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Employer branding
A MAJOR ISSUE 



EMPLOYER APPEAL

THE CONTEXT

Patrick Martin 
Vice-President of Medef

at REF22 
(Rencontres des Entrepreneurs de France)

Recruitment 
is the number 1 

concern of business 
leaders!



EMPLOYER BRANDING

THE CONTEXT
Key figures
recruitment in France

61%

Difficult recruitment in 
2023

+16pts VS. 2021

3,1M

More new hires expected 
in 2024

Hot sectors

Healthcare, transport and 
logistics, building renovation 

and Tech

Reasons for recruitment 
difficulties :

 Insufficient number of applicants
Working conditions
Image deficit (23%)

Lack of financial resources

Pôle emploi: 2023 Manpower Needs Survey



EMPLOYER BRANDING

THE CONTEXT
Candidates' expectations
in 2024

9%

9%

12%

14%

15%

17%

18%

18%

21%

29%

35%

36%

67%

Reputat ion

Recommandat ions

Company cul ture

Interview process

New chal lenge

Company's value

Career prospects

Benef i ts

Missions

Flexibi l i ty

Local isat ion

Work/ l i fe balance

Salary

If you receive several job offers, what are the most important criteria that would make 
you choose one company over another? (Ranked according to a Top 3) 

Robert Half - Candidate survey - April 2023



EMPLOYER BRANDING

THE CONTEXT
Employer branding
is on the rise 



EMPLOYER BRANDING

THE CONTEXT
Attraction
evaluation

15%

30%

36%

39%

40%

42%

MEDIA /  PR

SOCIAL MEDIA

FRIENDS /  NETWORKS

CORPORATE TOOLS

INTERVIEW PROCESS

REVIEWS

Which of the following channels do you use to assess a company's culture?

Robert Half - Candidate survey - April 2023



EMPLOYER BRANDING

THE CONTEXT
Focus on
Rankings

COMMUNICATIONS

STUDY (CANDIDATES)

OPINION

SYSTEM / HR EVALUATION

Top employers

SURVEY 
(COLLABORATORS)



EMPLOYER BRANDING

THE CONTEXT
Focus on
Reviews

👩 👨🦰 👨🦱 👱
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BEST PRACTICES
FROM 3 EXPERTS



SH
AR

E Fayçal Belmadi
Communication Manager

Employer Brand

Decathlon

Our inspiring experts

Manon Manzanares
HR Communications and 
Employer Brand Manager

Mazars

Romy Kalt
Employer Brand Communications 

Manager

ENGIE Solutions



The (employer) brand
DECATHLON
Activation example: "You're not your CV."



Successful recruitment 
our 15,000 team-mates a year in France.
 
400 professions and 5 contracts.



400
different professions at DECATHLON





How to attract a design student and an 
expert 

in Finance?

At the same time.



Employer branding 



Think like a brand, 
With the same requirements.



2. Make people think of 
us at the right time

3. Be the first to face the 
competition

Think like a brand, with the same requirements.

1. Making an 
impression

Communication campaigns Social Media
Contents

Website and career pages

Acquisition



1. Making an 
impression

2. Make people think 
of us at the right time

3. Be the first to face the 
competition

Think like a brand, with the same requirements.

Communication campaigns



To be strongly present in the minds of 
our audience.

Communication campaigns



The start



The arrival: the "You're not your CV." campaign.



30" and 75"





Population aged between 20 and 24

3,9M
Number of prints 

campaign

3,6M





What happened in between?



1. The starting point



What are we talking about?
HE

IG
HT

PERIMETER

City FranceAgglo Region

WHAT
Contract
Channel
Business

HOW
Pillars
Values

WHY
Direction

Average efficiency

Average efficiency

High efficiency

Low efficiency



Connect the dots.



The experience 
DECATHLON

Our needs
candidates

Communication campaign



What do our teammates think makes Decathlon different from other employers?



Atmosphere
Liability
Values



"Freedom and responsibility. 

I'm a work-study student in communications, and I joined Decat' as part of a new position. At the time, I'd just 
started classes and had no idea what I was doing. 

However, right from the start, I was encouraged to take on responsibility, become independent and manage 
things as I saw fit. 

