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Why Programmatic Matters More Than Ever

Sometimes it takes a shock to make you realize what’s important. Most businesses 

recognize that their people are their most important asset, and the value that their 

HR & Recruitment teams provide to their business. 

For Talent Acquisition, so much will change about how we hire staff and what people 

will begin to expect from a business in a post-coronavirus world. Health and safety 

concerns will become more prominent, flexible and remote working will become the 

default for many offices, and of course hiring practices will be reviewed.

Within hiring, there will be a shift away from the “war for talent”, at least in the short 

term. As we move from a candidate market to an employer market, the power 

dynamics will change for most sectors.  The number of applications per job will 

inevitably increase, and it will be a tougher job for employers to ascertain the quality 

of their advertising options. Of course, there will be jobs where the demand for staff 

will increase and the supply of quality and qualified candidates will stay static.

The number of advertisers still living with fixed or long term contracts is out of step 

with the modern world. Fixed costs died with newspapers, and the recruitment 

advertising world has spent the past 10 years moving towards pay for performance 

as advertisers look to see measurable return on their spend.
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In marketing and advertising we talk about measuring everything so that if your 

budget gets halved tomorrow you know where to focus your spend. Now for many 

people the idea that everything could change is no longer a vague possibility.

Programmatic is the culmination of this pay for performance trend, and it will be the 

future for recruitment. In the US, it has already caught on and there has been big 

investments in programmatic solutions. In the rest of the world, it has yet to catch fire. 

This is why we think now is the time for programmatic. 

1 Tracking everything

You need to be able to track everything. How much you’re spending and where, and 

know what kind of applications it brings you at what cost. Whatever KPIs you are 

working towards, programmatic is the first step in end-to-end recruitment 

measurement. Once you’ve measured how candidates are coming in, and what it’s 

costing you, you can start adding measures of quality to really assess all the 

recruitment channels you’re using.
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2 Flexibility

True programmatic gives total flexibility. If you advertise on a 30 day listing and get 10 

good applicants in the first hour, why are you paying for the other 29 days? 

Programmatic solutions enable you to pause campaigns and take adverts down for 

whatever reason, and put them back on when everything is back on track. You can 

also choose which ads to keep on free organic traffic and which to sponsor, rather than 

paying a flat rate regardless of how easy the job is to fill. 

3 Diversity of sources

If you’ve got one source of applicants that always delivers for you, then great. But in 

these times of change, you have no idea what performance will be down the line, or if 

that supplier will still be operating. Plus you never know what opportunities you’re 

missing out on by limiting yourself. 

Diversifying your sources of candidates is sensible to mitigate risk and benchmark 

suppliers. Using a programmatic solution automatically gives you access to a wider 

variety of sources, and allows you to drive down costs as you get the best value from 

each source. 
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4 Driven by performance

We’ve spoken to a number of incoming heads of talent who despair at the contracts 

that their predecessors left them with. Expensive, badly performing suppliers kept on 

the books for months or years. Working on a performance basis within programmatic 

means that you can hold your suppliers to account and they have to fight to win your 

next round of budget. 

5 Ability to try new channels 

and experiment

Taking a risk is always, well, risky. As the 

old saying goes: “No one ever got fired for 

buying IBM.” But sometimes you have to 

take a risk to get results. Programmatic 

solutions allow you to take these risks but 

in a limited capacity. You can try a niche or 

startup advertiser, see what results it 

generates over the course of a couple of 

cycles of optimization before adding it into 

your roster, and then work closely with 

them to see how they can improve results. 

Remember it’s important to give suppliers 

time to adapt to your requirements and to 

challenge them to match existing 

suppliers’ performance. 

6 Speed to deploy

It hurts your brand if people see an out of date job advert. Chasing down where a job 

advert has been posted to try and halt the flow of candidates to a job advert that 

doesn’t exist any more is a real cost to you. But with the improvements in APIs and job 

feeds, adverts can be put up and taken down at close to real time, saving you this 

brand and employment cost. 
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7 Rapid response

Coronavirus is a time to be agile and make smart decisions. Businesses like Amazon 

are rapidly increasing staff levels to respond to the crisis, and so need to suddenly turn 

the dial to get candidate traffic flowing. Being able to quickly tap into a variety of 

sources to get candidates quickly at an efficient cost will help you rise to any 

challenges effectively. 

8 Horses for courses

If you’re a major employer hiring everyone from blue collar to CEO, you want different 

advertising solutions for different roles. There’s rarely one solution that fits all, so how 

about being able to tailor your solutions by their specialty? That’s the idea behind 

programmatic. 

Adzuna lets you zero in on high quality candidates by creating a quality 

jobseeker experience which means more quality candidates applying for 

your jobs. We have deep technical integrations with all the top programmatic 

agencies, and work closely with them and with our clients to ensure great 

campaign performance. 

If you want to find out more about how you use Adzuna through your 

programmatic platform, get in touch with us here: sales@adzuna.com.
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