bottom quartile for both gender 
and ethnic/cultural diversity were 29% less likely to 
achieve above-average profitability than were all other 
companies in our data set. In short, not only were they 
not leading, they were lagging.”4 

So what’s next? The concept of belonging is central to 
DEI (and now, DIB) conversations going forward, and 
companies have major incentives to become makers, 
rather than laggards. Developing a real culture of 
belonging requires active, long-term strategies, so 
it may be a little time before significant shifts are 
visible. By committing now, organizations can start to 
build a lasting culture that will expose them to all the 
benefits of an inclusive workplace where everyone can 
contribute and belong.

As Brian Miller put it, “Our conviction will be tested, 
but we must stay the course. We need to move from 
programs to process to how we show up every day. 
That’s what culture is about. Build trust, build affection, 
build stability, and build hope. If we can do these 
things, then great things will happen.” 

2. https://blog.linkedin.com/2018/june/26/workplace-culture-trends-the-key-to-hiring-and-keeping-top-talent
3. https://www.mckinsey.com/business-functions/people-and-organizational-performance/our-insights/delivering-through-diversity

4. Ibid.

HR PRACTICEHR
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Watch the 
recorded 
webinar

“The concept of belonging is central to DEI (and now, DIB) conversations 
going forward, and companies have major incentives to become leaders, 

rather than lagging behind.” 

Evolving the Conversation 
Around DEI

Download Your Complimentary Copy of Blue Rock Search’s 
2022 HR Executive Compensation Guide

TALENT ACQUISITION

WEST

MOUNTAIN

SOUTHWEST

CENTRAL

SOUTHEAST 

NORTHEAST

Seattle
San Francisco

Los Angeles

Salt Lake City
Boise

Denver

Phoenix
Dallas
Austin

Minneapolis
Milwaukee

Chicago

Nashville
Charlotte

Atlanta

Boston
New York

Philadelphia

REVENUE $500M - $1B
BASE SALARY

REVENUE $1B - $3B
BASE SALARY

REVENUE $3B - $5B
BASE SALARY

RECOMMENDED
 

REVENUE $10B+
BASE SALARY

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

Talent Acquisition Manager (Bachelors; 6-8 Years Experience)

10

$105,000.00 $121,800.00 $107,100.00 $124,236.00 $109,200.00 $126,672.00 $113,300.00 $131,428.00
$125,300.00 $146,601.00 $127,800.00 $149,526.00 $130,200.00 $152,334.00 $135,100.00 $158,067.00
$107,600.00 $122,664.00 $109,700.00 $125,058.00 $111,900.00 $127,566.00 $116,100.00 $132,354.00

        
$83,000.00 $96,280.00 $84,600.00 $98,136.00 $86,200.00 $99,992.00 $89,500.00 $103,820.00
$80,500.00 $94,185.00 $82,100.00 $96,057.00 $83,700.00 $97,929.00 $86,900.00 $101,673.00
$109,000.00 $126,440.00 $111,200.00 $128,992.00 $113,300.00 $131,428.00 $117,600.00 $136,416.00

        
$84,500.00 $98,865.00 $86,200.00 $100,854.00 $87,900.00 $102,843.00 $91,200.00 $106,704.00
 $101,400.00 $114,582.00 $103,400.00 $116,842.00 $105,400.00 $119,102.00 $109,400.00 $123,622.00
$94,400.00 $109,504.00 $96,200.00 $111,592.00 $98,000.00 $113,680.00 $101,800.00 $118,088.00

        
$97,500.00 $113,100.00 $99,400.00 $115,304.00 $101,300.00 $117,508.00 $105,100.00 $121,916.00
$93,000.00 $105,090.00 $94,800.00 $107,124.00 $96,700.00 $109,271.00 $100,300.00 $113,339.00
$91,300.00 $106,821.00 $93,100.00 $108,927.00 $94,900.00 $111,033.00 $98,500.00 $115,245.00

        
$78,100.00 $89,815.00 $79,700.00 $91,655.00 $81,200.00 $93,380.00 $84,300.00 $96,945.00
$99,500.00 $117,410.00 $101,500.00 $119,770.00 $103,400.00 $122,012.00 $107,300.00 $126,614.00
$95,000.00 $111,150.00 $96,800.00 $113,256.00 $98,700.00 $115,479.00 $102,500.00 $119,925.00

        
$113,600.00 $130,640.00 $115,900.00 $133,285.00 $118,100.00 $135,815.00 $122,600.00 $140,990.00
$121,500.00 $142,155.00 $123,900.00 $144,963.00 $126,300.00 $147,771.00 $131,000.00 $153,270.00
$104,600.00 $122,382.00 $106,700.00 $124,839.00 $108,700.00 $127,179.00 $112,800.00 $131,976.00
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REVENUE $500M - $1BBASE SALARY REVENUE $1B - $3BBASE SALARY REVENUE $3B - $5BBASE SALARY

RECOMMENDED
 

REVENUE $10B+BASE SALARY
MEDIAN

 

RECOMMENDED
 

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

Corporate Recruiter (Bachelors; 6-8 Years Experience)
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$74,500.00 $98,340.00 
$77,600.00 $102,432.00 

$77,400.00 $102,168.00 
$80,300.00 $105,996.00

$87,800.00 $115,896.00 
$89,500.00 $118,140.00 

$91,300.00 $120,516.00 
$94,700.00 $125,004.00

$71,300.00 $90,551.00 
$72,600.00 $92,202.00 

$74,000.00 $93,980.00 
$76,800.00 $97,536.00

 
  

 

 
 

 
 

$60,000.00 $78,000.00 
$61,200.00 $79,560.00 

$62,400.00 $81,120.00 
$64,800.00 $84,240.00

$60,400.00 $78,520.00 
$61,600.00 $80,080.00 

$62,800.00 $81,640.00 
$65,200.00 $84,760.00

$73,600.00 $94,208.00 
$75,000.00 $96,000.00 

$76,400.00 $97,792.00 
$79,400.00 $101,632.00

  
 

 
 

 
 

 

$60,500.00 $81,070.00 
$61,600.00 $82,544.00 

$62,900.00 $84,286.00 
$65,200.00 $87,368.00

$66,900.00 $85,632.00 
$68,200.00 $87,296.00 

$69,500.00 $88,960.00 
$72,200.00 $92,416.00

$71,900.00 $89,875.00 
$73,300.00 $91,625.00 

$74,700.00 $93,375.00 
$77,500.00 $96,875.00

 
  

 

 
 

 
 

$69,400.00 $87,444.00 
$70,800.00 $89,208.00 

$72,200.00 $90,972.00 
$74,900.00 $94,374.00

$61,800.00 $78,486.00 
$6,300.00 $8,001.00 

$64,200.00 $81,534.00 
$66,600.00 $84,582.00

$63,300.00 $79,758.00 
$64,500.00 $81,270.00 

$65,800.00 $82,908.00 
$68,200.00 $85,932.00

  
 