All this, with support behind the scenes if needed."



Liability



What's the DECATHLON experience 
like?
 
But for which candidate needs? 



So we observed.



Achievement needs

Psychological needs

Primary needs

The 2 forgotten floors: 
- Desire to learn and understand > need for freedom of inquiry and expression 

- Aesthetic desire > search for beauty, creativity, harmony





16 000
videos posted every minute on Tik Tok



Generation Z's needs in life



Generation Z's needs at work



Liability A need for expressionTrust Autonomy

"I do it my way."
"I'm writing my own story."

"I bring my stone to the building."



2. The message



At Decathlon, 
you can express who you are.



In an environment where trust, autonomy and responsibility are the watchwords, you'll have the environment you need to express who you are.
Your manager's responsibility is to give you the framework, the playing field. After that, it's up to you.

Do it your way, express yourself.
Make your contribution. 
Write your own story.

Decathlon is a company that has allowed its employees to express themselves since 1976 (through responsibility).

A playground. 
Infinite means of expression.



3. The realization



Form and content.



You're not your résumé.
You are not the title of your post.

You're not the diplomas hanging on your wall.

You're the ambition that shines in your eyes. The courage to stand up and speak out. To create and invent.

And we understand you. Because we were also born of this desire not to be defined by pre-established expectations.
We didn't wait for the right moment to launch, we created it. 

It's that same singular, free and creative spirit that we're looking for in you.

Express yourself, join us.



https://www.linkedin.com/posts/decathlon_tu-nes-pas-ton-cv-decathlon-activity-7137371338968592385--pya

https://www.linkedin.com/posts/decathlon_tu-nes-pas-ton-cv-decathlon-activity-7137371338968592385--pya


4. Broadcasting



Long format (75")

The short format
(30")

LINKEDIN

INSTAGRAM 
REELS

INSTAGRAM
STORIES

TIK TOK

VERTICAL



NETWORK FORMAT BUDGET

LINKEDIN (15%) 75" 15%

INSTAGRAM (65%)

75" 70% of Instagram 
budget

30" (Stories) 30% of Instagram 
budget

TIK TOK (20%) 30" 20%



5. The results



We don't look at applications.





+12%
of Decathlon Recruitment searches in Q1 2024.



Think like a brand, 
With the same requirements.



Thank you!

Fayçal BELMADI | Communication Manager



Hidden Camera 

Employer branding campaign 

April 2024



Cam Cash campaign
Background  

+ 1,500 new hires per year

+ 5,000 employees in France 

+2/3 Gen Z

Innovative 

Offbeat

Authentic 



Cam Cash campaign
The long video

The playlist: https://www.youtube.com/playlist?list=PLop9mO9qyl7TSFmcKQxoXLYCfV65en43S  

https://www.youtube.com/playlist?list=PLop9mO9qyl7TSFmcKQxoXLYCfV65en43S
https://www.youtube.com/playlist?list=PLop9mO9qyl7TSFmcKQxoXLYCfV65en43S


Cam Cash campaign
The results

Mazarien(ne)s trapped

4,5M
prints

+ 4000

14

clicks on our posts linking 
to the career site

TOP 2
best posts of the year (after the 

announcement of our annual results)



Cam Cash campaign
The rendering in images 
2 teasers

4 video capsules

1 long video



Cam Cash campaign
Key findings 

DARE to use humor, quirkiness and internal involvement

ADAPT to our targets' new communication channels 

SEGMENT your sponsorship audiences 

DIVERSIFY your content 



ENGIE Solutions France

• A 100% subsidiary of the ENGIE Group, a French industrial energy group.
• The sustainable ally for cities, industries and service businesses on the road to decarbonization.

16 000
employees

3.6 Mt of CO 2
avoided for our customers

Our solutions
• Develop decarbonized local 

infrastructures (heating/cooling 
networks).

• Guaranteeing energy efficiency.

• Support the decarbonization of 
industries.



Goals and targets

TRUST 
Promote our 
employees and make 
them proud to work 
for ENGIE Solutions.

GOALS

AWARENESS & 
CONSIDERATION
Continue to 
enhance the 
employer image 
launched in 2023 
and generate 
interest by 
communicating 
about our 
professions and 
missions.

