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B y  A b r a h a m  P e n u e l a s

Manufacturers must  
fundamentally rethink their 

talent recruitment strategies, 
starting with a new level 
of collaboration between 

the operations and human 
resources functions. 

To Win  
the Talent  

Battle,  
Transform 

Your  
Operations 

Teams  
into Brand  

Ambassadors



cial responsibility aligned with the organiza-
tion’s values; human progress involvement; 
the team that surrounds you; and company 
values. Ultimately, in order to feel job satis-
faction, employees need freedom, and they 
should be empowered. Let them feel like 
company founders by giving them the lati-
tude to make change. This connects account-
ability to reward. The reward is their abil-
ity to contribute. Providing opportunities for 
job satisfaction is the foundation that creates 
raving fans within your organization. 

Google is one company that has benefit-
ed from this approach. The company went 
from fewer than a few hundred employees 
in 2000 to 50,000 employees in 2012.  In 
Work Rules!, former Google Senior Vice 
President of  People Operations Laszlo 
Bock describes how the company aligned 
organizational growth and success to its 
three cultural cornerstones of  mission, 
transparency, and communication. 

The establishment of a cultural founda-
tion across all departments—including op-
erations—is critical to scaling a successful 
recruitment strategy. It sounds simple, yet it 
is challenging to accomplish. 

Another well-known company that has 
built a strong cultural foundation and used 
employee job satisfaction to bolster re-
cruitment and retention is Tesla. The elec-
tric vehicle maker does a fantastic job of 
evaluating open requisitions and assigning 
promotions at the time of a performance 
review if  pre-requisites are met. It is not 
uncommon for someone at Tesla to receive 

multiple promotions within a five-year pe-
riod. It is a testament to a manufacturing 
brand that has enlisted modern HR prac-
tices with efforts to recruit, develop, and re-
tain the best talent available. 

Establishing Systems and Alliances 

A nother critical prerequisite for 
turning operations teams into 
brand ambassadors for the pur-

pose of effective recruiting is to establish a 
tight alliance between HR and the manu-
facturing groups they support.  It sounds 
simple and logical, but it isn’t yet a best 
practice in many manufacturing compa-
nies. The role of talent acquisition teams 
within organizations is to promote the 
brand, recruit, develop, and retain top tal-
ent. Tools that are often underused are the 
relationships, connections, and knowledge 
by HR and talent teams of hiring managers 
and operations groups. 

If you are part of a talent team, ask your-
self these questions: How well do you know 
your hiring managers? Do you understand 
their short-term and long-term organiza-
tional goals? Are you aware of what makes 
their specific department unique? 

Electric vehicle start-up Faraday Fu-
ture used that kind of close collaboration 
between HR and manufacturing to ramp 
recruiting rapidly, targeting manufactur-
ing engineering managers with an interest 
in joining a start-up project. After creating 
a collaborative partnership with HR, Fara-
day Future was able to recruit 160 employ-
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And an increasingly important part of 
that recruiting roadmap will be the need for 
manufacturers to develop strong brands and 
to equip operations teams with the knowl-
edge, tools, and training that will allow them 
to act as recruiters and brand ambassadors.  

For large and small manufacturing en-
terprises alike, creating the right recruiting 
culture will be essential to securing the talent 
needed to meet and exceed an organization’s 
vision and growth goals. The ultimate ob-
jective is establishing an environment where 
managers and team members feel vested in 
the recruitment process, see themselves as 
brand ambassadors, and play a part in at-
tracting top talent to the organization.

Meeting this objective takes education, 
training, and accountability. This article 
explores a variety of actions that managers 
and key leaders in manufacturing organiza-
tions should take to improve recruitment 
efforts. It also highlights a few companies 
that have successfully used these actions.  
It shows how businesses can grow through 
creating organizational climates that pro-
mote these practices, how managers can 

adapt to this level of  accountability, and 
the positive results of  implementing well 
thought-out, modern recruitment prac-
tices .  