 
 

 
 

 

$58,200.00 $77,406.00 
$59,300.00 $78,869.00 

$60,500.00 $80,465.00 
$62,700.00 $83,391.00

$66,500.00 $85,785.00 
$67,800.00 $87,462.00 

$69,000.00 $89,010.00 
$79,700.00 $102,813.00

$62,000.00 $84,940.00 
$63,300.00 $86,721.00 

$64,500.00 $88,365.00 
$66,900.00 $91,653.00

  
 

 
 

 
 

$76,400.00 $95,500.00 
$77,900.00 $97,375.00 

$79,400.00 $99,250.00 
$82,400.00 $103,000.00

$77,200.00 $99,588.00 
$78,700.00 $101,523.00 

$80,200.00 $103,458.00 
$83,300.00 $107,457.00

$74,000.00 $92,500.00 
$75,500.00 $94,375.00 

$77,000.00 $96,250.00 
$79,900.00 $99,875.00

TALENT ACQUISITION

WEST

MOUNTAIN

SOUTHWEST

CENTRAL

SOUTHEAST 

NORTHEAST

Seattle
San Francisco

Los Angeles

Salt Lake City
Boise

Denver

Phoenix
Dallas
Austin

Minneapolis
Milwaukee

Chicago

Nashville
Charlotte

Atlanta

Boston
New York

Philadelphia

REVENUE $500M - $1B
BASE SALARY

REVENUE $1B - $3B
BASE SALARY

REVENUE $3B - $5B
BASE SALARY

RECOMMENDED
 

REVENUE $10B+
BASE SALARY

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

RECOMMENDED
 

MEDIAN
 

Talent Acquisition Director (Bachelors; 8-10 Years Experience)
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$138,800.00 $183,216.00 $141,500.00 $186,780.00 $144,300.00 $190,476.00 $149,700.00 $197,604.00
$163,200.00 $218,688.00 $166,400.00 $222,976.00 $169,600.00 $227,264.00 $176,000.00 $235,840.00
$148,000.00 $192,400.00 $151,000.00 $196,300.00 $153,900.00 $200,070.00 $159,600.00 $207,480.00
        

$105,000.00 $143,850.00 $107,000.00 $146,590.00 $109,000.00 $149,330.00 $113,200.00 $155,084.00
$87,800.00 $125,554.00 $89,500.00 $127,985.00 $91,200.00 $130,416.00 $94,600.00 $135,278.00
$144,500.00 $193,630.00 $147,400.00 $197,516.00 $150,200.00 $201,268.00 $155,900.00 $208,906.00
        

$111,000.00 $150,960.00 $113,200.00 $153,952.00 $115,400.00 $156,944.00 $119,700.00 $162,792.00
$141,200.00 $177,912.00 $144,000.00 $181,440.00 $146,800.00 $184,968.00 $149,500.00 $188,370.00
$126,000.00 $170,100.00 $128,500.00 $173,475.00 $130,900.00 $176,715.00 $135,800.00 $183,330.00
        

$125,100.00 $168,885.00 $127,500.00 $172,125.00 $130,000.00 $175,500.00 $135,000.00 $182,250.00
$121,600.00 $155,648.00 $124,000.00 $158,720.00 $126,400.00 $161,792.00 $131,200.00 $167,936.00
$127,000.00 $172,720.00 $129,500.00 $176,120.00 $132,000.00 $179,520.00 $137,000.00 $186,320.00
        

$99,800.00 $129,740.00 $101,800.00 $132,340.00 $103,800.00 $134,940.00 $107,700.00 $140,010.00
$136,200.00 $185,232.00 $138,900.00 $188,904.00 $141,500.00 $192,440.00 $146,900.00 $199,784.00
$123,800.00 $168,368.00 $126,300.00 $171,768.00 $128,800.00 $175,168.00 $133,600.00 $181,696.00
       

$150,000.00 $198,000.00 $153,000.00 $201,960.00 $155,900.00 $205,788.00 $161,800.00 $213,576.00
$164,300.00 $220,162.00 $167,500.00 $224,450.00 $170,800.00 $228,872.00 $177,200.00 $237,448.00
$142,300.00 $193,528.00 $145,100.00 $197,336.00 $147,900.00 $201,144.00 $153,500.00 $208,760.00

2022
2022 HR EXECUTIVE COMPENSATION GUIDE

NATIONWIDE LEADER IN HR/DIVERSITY EXECUTIVE SEARCH
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Boomerang Employees: 
Views from Three 
Franchise Leaders
By Nancy Estep-Critchett

2020 and 2021 saw the “Great Resignation”: a mass 
movement of workers out of their current jobs and 
in search of something new. The immediate cause 
of this was, of course, the unprecedented situation 
created by the COVID-19 pandemic, with workers 
and businesses alike struggling with enormous  
new challenges.

Those pandemic-related causes weren’t the only 
reasons behind so many workers leaving their jobs 
—although, in many cases, the pandemic may have 
thrown pre-existing issues into sharper relief or 
shifted employees’ priorities. Some workers were 
able to leverage the worker-friendly labor market 
for better pay or a promotion, while others simply 
wanted to gain more, or different experiences, than 
their current position provided. Some employees left 
due to cultural problems within their companies, 
from issues with individual supervisors to top-
down culture issues that weren’t being addressed. 
For some, the decision to leave was more personal: 
baby boomers stepping back after long careers, or 
employees of all generations needing to prioritize 
family issues.

According to research from the U.S. Bureau of 
Labor Statistics, the average worker works for twelve 
different employers over the course of their careers.1 

In years past, the idea of hiring back previous 
employees was generally viewed negatively; and 
many employees had no interest in returning to past 
companies either. However, with the tightening of 
the labor market, there has been a shift in thinking 
about rehiring past employees.

Some companies have even gone so far as to develop 
“alumni” networks. The idea of these networks is that 
companies invest time and resources in developing 
talent, and they see it as beneficial to stay in touch, 
even if those employees eventually depart the 

organization. Not only does it make for an appealing 
prospect to potential employees (who wouldn’t love 
to be part of a robust professional network?), but it 
also means that there’s already infrastructure in place 
to keep track of--and reach out to--potential rehires.

WHEN DOES REHIRING MAKE 
SENSE—OR NOT?

In many cases, changing jobs doesn’t mean burned 
bridges or a negative impression on either the part 
of the employee or the company. It’s just time for a 
change. According to Andy Chand, Executive Vice 
President at Chester’s Chicken, companies can look 
at that as a positive when it comes to rehiring.

“Many times, people leave an organization because 
of factors inside the organization and out. It could be 
just that it didn’t fit that person’s lifestyle at that point 
in time, and they needed to move on to something 
different that did fit their lifestyle. I think these 
considerations  should not be something you look  
at as a negative. I think it should be something 
to look at as a positive: when you’re looking at an 
individual who is introspective as an employee and 
able to say, ‘Hey, this is not going to work for me.  
I need to move on to something else.’”