PERFORMANCE 
Generate interest 
among targeted 
candidates to 
increase the 
volume of 
applications.

TARGETS

High school 
students, graduates, 
school dropouts, job 
seekers, retraining.
Technicians

All ENGIE 
Solutions 
employees

Engineering 
schools, recent 
graduates, 
retraining or 
already 
employed.
Engineers

"Make people want to stay, make people want to 
come."



« Les décarboné.es »

Going to the heart of the territories : 
Garges-lès-Gonesse (95)

Global communication

• Web (Indeed, ENGIE career pages, "mon Taf" 
videos, etc.) and social networks (Instagram, 
Facebook, LinkedIn, Tiktok)

• Partners (France Travail, Mission Locale 
d'IDF, Agglomération Roissy Pays de France etc.)

• Cora Garges and Carrefour Villeneuve-La-
Garenne

• Poster distribution (associations, local shops, 
sports clubs, etc.)

• Press invitation: Press release, 6 ITWs and 6 
articles (Le Parisien, Stratégies, Focus RH...)
Strong internal mobilization: work-study students / 
HR / Operational staff / Managers / Directors...

1) Explore the world of ENGIE 
Solutions.

3) Embark 
into the adventure.

2) Find out what's at 
stake 
environmental.



324 candidates received and the process continues 
for :
• 117 in alternating years 
• 29 in training
• 100 on fixed-term/permanent contracts
• 44 in reconversion 

Results

Level of participant satisfaction: 4.4/5
Next step: Decarbonized territories.

847 participants, including :
  

• 472 individual participants
• 10 school groups, 303 people
• 72 ENGIE employees

10 interactive workshops to understand/discover 
environmental issues

150 workshop participants 
"interview posture



Current and future actions

It's in the box! - season 2
With Uncle Karim!
Elevator pitch to present 
ENGIE Solutions in a simple, fast and 
accessible way, freeing us from the often 
"corporate" speeches. We're now thinking 
about a season 2.

Tribunal for Future Generations
Conference/show in the form of a debate bringing together 
a court (president, lawyer, prosecutor) and witnesses 
(experts) to question the corporate model. Come and 
debate with us!

On the terrain of decarbonation! 
Our 2024 digital strategy.
Because the field is a place that brings people 
together, inspires, transforms and invites them to go 
beyond their limits. It's also a place of freedom, 
expression and innovation. 
and innovation, where you can shine, grow and 
make a difference.
👉Sur the field, our best ally is you!
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SAVE THE DATE
CLUB AGENDA



SAVE THE DATE
Friday, April 5 at 12:00 p.m.

videoconference

Meet up

LinkedIn
Themes, content, 

issues... 
Feedback on the n°1 

professional social network



SAVE THE DATE
Tuesday, April 23rd at 2 P.M (GMT +1)

By videoconference

Club

"Little secrets of big 
brands

Everyone knows thoses brands, 
but do you really know their 

stories?

Inspiration & fun facts🇬🇧



ARTIFICIAL INTELLIGENCE
Tuesday, April 23rd

In person (Paris) & distance learning

Training

Harness the power of AI for your 
communications

Introduction: The artificial intelligence revolution
1. Thinking and producing content with AI
2. Generate visuals and videos with AI
3. Make AI part of your everyday life



🚀 WE ARE COM TRAINING COURSES

The experts on the We Are COM team will join you for a training session combining methodological 
content, benchmarking, testimonials and practical application.

Location: Face-to-face - Paris intramuros. Also available by videoconference
Price: preferential rate for members (-15%)

Training courses are also available on an in-company basis

Eligible OPCO & training budget

Boost your writing 
with AI

May 15, 2024

Create photos / 
videos with AI

Wednesday, June 5, 
2024

Mastering AI tools
June 18 and 19, 2024

Developing your social media 
with AI

Wednesday, July 3, 2024



SAVE THE DATE
Tuesday, May 14 at 9:00 a.m.

by video

Club

What makes a good 
brand in 2024?

We Are COM x ViaVoice exclusive study

with Arnaud Zegierman, sociologist 
and Associate Director of the ViaVoice 

Institute
 🇫🇷
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Thank you