Culture Yields  
Brand Ambassadors

S o, what is a brand ambassador, and 
how can we get operations groups 
to play that role?  A brand ambas-

sador is an employee within an organiza-
tion that reaches a superb level of engage-
ment and, as a consequence, serves as an 
advocate of his or her company. The brand 
ambassador promotes the brand and in-
creases awareness within talent communi-
ties, ultimately getting top candidates’ at-
tention and getting them in the door. 

To turn operations employees into brand 
ambassadors, step one is to bolster employ-
ee engagement and job satisfaction. Henry 
Ford once put it like this: “The man who 
does not get a certain satisfaction out of his 
day’s work is losing the best part of his pay.” 

Job satisfaction springs from many fac-
tors:  the product or service you work on; so-

I MPORTANT RESEARCH REPORTS SUCH AS DELOITTE’S MANUFAC-
turing recent Competitive Index Studies have consistently found that talent re-
mains the top driver of manufacturing competitiveness.

As the overall US economy and the manufacturing sector continue to grow, and as 
the market for the best talent tightens, that has never been more true than it is today. 
To successfully compete for—and retain—the talent needed to win, manufacturing 

human resource (HR) and talent management teams face several challenging tasks,  starting 
with the need to reverse the outdated perception of the manufacturing industry that has led 
to today’s talent shortage. HR, working in close collaboration with operations teams, must 
also define a modern talent acquisition roadmap that begins at the university level and 
car-ries through to strategic recruiting practices at all levels of the organization, including 
volume recruitment and executive search.
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“The marriage between operations 
and talent groups starts with leader-

ship direction and a culture that  

Abraham Penuelas 

“The brand 
ambassador; 
the goal and 

effort is to 
promote the 
brand and 

increase 
awareness 

within talent 
communities, 

ultimately 
getting top 
candidates’ 

attention and 
getting them 
in the door.”

leads the 
Manufacturing 
Search Practice at 
Eastridge 
Workforce 
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recruiting team 
which works to 
solve complex 
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to manufacturing 
workforces. 
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management, the 
evolution of 
manufacturing 
practices, and their 
impact in our global 
economy.
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fosters a mission of collaboration.”



ees to the manufacturing team, beginning 
in late 2014. That was key to the planning 
of  the company’s $1B green-field plant 
launch. 

“This is unprecedented in today’s ‘war 
for talent,’” says Faraday Future Vice Presi-
dent Dag Reckhorn. “These hires are the 
most elite engineers in the manufacturing 
sector, most coming from top-tier automo-
tive brands. The accomplishment was a di-
rect result of a close alliance with human 
resources and our talent teams.”

Ongoing communication and brain-
storming—including frequent alignment 
meetings--help to tight working relation-
ships between operation teams and HR. 
Operations should contribute to these 
meetings by educating talent groups on 
technical aspects of  open positions. Tal-
ent teams are responsible for adding value 
through qualitative and quantitative data 
and analytics. The gathering of data and 
analytics around current market findings, 
compensation intelligence, and talent avail-
ability helps bridge any gaps between HR 
and hiring managers on credibility and 
partnership with hiring managers. This 
takes time and effort from both operations 
and human resources. 

By establishing an engaging culture, 
providing visibility to recruiting goals, 
and keeping a strong HR infrastructure in 
place, the operations team can become the 
strongest partners in your company’s tal-
ent strategy. They are allies in various ways, 
from recruiting candidates via their profes-
sional networks, to branding and display-
ing a winning culture to peers and previous 
colleagues. Through them, your manufac-
turing company’s brand evolves into an 
employer of choice. 

Systems Matter 

O perations teams and hiring man-
agers should also be involved in 
creating and improving the pro-

cesses and systems used to recruit candi-
dates. Systems that are engineered in part 
by hiring managers will empower and re-
quire continued engagement. 