One key group of former employees to look at 
are those who left because they found themselves 
hemmed in within the organizational hierarchy 
the first time around. Steve White, President and 
COO of PuroClean, calls this “career blocked.”  It 
is a situation where the path to promotion is too 
narrow or slow for even high performers to achieve 
promotions past a certain level.

“Sometimes, some of our departments are not very 
big,” he explains, citing the example of a particular 
department’s “phenomenal” VP. “I hope he’s here 
for years to come, but that means that the people 
directly beneath them are going to be career blocked. 
They’re not going to have the opportunity to move 
up here, unless they change departments.” As a 
result, great employees may choose to part ways with 

FRANCHISEFR

1. https://www.bls.gov/news.release/pdf/nlsoy.pdf
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or rolling the dice,” says Jim 
Metevier, President and COO 
of Mountain Mike’s Pizza. 

Chand agrees, also noting that 
this prior knowledge can help 
to place a returning employee 
in a position where they can 
excel even more, since both 
company and employer know 
what did and didn’t work in 
the past.

“I think putting people in 
places that they will get 
engaged in the workplace is the 
most important thing… I think 
it’s really important in this 
day and age to understand the 
potential hire and what they’re 
wanting, and set them up 
for success.”

On the flip side, however, that 
same familiarity can be a red flag. 

“If somebody left badly, then, 
those relationships are going to 
be an issue,” White says. There’s 
a wide range between a totally 

the company to get that career 
progression—but they also may 
be amazing candidates to come 
back in a new role. The return 
of past employees, now even 
further along in their careers, 
can even signal to existing or 
potential new employees that 
this company is a great place 
to work, and that the grass isn’t 
actually greener elsewhere.

Does rehiring always make 
sense? Obviously, rehiring an 
employee who didn’t leave on 
great terms might not work out, 
but otherwise, it depends on the 
situation, says Chand. 

“If there was an internal issue, 
and that person left as a result, 
putting them back within those 
same parameters will just lead 
to failure,” he explains. For 
instance, putting a returning 
employee back under the same 
supervisor they cited as a reason 
to leave probably wouldn’t work 
out for anyone. The key, he says, 
is looking carefully at what 
unfolded the first time around 
and deciding whether those 
issues are still in play.

“What were the 
obstacles that were 
in their way when 
they were in the 

organization? How did 
we remove blocks  

to put them in a better 
situation? I think that’s 

going to be key.”

THE ADVANTAGES AND 
DISADVANTAGES OF 
REHIRING

At first glance, there are 
numerous advantages to 
rehiring past employees who 
left on good terms. The right 
rehire can be the ideal mix 
of familiarity and freshness. 
Since they’ve worked for the 
company before, onboarding 
costs can be reduced. Their 
familiarity will also allow them 
to get up to speed quickly, 
without as much of a learning 
curve as an outside hire. With 
their time away from the 
company, they also can bring 
a fresh perspective, plus new 
knowledge and skills they may 
not have had the first time 
around.

“You know what you’re getting 
into—not only the culture fit, 
but then also their work ethic, 
their skill, their capability; 
you’ve got your eyes wide 
open. It’s not a question mark 

FRANCHISEFR
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seamless exit and a totally disastrous one, and 
looking at the specifics of each situation is crucial 
to ensuring that rehiring isn’t a mistake.

Is there really a disadvantage to boomerang employees 
if they otherwise have a positive history with 
the company? “The only thing I would say could 
potentially be a disadvantage would be, maybe you’re 
not bringing diversity of thought or fresh thinking into 
the organization. Just because they did it a particular 
way that you liked, maybe you’re missing out on 
something if you’re not taking a risk and bringing 
some other type of person in,” Metevier says. 

HOW TO MAKE A REHIRE SUCCESSFUL

So you’ve decided to move forward with rehiring a 
“boomerang” employee. What now?

“I think the obvious point is really clear expectations. 
Define the role—and not just in your conversation 
with the employee, but when they are reintroduced 
to the team, so nobody assumes this is a continuation 
of a role they held in the past.” says White. “People 
tend to fall into these relational patterns, and I think 
we have to disrupt that. We have to say, ‘This is not 
what it used to be. It is a whole new thing.’ It’s a 
person we’re familiar with, know, and like. We know  
they fit into our culture, but they’re coming into a 
whole different role.”

Chand agrees. “It’s important to take a look and find 
where they were excelling —if they were excelling 
at all, they might not have been—and find a way to 
put them in a position where they can excel even 
better… On the flip side of it, if you take a look at 
where they were struggling, find out how to take 
away that obstacle, or at least mitigate some of 
the obstacle of struggle. It is critical, when you’re 
rehiring an employee, to understand all those pieces 
before you hire them.”

With the right approach, boomerang employees can 
be a real benefit to a company. Revisit the previous 
business relationship, set reasonable expectations, 
and ensure that everything is in place for them to 
succeed. This second opportunity just might be 
exactly what everyone needs.

“The return of past employees can even signal to existing or potential 
new employees that this company is a great place to work and that 

the grass isn’t actually greener elsewhere.”

Ta l e n t  f o r 
F r a n c h i s e  G r o w t h

Uncover the franchise talent you need 

to drive growth in your market with Blue 

Rock Search. With over 10,000 industry 

contacts, we are resourced and ready to 

find your next transformational leader.

Start learning more. 
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Game Changer Strategy: 
Transform Your 
Organization with 
the Right Customer 
Experience (CX) Leader
By Christopher Rios

Reinvention. It’s everywhere. Over the past year 
around the country and world, companies have 
collected a ton of data. Even at the most profitable 
companies, though, that data have led to some 
concerns. 

Upheavals have led consumers and business-
to-business (B2B) buyers to rethink how they 
purchase, becoming, in the words of one survey 
from Accenture, “reimagined” consumers.1  These 
consumers overwhelmingly expect companies to 
not just provide a basic service or product, but to 
anticipate and meet their changing needs. Seventy-
seven percent of these consumers expect this kind of 
understanding from companies. Perhaps even more 
significantly, more than half would switch brands if 
their current preferred brand doesn’t provide clear, 
easy customer service options and clear answers 
about service levels related to the current era  
of disruption.

WHAT DOES ALL THAT MEAN? 

Among other conclusions, it means that the value of 
a positive customer experience is more important 
than ever to business success—and a great CX leader 
is key to cracking the code and standing out.

THE BENEFITS OF CX 

It’s tough to overstate the importance of CX at this 
point in time. Survey after survey, report after report, 
provides the numbers to reveal the truth: CX is 
extremely important, but the majority of companies 
don’t have a high-performing strategy in place. 

