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Overview of Staffing
and Diversity Metrics

A Winpow oN OUur WORLD

Pepsi’s search firm “in-days” are designed to better equip search firms to find the right talent
for Pepsi’s business needs and to better prepare that talent for the experience of working at Pepsi

Overview of
Business Initiatives

Overview of
Career Development Tools

€ PEPSICO

“Straight from the Horse’s Mouth”

New Hire Panel Discussion

-+ Summarize how search firms fit into the
“big picture” of talent sourcing at Pepsi,
helping them understand how they can
continue to succeed as search-partners

+ Explain Pepsi's plans for future search
fiem utilization; building ongoing support
and goodwill

- Build search firm knowledge of major
Pepsi business initiatives, particularly
with-regard to new products, strategies

* Translate business goals into talent
needs so firms better understand the
profile of the right candidate

-+ Educate firms about Pepsis career

growth philosophy and tools so that they
can accurately and compellingly describe
these to candidates

| Explain Pepsis internal mobility

prototols to underscore the importance
Pepsi places on career development

Diversity Index Scorecard e = o B =
Agency  Internet  Referral My Development

1999 1.08 0 7 ; s

2000 1.13 92 .16

200 k92 el 77 New product Implications for

2002 1.29 1.07 73 rollout strategy: talent strategy
target market,
branding strategy

- Goals: Goals: Goals: Goals:

-+ Provide direct feedback from new hires
to search firms on how well they were
prepared for working at Pepsi

-+ Help firms understand how they can
better prime candidates for early
success

ENnorMOUS DIVIDENDS

“These events have paid enormous dividends for us. They build incredible goodwill for Pepsi among our search firm partners,
but more importantly, for the cost of around one placement, we are able to fully educate the firms about our talent needs and our
culture, and motivate them to go out into the labor market and help us to achieve our talent objectives.”

John Delpino, Director, Executive Staffing
PepsiCo, Inc.
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Source: PepsiCo, Inc.; Recruiting Roundtable research,
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TAkING OUR “PULSE”

NIKE Staffing developed a survey to assess recruiters’ time and activity allotment,
deciding to divest recruiters of certain “non-core” activities based on the results

Situation:
* Recruiting organization maintains one executive talent scout
* Recruiters traditionally strongest at “block and tackle” service delivery
* “Non-core” recruiting activities demand significant recruiter time
Primary Challenge: Rebalancing recruiter activity portfolios

Survey delivered to staffing team of
23 (I8 recruiters, 3 managers, and

2 adl;'lllnl?s-tl"at!ve aSS!StantS); takes Surve Excerpt yu— Vs Problems identified:
—t 0 minutes to complete I- What s your average requisition load for this fi ¢” | * o 1030 percent of rcrite time spen on competency:
i 2 Whe . or this fiscal year? ; based selection training for hiring managers
. ordesge your primary HR contacts (please list in priorit ’ *Eipoila pernentn reciater GepaoN
' Yy, administrative candidate care logistics
3. Which staff meeti s
meetings do youy re
Survey provides opportunity to - i and business SPEC"ﬁC{? bl Bt . Solutions:
“pressure test” current model 4, What percentage & ﬁmed T — * Shift hiring manager training admmistraf:mn to Ieelxrnmg
. ‘ *{a_gpf@xfmate}y} performin 0 you-spend and development; Recruiting plays a limited role in
- hotrelated to sourcin ming duties that are program facilitation
Lo g and Técﬂif.tiﬁg? ¢ Hi : dministrati iate to handl
5. What do you think v k s e Il‘: ;emor a nl'nms ra |vedassocm e to handle
j orks ' i isti i
tight nov in Staffings exceptionally welj candidate care logistics and ensure consistency
6. What do you th T :
. : ; ink we need to i B ‘Qutcome:
Ong OIIII ;nedccl;ﬂvgrsattrnsd Wlsth the current staffing organizauogp foveorchange about | - -+ Recruiters reclaim up to 45 percent of their time, creating
bl o o S || the capacity to focus on proactive sourcing activities
help confirm mutual desire for o ™ RS e o
talent pipeline building

Source: NIKE, Inc.; Recruiting Roundtable research,
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