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company’s “great end-to-end [Morrison’s]
campaign that is embedded in the
business and built for the long term”.
If the judges were fulsome in their
praise, Amberjack’s clients are also big
fans. “I would consider Amberjack a true
partner, rather than a service provider.
The relationship is built on trust and
mutual respect, and we look to co-create
solutions and work through challenges
together,” says Andrew Sharp, European
head of early talent at Mars.

Humble beginnings

OUTSHINING THE
COMPETITION
The 2018 Recruiter Awards took place on 3 May
at London’s Grosvenor House Hotel in Mayfair
where 31 awards were handed out to an array
of deserving winners within the recruitment industry.
Recruiter spoke to some of the recipients.
First off, Colin Cottell caught up with four-time
winner Amberjack to discover how they outshone the
competition in so many categories

A

lmost a week has passed
since the 2018 Recruiter
Awards, but when
Recruiter catches up with
them, Sophie Meaney
and Cassie Sissons,
Amberjack’s two managing directors,
have clearly not yet come down from the
buzz of the evening that saw them, their
team and their clients take to the stage
not once, not twice but four times.
“We had people coming up to our table,
congratulating us and saying ‘Who are
you?’ And that is the point really,” Sissons
explains. “Nobody really does know who
Amberjack is. Our candidates don’t know.

When they call up the Mars hotline, we
are working as Mars not Amberjack. In
many way we are an invisible brand – and
that shows we are doing well.”
With the glare of publicity reflecting
brightly from their achievement,
remaining under the radar won’t be quite
so easy for the company that began life in
the garage of one of its founders in 2000.
But nevertheless, this cloak of
invisibility to which Sissons refers is
indeed testament to a job well done.
As a provider of outsourced services
to a range of well-known companies,
such as Unilever, Mars, Morrisons and
Centrica, being indivisible from its
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clients is one of Amberjack’s key selling
points. “We are not an agency,” continues
Meaney. “Candidates are not applying
to Amberjack, we don’t share candidates
across campaigns. We manage the
recruitment process on their behalf,
under their guise, their brand using a
process that is entirely bespoke to them.”
With Awards for Best Apprenticeship/
School Leaver Recruitment Strategy
– won for its work with Morrisons,
Best Candidate Experience with Mars,
Recruitment Industry Supplier of the
Year, and Best Outsourced Recruitment
Organisation, the judges were clearly
impressed, with one group praising the

Amberjack has come a long way since its
humble beginnings in founder Jonathan
Butler’s garage. After building the
company’s own ATS (applicant tracking
system) Ambertrack, GradWeb – as it was
known then – developed as a web-based
technology platform designed purely for
graduate recruitment. “One of our first
clients, Unilever, is still a client today,”
says Meaney, who along with Sissons
and CEO Cynthia Bostock make up
Amberjack’s executive board.
Although things went along quite
nicely, Sissons who joined the company
in 2012 after a career in recruitment
marketing, explains that as the
breadth of the company’s offering grew
beyond graduate recruitment and
into apprenticeships, future leader,
MBA and school leaver programmes,
and internships, GradWeb no longer
“described what we did”.
After a rebranding exercise two years
ago the name Amberjack was decided
upon as better reflecting the company’s
culture. “The amberjack fish keeps busy
and active, and moves around the ocean
getting things done, just getting on with
it,” explains Sissons. “It’s conceptual,”
adds Meaney, “so it wouldn’t limit our
future growth or what we could do.”