This isn’t entirely news for many companies. In 2017, 
Dimension Data revealed that 71% of companies 
cited CX as a top strategic performance measure, but 
only 16% rated their CX delivery as 9 out of 10 or 
better.2  Thirty-six percent of surveyed companies 
didn’t even have a CX manager, while 51% didn’t 
have a solid digital strategy, and 33% admitted 
to having no way to track the customer journey 
between channels and/or platforms.

The lack of infrastructure around CX is even more 
frustrating when one looks at just how big a payoff 
CX can have. According to recent research by PwC, 
valuable customer experiences can offer businesses 
up to a 16% price premium.3  The same research 
also reveals that, in the U.S., even when people love 
a company or product, 59% will walk away after 
several bad experiences—and for 17%, it just takes 
one bad experience for them to walk away for good.

A positive customer experience not only helps to 
retain customers, but helps to ensure that they  
will continue to try new offerings and even stick 
around through tough times. A Temkin Group study 
revealed just how big that impact can be. According 
to the research, a positive customer experience 
results in customers who are:4

• 16.5 percentage points more likely to make 
   additional purchases
• 16.7 percentage points more likely to trust 
   the company
• 10.3 percentage points more likely to forgive 
   the company if it makes a mistakes
• 7.1 percentage points more likely to immediately 
   try a new offering 

All of this data points to the fact that a focus on CX 
is one of the best things an organization can do if it 
wants to succeed, thrive, and grow. Without excellent 
and insightful leadership, though, achieving these 
goals can be difficult.

THE CX TEAM AND TYPICAL TITLES

Putting together a CX team requires, first and 
foremost, an understanding of what CX roles and 
titles are out there today. In any given company, you 
might have some or all of the following:

CX PRACTICECX

1. https://www.accenture.com/us-en/insights/strategy/_acnmedia/Thought-Leadership-Assets/PDF-4/Accenture-Life-Reimagined-Full-Report.pdf
2. https://www.prnewswire.com/news-releases/new-research-from-dimension-data-reveals-uncomfortable-cx-truths-300433878.html

3. https://www.pwc.com/future-of-cx
4. https://www.prnewswire.com/news-releases/customer-experience-improves-generates-100s-of-millions-

in-revenue-according-to-new-temkin-group-study-300350542.html
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Chief Customer Experience Officer (CXO): the 
head of CX, a C-suite executive whose duties cover 
all the factors of ensuring a positive customer 
experience

CX Analyst: a data-focused expert who specializes in 
collecting and parsing CX-related data to support the 
crafting and implementation of CX strategy

Voice of Customer (VoC) Managers: the managers 
who oversee a VoC program, which focuses on 
different facets of “representing” the customer’s 
needs and wants when it comes to planning

CX Operations: the team whose job it is to 
put together the actual customer experience. 
These are the folks handling the journey design, 
communications channels, and other systems,  
both human and automated, that make up the 
customer experience

Customer Success Manager: the experts who help 
smooth the way for customers, ensuring that they 
transition easily from leads to actual (and satisfied!) 
clients

Communications Manager: A job often shared 
with marketing, this manager handles the overall 
communications strategy for the company, including 
customer-facing public relations (PR) responses

Digital Strategist: With expertise in digital 
platforms, these strategists work to unify branding 
and messaging across multiple platforms to create a 
single, positive experience

In general, a CX team could be as small as a single 
person or as large as a global team, depending on the 
size of the organization and the products or services 
sold. Specific duties will vary with the company’s 
scale and needs, but in general, responsibilities 
include:

• Developing and implementing necessary tools and 
   process to understand customers

• Journey mapping, touchpoints, and experience 
  analysis

• Identifying and tracking metrics linked to business 
   outcomes

• Collecting and analyzing customer feedback and 
   data 

• Sharing insights throughout the organization 

• Developing the strategy and aligning the 
   organization around the customer and their needs

The CX team will also often partner with HR to 
educate employees and ensure they are having a 
great experience themselves, since they are the one 
who have to deliver a high-performing customizer 
experience. This is important because, according 
to the Harvard Business Review, “CX is the sum-
totality of how customers engage with your 
company and brand, not just in a snapshot in time, 
but throughout the entire arc of being a customer.” 5  
Employee and customer experience go hand in 
hand. One won’t succeed without the other.

5. https://hbr.org/2010/10/understanding-customer-experie

Continued on next page



26 PINNACLE  |  Blue Rock Search
Issue 1, 2022

THE RIGHT CX LEADER

What makes a truly excellent 
CX leader? It starts with 
a vision. CX leaders must 
be visionary and strategic 
thinkers. But thinking big 
thoughts isn’t enough: a leader 
needs to be analytical so they 
can define where a company 
is and chart the path to where 
they want to go.

They’re critical thinkers and 
data-driven without losing 
sight of the human beings 
behind the numbers. They’re 
collaborative—after all, it’s the 
overall organization that delivers 
the customer experience, so 
leaders need to be able to work 
with peers and partners to get 
things done. Along similar lines, 
the best leaders are empathetic, 
caring, and transparent. They 
know what it takes to deliver 
on promises, both to customers 
and to co-workers who make the 
business run. They share success 
and failures, listen, coach, and 
ask for honest feedback.

Most of all, they have a genuine 
willingness to learn about the 
industry and business. Most 
businesses are doing more right 
than wrong—otherwise, they 
would not stay in business. A 
transformative leader respects 
this and takes time to learn 
before implementing change. 

THE PAYOFF

Are you still not entirely 
convinced why CX is so 
important? Consider these 
stats from Deloitte:6 

• Customers are likely to 
mention a positive experience 
to nine people, but a negative 
one to 16 people

• Customers with a positive 
experience spend up to 140% 
more and remain loyal for 
five years longer

• Positive CX can reduce the 
cost of serving customers 
by up to 33%

OR HOW ABOUT 
THESE STATSISTICS, 
COMPILED BY THE 
CUSTOMER EXPERIENCE 
PROFESSIONALS 
ASSOCIATION?7 

• It costs six to seven times 
more to attract a new 
customer than to retain a 
current customer

• More than half of Americans 
changed their mind about a 
purchase they had planned 
because of bad service or 
customer experience

• 33% of Americans would 
consider switching 
companies because of 
just one poor customer 
experience, and the same 
number would pay more to 
receive a better experience

• 65% of customers say that 
positive customer experiences 
with a brand have a greater 
influence on their buying 
behavior than great advertising 

CX PRACTICECX

6. https://www2.deloitte.com/content/dam/Deloitte/us/Documents/process-and-operations/us-cons-the-true-value-of-customer-experiences.pdf
7. https://www.cxpa.org/blogs/nick-glimsdahl1/2020/08/03/the-customer-experiences-impact-on-customer-churn



• 79% of high-income 
households, 45% of women, 
51% of B2B companies, and 
others will avoid a company 
or brand for over two years 
after having a bad customer 
experience

We live in a world where online 
reviews and social channels 
make sharing feedback easy. 
In considering what will be 
communicated, factor in human 
instincts. Recognize we are 
more likely to feel compelled 
to “warn” people off of a bad 
experience than to share the joy 
of a good one. Therefore, you 
are more likely to get comments 
focusing on negative experiences 
than positive ones. 