The same goes for recruiting systems that 
define the candidate experience. Systems 
that are customer-centric will yield a more 
positive first impression and result in a more 
aggressive talent acquisition strategy. Con-
sider the following points when designing 
your recruitment processes and systems:
1. Transparency regarding open requisitions 

is necessary. The best talent partners
meet with manufacturing hiring man-
agers and their teams once, sometimes
twice, per week. These meetings provide
communication regarding current and
future vacancies. The intelligence and
ideas exchanged in these meetings is im-
perative to sustaining momentum with
recruiting activities. 

2. Compensate your employees for providing 
recruiting leads. You pay an average of
$20,000 to a recruiting firm on a place-
ment fee. Referral programs designed
to encourage your employees to provide
job information to potential recruits
must be attractive. Reward your employ-
ees for good referrals. A thousand dol-
lars is not enough.

3. Create a system for managing referrals.
Referrals often go unattended or become 
lost names in inboxes—and this is unac-
ceptable. It demoralizes those referring
and lessens initiative. HR and talent man-
agement leadership must develop a strat-
egy for attending to referrals. Establish a
global system that everyone uses. It could 
be a special inbox within the recruiting
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team with a code to use when submitting an 
online application. The key here is routing 
the incoming traffic in a systematic man-
ner and ensuring prompt communication, 
whether it’s positive or negative. Positive or 
negative outcomes should not take away 
from a professional and responsive process. 
This is vital to the continuance of referrals 
from your internal teams. Referrals deserve 
white-glove treatment. 

4. Keep the information flowing. Talent teams 
are responsible for educating manufactur-
ing and operations teams on general com-
pany overviews involving benefits, perks,
revenue growth, upcoming acquisitions,
new key hires, new products, etc. The more 
tools and education provided to hiring
managers, the better equipped they are
when sharing opportunities with peers. 

5. Update your hiring practices. Corporate
bureaucracy results in convoluted talent
acquisition systems and processes. Cling-
ing to outdated practices from the 1990s will
mean you miss out on top talent. The days
of requesting transcripts, calling five refer-
ences, and requiring candidates to return for 
seven interviews are over. Make it a priority 
to redefine recruiting by analysing recruiting 
data, and don’t be afraid to make changes. 

6. HR cannot do it all. It is up to human re-
sources teams to select a top-tier recruiting
search firm that can provide support to the
operations groups. Recruiters with gener-
alist backgrounds do not encounter much
success in manufacturing which demands

industry expertise and the ability to  will cre-
ate partnerships with hiring managers so 
they can act as ambassadors of the overall 
talent strategy. Seek recruiting experts that 
understand business strategy, manufactur-
ing, analytics, and talent management. 
These tasks are much more effective with 

support and collaboration between operations 
groups and their respective hiring managers. 
The marriage between operations and talent 
groups starts with leadership direction and a 
culture that fosters a mission of collaboration.

The manufacturing industry is transitioning 
to a technology-based sector. Automation and 
robotics will augment legacy production equip-
ment and labor-intensive assembly lines. This 
evolution calls for a new approach to recruiting 
and talent management.

In future state, manufacturing teams will 
be intrinsically motivated to be involved with 
talent teams and to provide support. Intrin-
sic motivation comes from within—it is a per-
sonal interest to contribute. Manufacturing 
organizations have a responsibility to estab-
lish a stage that encourages such motivation. 
Human resources groups foster and sustain 
that motivation. And, when operations teams 
contribute, your talent strategy advances. 

The results will amaze you. Tesla scaled to 
thousands of manufacturing employees in less 
than a decade. Google did the same in the tech 
space. Both organizations adopted a new way 
of approaching talent acquisition. The com-
mon denominator is an interest to redefine, 
re-invent, collaborate, and execute.     
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“By estab-
lishing an 

engaging cul-
ture, provid-
ing visibility 
to recruiting 

goals, and 
keeping a 
strong HR 
infrastruc-

ture in place, 
the opera-
tions team 
can become 

the strongest 
partners in 
your com-

pany’s talent 
strategy.”

“The days of requesting tran-
scripts, calling five references, and 
requiring candidates to return for 

seven interviews are over.”
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