Strong reputation

There appears to be little danger of that,
with the company growing its revenue
by 30% in the last two years. According to
Meaney, who had been a GradWeb client
for nine years before coming on board
in 2014, a lot of new business comes as a
result of the company’s reputation. “Our
first principle is revenue assurance, and
making sure our clients today are still
clients tomorrow. First and foremost it
is doing the right thing by our existing
clients, and prioritising those long-term
WWW.RECRUITER.CO.UK 17

THE BIG STORY
relationships over short-term
relationships,” says Meaney of
gains. Good things happen as
Sissons. “There is nothing she
a result of those clients being
can’t do. She is so passionate
very happy.”
and innovative that we will
A common theme
make it work,” says Sissons,
highlighted by the judges in
returning the compliment.
each of Amberjack’s awards
Although humans will
was its focus on delivering
always have a role in the
an excellent candidate
process, Meaney says she
experience. Sissons explains
can only see the trend for
that in the case of Mars,
more automation increasing.
for example, it is vital this
However, she argues that this
experience aligns with the
doesn’t mean that recruiters
company’s “deep family feel
lose their jobs, just that they
and incredibly values-driven”
will be doing different things.
culture. The campaign
“What we are finding is that
that followed focused on a
with our RPO clients, we
delivering a personalised
aren’t doing less for them but
candidate journey and
we are doing different things
experience, regular
for them,” says Meaney. For
communication, and lots of
example, application form
human engagement.
screening is increasingly
The results were
being replaced by automated
impressive, with 41 hires
assessment tools.
Cassie Sissons
from 2,635 applications, as
Alongside technology and
(left) showing
well as a net promoter score
automation, Amberjack has
off Amberjack’s
silverware with
of 61, all delivered in just
also embraced data, whether
CEO Cynthia
eight weeks. Mars’ Sharp says
that is fill rates, reneged
Bostock (right)
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genuinely caring about the
offers, client satisfaction rate
candidate experience is what
or on diversity. “We don’t just
makes Amberjack really special. “As an
Human touch
report,” says Meaney. “We use the data
example, challenging our line managers
“When we look at our core business,
for forecasting. We can anticipate things
through the campaign to provide quality,
which is future talent, that generation
before they happen, and as we often have
comprehensive feedback in pursuit of a
responds brilliantly well to technology –
relatively short windows to adjust we can
better candidate experience is something
they expect to be utilising technology in
make decisions that make a difference
I have seen on several occasions.”
the process, they do it in their daily lives,”
rather than wait until the end.”
explains Sissons. However, the human
An example was a campaign for GSK,
Technology role
touch is just as, if not more, important,
where the net promoter score indicated
The Awards judges noted how solutions
she says: “What they really value is
that candidates were not rating the
were tailored to specific client needs.
having that human aspect at all the
video assessment stage of the process as
Meaney explains how attracting and
stages, knowing they can talk to someone highly as other stages. Being aware of
identifying Unilever’s digitally intelligent
at any stage is critical.”
this allowed the necessary changes to be
target candidates involved showcasing
Indeed, says Meaney, whereas
made promptly.
that digital capability through a lot of
previously the majority of calls were
Meaney says one reason for Amberjack’s
automation and gamification. However,
inbound from candidates, “these days it
success is its focus on what it does
for Morrison’s apprenticeships campaign,
is 50:50, where we are supplementing the best. “We’re clear we are not all things
the emphasis was on “helping candidates
process with that high human touch”.
to all people: we are future talent and
understand what a career in retail really is
If the human touch remains
campaign-based volume recruitment
through realistic job previews”.
important alongside ongoing advances
specialists. That is what we do day in,
As a company that has always valued
in automation, the relationship between
day out and we don’t believe anybody
automation, Meaney says that technology
Meaney and Sissons has also been pivotal
understands that better – clients benefit
continues to play a pivotal role in
to Amberjack’s success. “We are yin to
from that level of subject matter expertise.
Amberjack’s success. In addition to its
the other’s yang,” says Sissons. “I think
“We don’t compromise on quality and
own ATS, Sissons says the company is
we each bring something different
so we’re not right for everybody, but
now embracing its own chat platform,
to the business.” Asked to explain the
where we are a natural fit is in areas
Amberchat, making it “an integral part
secret of their own career success,
where clients, often with very strong
of the candidate experience”, as well as
after an awkward pause, each answers
consumer brands to protect, do really
looking at the bot piece for the “next stage
for the other. “Her strength is her
value that candidate experience enough
of that journey”.
passionate commitment to people and
to invest in it.”
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