That’s why we’re seeing such 
growth in the CX field. 
According to Forbes, global 
CX technology spending is 
projected to reach $641 billion 
in 2022.8  It’s one of the fastest-
growing fields and a top priority 
for the majority of executives. 
Although many are playing 
catch-up, CX is here to stay – 
make sure your company has a 
truly great leader to provide the 
way forward. 
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“What makes a truly excellent CX leader? 
It starts with a vision.” 

Uncover the CX talent you need to drive 
business results for your organization 
with Blue Rock Search. With contacts and 
experience, we are resourced and ready to
find your next transformational leader.

CX Talent to Compete 
and Win

Photo by UX Indonesia on Unsplash

8. https://www.forbes.com/sites/blakemorgan/2021/08/09/10-stats-showing-the-growth-of-cx/?sh=6a4c014b5f23

Start learning more. 

Scan the QR Code.
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Why Your Next VP of 
Enrollment Needs a Deep 
Understanding of Finances
by Ruben Moreno

One might think that the main job of a Vice 
President of Enrollment Management is, well, 
enrollment and recruitment. While that’s definitely 
true, enrollment leaders cannot, and must not, 
operate in a vacuum. Finding a VP of Enrollment 
who has a deep understanding of—and interest in—
finances is crucial to building an enrollment strategy 
that truly works.

STATISTICS TO CONSIDER

The financial situation in higher education 
is complicated for everyone involved, from 
instructors to institutions to the students and 
families. It’s also one of the most important factors  
in college decision-making. Therefore, it needs 
to be one of the key factors on which enrollment 
teams keep a keen eye. 

According to one CNBC report, 74% of respondents 
representing colleges and universities said that the 
most significant challenge facing their school is 
financial constraints. It’s even cloudier for smaller 
institutions: 79% of schools with under 5,000 
students cited financial issues as their top challenge, 
as compared to just 52% of schools with over 30,000 
students enrolled. Overall, 60% of respondents 
indicated they are very concerned about the overall 
financial stability of their institution.1

Financial aid is key for both institutions and 
students, but it’s also a source of many concerns on 
both sides. CNBC’s report notes that a significant 
majority of institutions (79%) said they worry about 
meeting the increased financial aid needs of students 
because of the pandemic. This is true across all sizes 
of colleges, not just smaller ones. Meanwhile, 56% of 
students and parents expect college costs to rise this 
year, by $8,700 on average, making financial aid even 
more of a factor.

“A number of institutions just won’t survive this,” 
Ken Simek, a partner at management consulting 
firm Mercer, told CNBC. “They’ll either merge with 
other institutions or close their doors altogether.” To 
avoid this fate for your institution, it’s important to 
have a strong VP of Enrollment who is well-versed 
in financial strategies and has the creativity and 
adaptability to figure out a way to survive and thrive.

WHERE DO INSTITUTIONS GET THE MONEY?

Funding for colleges and universities is a complicated 
system encompassing federal, state, and local 
governments, other institutions, donors, families and 
students, nonprofits, and other sources. It’s important 
for a VP of Enrollment, along with other leaders, 
to understand this financial ecosystem, where 
the stresses originate and emerge, and where new 
sources can be found.

For public institutions, government funding— 
particularly state and local funding—plays a major 
role. The raw numbers, however, don’t tell the whole 
story. It’s the relationship between different statistics 
that’s much more revealing. Pay attention to both the 
dollar amounts and percentages of overall funding 
for a more complete picture, not just one or the 
other. If actual dollars from government sources 
increase, but their percentages of total funding 
decrease, it could indicate that the dollars aren’t 
being spent on core (research and instruction) 
functions. Institutions often have a fair bit of 
spending discretion, albeit with some exceptions and 
earmarks, so decreasing percentages being spent on 
actual instruction needs to be noted. 

This is very much in the realm of concern for the 
enrollment team. After all, it’s much harder to attract 
top faculty without financial support, and it’s much 
harder to meet enrollment goals without a track 
record of great faculty and other learning resources.
Tuition, of course, is also a major source of revenue 
for most institutions (even more so at private 
institutions that can’t lean as heavily on government 
funding). A VP of Enrollment needs to have a 
thorough understanding of the relationship between 
their institution’s enrollment goals and projections, 

HIGHER EDUCATIONHE

1. https://www.cnbc.com/2021/08/25/74percent-of-colleges-face-financial-challenges-according-to-survey-of-higher-ed-workers.html
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the decisions made on setting tuition and fees, and 
the structure and factors of the admissions process.
Keep in mind that tuition does not typically cover the 
full cost of students’ educations, and many students, 
with the help of financial aid from institutions and 
outside sources, pay considerably less than “sticker 
price.” In fact, the American Council on Education 
(ACE) estimated that, on average, students directly 
pay around one-third of the actual costs.2 This means 
that enrollment numbers are only one part of the 
financial puzzle, but a crucial one nonetheless.

Regardless of the fact that many students ultimately 
don’t pay full price tuition, those “sticker” prices still 
impact enrollment strategies. When governments 
cut their budgets, public institutions raise tuition 
to cover shortfalls. Meanwhile, private institutions 
are constantly raising expenditures (and thus need 
to raise income) to remain competitive. There is a 
direct inverse relationship between the level of state 
appropriations and the level of tuition increases, 
which means that the enrollment team must find 
ways to attract students who may be frustrated or 
intimidated by rising tuition costs.

For example, in 1980, states provided 46% of the 
operating support for public colleges and universities. 
By 2005, that amount had fallen dramatically to 27 
percent. During the same 25-year period, tuition’s 
“share” of the revenue pie increased from 13% to 
18 percent.3 Essentially, for public colleges and 
universities, tuition increases aren’t raising more net 
funds—they’re just offsetting budget cuts.

Therefore, enrollment leaders also need to have a deep 
understanding of other income and funding sources. 
Endowments, for instance, may be a significant source 
of income, especially for private institutions. However, 
it’s important to truly understand how these do (or 
don’t) contribute to the regular operating budget and 
what the decision-making process is behind that. 
Endowments can help offset tuition challenges and 
maintain access—which, in turn, is important for 
enrollment teams looking to maintain or increase 
diversity and access for a wider array of students. 
Your enrollment leadership needs to have access and 
understanding of how much investment/endowment 
income was anticipated in budget planning, and how 
any funds are actually allocated.

“The simple truth is, enrollment and 
financial priorities are inextricably linked.”

1. https://www.cnbc.com/2021/08/25/74percent-of-colleges-face-financial-challenges-according-to-survey-of-higher-ed-workers.html

Continued on next page

2. https://www.acenet.edu/Documents/Anatomy-of-College-Tuition.pdf
3. Ibid.
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WHAT DOES SUCCESS 
LOOK LIKE?

The simple truth is, enrollment 
and financial priorities are 
inextricably linked. Finances 
are a major factor in college 
decision-making for students and 
families. The balance between 
access and quality is a tension 
that every private and public 
institution is constantly trying to 
figure out. 

So what can—and should—a 
VP of Enrollment be doing? 
Understanding the data means 
understanding what the 
institution’s enrollment and 

HIGHER EDUCATIONHE

recruitment practices need to 
look like. Keep in mind questions 
like the following:

• What kind of aid packages can 
   the institution offer? 

• What makes the institution 
   attractive to students?

• Where does the money come 
   from, and where does it go— 
   and how can your institution 
   find a strategy that sits in the 
   middle?

• How can your institution 
   balance competitive offerings 
   and quality of education (which 

is tied to how to attract high 
quality instructors, not just 
attracting students), while also 
looking for sources of revenue 
and how enrollment goals 
factor into the overall budget?

By staying on top of the details 
of finance, an excellent VP 
of Enrollment won’t be taken 
by surprise and will be able 
to find flexible solutions to 
meeting enrollment goals, which 
are so often tied to financial 
benchmarks. Stay informed, and 
get innovative; and, you will be 
ahead of the game!
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Is Your College or 
University a Talent 
Magnet?
by Ruben Moreno

Attracting talent is no longer as simple as it 
once was for higher education. Working for an 
educational institution was an aspirational career 
goal for many in the twentieth century, but attitudes 
have shifted. 

Most already working for colleges and universities 
have heard warnings about the upcoming 
demographic cliff. Beginning in 2025, schools  
face the possibility of experiencing a 15% drop in 
freshmen prospects.1 For many executives making 
long-term career choices, this is a concern. 

Other attitudinal factors also come into play about 
working in a place with ivy-covered walls. For 
Millennials, burdensome debt loads have led to a 
degree of cynicism about both the value of a college 
degree and educational institutions in general, which 
create perceptual challenges for institutions looking 
to attract talent within this demographic. 

1. https://www.insidehighered.com/digital-learning/blogs/online-trending-now/second-demographic-cliff-adds-urgency-change
2. https://www.cupahr.org/issue/feature/whats-next-for-the-higher-ed-workforce/
3. Ibid.

Gen Z has issues as well. Higher Ed HR Magazine 
reported, “During the fall of 2020, a consultant 
conducted a study for CUPA-HR and identified that 
most under-25-year-olds have poor perceptions 
of higher education culture and compensation.”2  
The same study also reported 70 percent of Black 
Americans and 60 percent of LGBTQ+ Americans 
do not perceive higher education as a comfortable 
place to work.3  

Effective recruiting builds capacity and capabilities for 
your institution. It ensures you find transformational 
leaders who fit your culture and get results. 
   
Finding the right person often requires a passive 
search strategy stretching beyond resumes generated 
by online ads. It also depends on a strong Employee 
Value Proposition (EVP), allowing you to compete 
and win the battle for talent with other institutions 
and industries. 

If you would like to learn what Higher Education 
leaders are doing to ensure their institution is a 
magnet for talent, we have insight and answers. 
For a competitive assessment of your executive 
compensation approach, contact Ruben Moreno, 
HR/Diversity and Higher Education Practice Leader, 
at ruben@bluerocksearch.com.  

“Beginning in 2025, schools face the possibility that they could 
experience a 15 percent drop in freshmen prospects.”

Higher Education Talent to Transform 
Colleges and Universities

Uncover the right Higher Education leader for your institution with Blue Rock Search. 

We are resourced and ready to find and fill critical roles in Strategic Enrollment 
Management/Admission, Institutional Advancement, Student Life, and Human Resources. 

Start learning more by scanning the QR Code.



Reputation Check—
What are Employees 
Saying About Your 
Company Online?
by Staff

In this constantly connected world, a company’s 
online reputation is more important than ever – 
and more challenging than ever to keep up with. 
Potential employees will read reviews. Making 
“reputation checks” a part of your regular HR 
strategy is crucial to attracting top talent. 

ONLINE REVIEWS: NUMBERS TALK

Online reviews have a bigger impact than many 
think. According to a recent survey by digital 
growth agency Fractl, one in three workers has 
turned down a job offer because they read a bad 
review online. Employees who left those reviews, 
meanwhile, overwhelmingly stand behind their 
reviews. The same Fractl survey revealed that nearly 
80% of employees have no regret about the review 
they left about their previous employers. Around 
12%, meanwhile, feel they pulled their punches too 
much and left too positive of a review; only around 
8% wish they had been more positive in their 
reviews.1

For the most part, employees reported being 
truthful in their reviews, with about 88% saying 
they were entirely truthful and 3% saying they just 
“stretched” the truth. About 9% of responents, 
however, admitted to outright lying. The top 
reasons for those lies were wanting to damage the 
companie’s reputation or feeling hurt by managers 
and/or colleagues (both of these reasons were cited 
by over 47% percent of respondents who claimed 
they lied on reviews). One third of respondents, 
meanwhile, said they lied or changed details to 
avoid being identified.2
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MONITORING REVIEWS

To monitor your online reputation, it’s important 
to regularly check some of the most common sites 
where employees can leave reviews. Be proactive – 
don’t just wait for an issue to arise. You’re probably 
already familiar with a few of the most popular, 
like Glassdoor and Indeed.  However, a thorough 
monitoring process should cover more than just 
the big players.

The chart that follows is a helpful 
jumping-off point for potential 

sites to monitor. 

“Nearly 80% of employees have no regret about the 
review they left about their previous employers.”

SPOTLIGHT

1. Retrieved from https://www.frac.tl/work/marketing-research/employer-review-study/
2. Ibid.
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S I T E S  F O R  R E V I E W
COMPANY

Glassdoor

Indeed

Firsthand

Fairygodboss

Comparably

CareerBliss

Jobcase

InHerSight

DESCRIPTION

Glassdoor offers insights into the employee experience 
directly from employees. The site features millions of 
company ratings and reviews, CEO approval ratings, 
salary reports, interview reviews and questions, 
benefits reviews, office photos and more, plus the 
latest jobs.

Indeed features job listings, salary comparisons and 
data, and company reviews. It’s the highest-traffic job 
site in the world, with over 250 million visitors, from 
60+ countries, every month, so the feedback covers 
a very wide range.

Firsthand is exactly what it says: a career platform 
built on sharing firsthand experiences. It includes 
mentorship programs and job postings as well as 
company rankings, reviews, and profiles, compiled 
from employee reviews.

Fairygodboss focuses on supporting and empowering 
women in the workplace. Its reviews aim for greater 
transparency for potential employees, while also 
sharing opportunities to help companies recruit 
and hire diverse, qualified women, with a particular 
emphasis on tech roles.

Comparably shares information about company cultures 
and market compensation, with information contributed 
by real employees, and takes a closer look at employer 
brands in the interest of transparency.

CareerBliss has info for everyone, from job seekers 
to recruiters and employers. Its collection of 
company data includes a specialized “Ph.D. Board of 
Advisers,” plus independent company reviews, salary 
comparisons, job listings, and direct company Q&As.

Jobcase is a career-focused social media platform. It 
includes job listings, community conversation forums, 
and a variety of resources for job seekers. It’s also 
affiliated with MIT’s Computer Science and Artificial 
Intelligence Lab and partners with employers and 
nonprofits to expand workforce opportunities.

InHerSight is a professional site for women, with 
data on over 150,000 US-based companies. The site 
specializes in using data to support gender diversity 
recruitment initiatives, DEI branding and retention 
efforts, and creating better workplaces for women.

HEADQUARTERS

San Francisco, CA

Austin, TX

New York, NY

New York, NY

Santa Monica, CA

Irvine, CA

Cambridge, MA

Durham, NC



RESPONDING TO REVIEWS

The initial instinct when you find an online review 
of your company—especially a negative one—is to 
immediately get defensive. With that being said, an 
evenhanded and professional response will speak 
volumes and can go a long way towards neutralizing 
the bad impressions created by negative reviews.

One practice to implement proactively is to simply 
have a policy of responding to all reviews: the good, 
the bad, and the indifferent. Think about it: if you see 
a company only responding to negative reviews, it can 
give the impression that the organization only cares 
about doing damage control. It can feel inauthentic. 
On the other hand, it can create a lot of goodwill and 
a feeling of the real humans behind the brand if a 
company makes a habit of responding to every review 
(and not just with copy-pasted, canned responses). It 
gives a much better impression. It makes it clear that 
the organization is genuinely open to hearing feedback 
from all sides.

However, as you respond, keep in mind that getting 
into lengthy discussions in public isn’t your best 
option. When responding to a negative review about a 
valid issue, you can offer a simple response that shows 
you’re listening and offers an avenue for the reviewer 
to discuss and resolve the issue outside of the review 
thread. Being polite and professional, without giving 
the impression of automation, tends to strike the  
right note.

Of course, this assumes that the negative reviews you’re 
dealing with are legitimate. When it’s clear that a review 
is false, vindictive, or trolling, most online review 
platforms have a mechanism to report a post and ask 
for it to be investigated and potentially removed.

SHOULD YOU ASK EMPLOYEES  
TO POST REVIEWS?

One common strategy to combat potential negative 
reviews is to actively ask current employees to leave 
reviews. The idea behind this strategy is that, in theory, 
current employees are more likely to be satisfied and 
leave a positive or positive-leaning review,  which can 
improve your positive-to-negative feedback ratio.

In practice, however, that might not always be the 
case. Employees who leave with a negative opinion 
of a company don’t suddenly develop those opinions 
on their last day. It’s usually the result of a long 
line of frustrations that have gone unaddressed or 
inadequately addressed. If they feel reasonably secure 
of anonymity, and if their issue are one that won’t 
obviously make it clear who wrote the review, even 
current employees may leave a negative review.

There’s also the power differential to consider. 
Even with the best of intentions from higher-ups, 
a “request” for employees to leave reviews will 
inevitably be viewed in light of the power hierarchy. 
It’s difficult to find ways to phrase the request, even 
a genuine call for feedback, without accidentally 
creating subtext of pressuring employees to leave 
reviews and, specifically, to leave positive reviews. 
Asking employees to leave reviews can risk 
alienating them or making them feel uncomfortable. 
Incentivizing them may also be outright illegal or, at 
the very least, against the review platform’s Terms of 
Service (ToS).

The best approach, in most cases, is to have a culture 
that encourages employees to promote the company 
only in the ways they feel comfortable. Having a 
robust internal system for honest feedback is even 
more important than external reviews. Remember 
that job seekers are savvier than ever—they can spot 
a faked or “requested” review a mile away. 

Awareness and authenticity are the two most 
important factors for any online reputation 
management strategy. You can’t please everyone, 
and you can’t try to pretend like negative reviews 
don’t exist. You can, however, rise above by taking 
steps to stay aware of what’s being said, address real 
issues proactively, and demonstrate impeccable 
professionalism. It’s an online world out there, but 
it doesn’t have to be a scary one!
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SPOTLIGHT



Uncover the right 

transformational leader 

for your organization with 

Blue Rock Search. With 

over 10,000 contacts, we 

are highly connected in 

our talent community. Our 

client-centric process gets 

results while keeping you 

informed.
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Evaluating Wages and 
Lost Opportunities: 
A Skill Every Franchise 
Owner Needs to Succeed 
in Tight Labor Markets
By Nancy Estep-Critchett

In a world where labor costs are rising, franchise 
owners are facing a new set of difficulties. To stay 
successful, it’s more important than ever for these 
franchise owners to keep an eye not just on the 
obvious costs, but on the cost of lost opportunities.
 
The cost of a lost opportunity is a little bit harder 
to pin down than some of your other operating 
costs. It’s easy to calculate how much you’re paying 
employees, how much you’re paying in rent, how 
much your products cost, and so on. But how can 
franchise owners factor in the “costs” of missed 
chances to gain customers or make a sale when 
making these calculations?

The exact calculations may vary from business to 
business. To start with, consider the contrast between 
a lost customer today and a lifetime happy customer. 
Research shows that it costs businesses between 6 
and 7 times more to attract a new customer than 
to retain an existing one.1  Additionally, a totally 
satisfied customer contributes 2.6 times as much 
revenue as a “somewhat satisfied” customer does, 
and a remarkable 14 times as much revenue as a 
somewhat dissatisfied customer.2 
 
Put together, what does this show? Quite simply, 
it’s worth making a great impression the first time, 
and every time. A single lost opportunity may not 
seem like much to you. However, to the customer, 
it’s enough to shift perceptions permanently, which 
in turn leads to a loss of revenue from them and, 
potentially, from other people they tell about their 
experience. On the other hand, a happy customer is 
an incredible asset, likely to return and to spread the 
word. Every interaction has the potential to create 
a lifetime, loyal customer, so take advantage of that 
every time you can.
 

FRANCHISEFR

1. https://blog.hubspot.com/service/customer-delight
2. https://www.revechat.com/blog/customer-experience-examples/



There’s also the review effect to consider. It’s been 
proven that, unfortunately, customers are more 
likely to share their negative impressions than their 
positive ones, meaning that one bad experience or 
lost opportunity can quickly snowball far beyond 
that single customer. One Deloitte study reveals that 
customers are likely to mention a positive experience 
to nine people, but a negative one to sixteen.3  That 
means that one missed opportunity for a good 
impression can have nearly double the impact – 
proving it’s something to be avoided as much as 
possible. With the far-reaching impacts of online 
reviews and social media, it’s even easier for one 
bad impression to spread.
 

What can franchise owners do to address this? There 
are several different tips and techniques to try, but 
they all boil down to one thing: showing respect 
and appreciation for customers. If waits are long, 
for instance, it helps to acknowledge people who are 
waiting in line. Make eye contact, smile, and thank 
them for waiting. It’s a way of showing that you 
appreciate the effort they’re making to patronize your 
business while also making it less likely that they’ll 
leave. If there are service challenges or delays, offer a 
coupon to entice customers to return. Show that you 
value them, and that you want to make things right, 
and they’ll often respond in kind.
 

The exact nature of these opportunities may vary 
from industry to industry, but they’re all connected 
by the need to provide a positive experience, even 
if customers encounter unexpected issues along the 
way. Yes, it may cost more up front to offer a coupon, 
hire and train more and better-qualified staff, and 
take care of the little things. Without those, however, 
the real “cost” of losing great opportunities to earn 
customer loyalty is much greater and has a much 
longer-lasting impact.
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“Research shows that it costs businesses between 6 and 7 times 
more to attract a new customer than to retain an existing one.”

3. https://www2.deloitte.com/content/dam/Deloitte/us/Documents/process-and-operations/us-cons-the-true-value-of-customer-experiences.pdf
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Curating an Exceptional 
Culture
by Staff

Andrew Carnegie was a Scottish American 
businessman and philanthropist. He led the 
expansion of the steel industry in the United States 
and became one of the richest men in the world. 
During the last 18 years of his life (which ended in 
1919), he gave away the 2022 equivalent of roughly 
$10 billion to charities, foundations, and universities. 
Carnegie-Mellon University? United States Steel 
Corporation? Carnegie Hall? That’s him.

Always chatty and eager to share his wisdom, 
Carnegie once said, “You must capture and keep 
the heart of the supremely able man before his 
brain can do its best.”

It’s a savvy assessment of the vital connection 
between heart, mind, results, and retention. How 
do we capture and keep the hearts of those we lead 
so they perform at their fullest potential year after 
year? A good place to start is curating an exceptional 
organizational culture.

Culture is horizontal gravity. It’s what draws 
individuals into an organization, and it’s what keeps 
them there. More simply put, culture is why people 
join, and it’s why they stay. Culture is a mindset, 
rooted in a philosophy. It’s mission in action.

Every organization has a culture. It exists in the 
presence or absence of leadership. If there is a lack 
of leadership, the organization creates conflicting 
dynamics, and that becomes the culture. It’s 
impossible to eliminate culture. Like matter, 
it simply changes form.

CREATE A CULTURE CODE

As important as culture is, if you ask ten employees 
to define their organization’s culture, you’ll likely 
get ten different answers. Culture should be easily 
understood and articulated. A great way to achieve 
that is by creating a Culture Code.  For example:

THE CULTURE AT ABC CORPORATION IS:
• Sales-oriented and results driven
• High-energy and fun
• Fast-paced and entrepreneurial
• Collaborative and transparent
• Committed to significant, rapid growth
• Driven by our individual and collective 
  desire to improve people’s lives

Once you have the Code, bring it to life. Create 
laminated copies for everyone, or turn into a piece 
of office wall art. Put it to work for you. Use it as a 
cornerstone of your talent acquisition efforts. Make it a 
tangible, visible part of your organizational ecosystem.

GET ALIGNED

Once culture is defined, alignment can’t be 
ignored. We need to align. Alignment requires two 
important shifts. The first shift happens within 
leadership.  Leaders must realize it “isn’t about 
them.” The second shift is even more important 
and depends on the success of the first. This shift 
happens within the organization itself. Everyone 
must believe…that leadership believes…that it’s 
not about them. Why? Because in the end, it’s what 
employees believe that matters. What they believe 
determines behavior.  How they behave will determine 
how they perform.
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MAKE THE INVESTMENT

Making it about the employees 
requires consistent, focused 
investment of time and 
attention. Start with 
understanding purpose. 

PURPOSE INSPIRES AND 
DRIVES PEOPLE. 

What’s important to them, 
personally? Professionally? 
Financially? Paint pictures of 
how exceptional performance 
will lead to outcomes serving 
the very things that are 
most important to them. 
The historical boundaries of 
location and time relative to 
work are forever blurred. 

Work/life balance has 
dissolved into…life. That 
means you have to listen. 
Learn about people. Within 
reason, the things that are 
important to them should 
become important to you.

QUIT MANAGING. 
START LEADING

Leadership guru Warren Bennis 
defines leadership as, “the 
capacity to translate vision into 
reality.” The leader’s role is to cast 
vision, provide resources, remove 
obstacles, drive execution, and 
deliver results. Most people 
would much rather be led than 
managed. What’s the difference? 
Visualize standing over someone 
versus walking beside them.  
Don’t just tell them you’re in it 
with them – they need to feel that 
you’re in it with them.  

HOW? 

Ask people, “What can I do for 
you today?” And when they 
need something, do it. This 
doesn’t mean you’re going to 
do their work, nor does it mean 
they aren’t accountable for their 
results. Rather, it demonstrates 
to them that you’ve made that 
oh-so-important shift.

KEEP THINGS SIMPLE

The world is a complicated, 
noisy place. Inputs assail us all 
day long, competing for our 
attention and challenging our 
ability to focus. Culture creates 
clarity. Leaders who curate 
culture are consistently on-
message. They remind everyone 
of fundamental truths about 
the culture and the business to 
keep people grounded during 
challenging periods of time. 

 

BE THE CULTURAL 
IMMUNE SYSTEM

Curating exceptional culture 
also means protecting it. 
Threats must be identified and 
eliminated. In “A Failure of 
Nerve,” author Edwin Friedman 
likens organizational culture to 
human organisms. Our bodies 
are programmed to protect us 
from harm. Infection is met 
with an assault of white blood 
cells. Pepper in our nose triggers 
sneezes. Bad sushi is met with…. 
well, you know. Friedman draws 
a parallel with organizational 
culture and declares that leaders 
must serve as the immune 
systems of their organizations.

Few organizations have an 
exceptional culture. That’s 
because it’s hard to do. But if you 
want to capture and keep the 
heart of supremely able people 
who perform at their very best, 
it’s absolutely worth the effort.

“It’s impossible to eliminate culture. 
Like matter, it simply changes form.”
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We are proud to say we 
have delivered diverse 

candidates on 100% of all 
searches performed, and our 

executive search pipeline 
contains a 

 ethnic/gender diversity ratio.
72%

RELATIONSHIPS  BUILT TO LAST

941.952.9555

INFO@BLUEROCKSEARCH.COM

2946 UNIVERSITY PARKWAY, SARASOTA, FL 34243

224 S. PETERS ROAD, SUITE 208, KNOXVILLE, TN  37923

A Member of the SRA Network

2946 University Parkway
Sarasota, FL 34243

bluerocksearch.com


