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Executive summary

This research illustrates that many small and medium 
size companies have used their website to promote 
their goods and services. However, they are not  
using their web presence to promote themselves  
as an employer. 

This represents a real opportunity for those  
companies that seek to understand how to attract 
young people and become an employer of choice, to 
gain a competitive edge in a tightening labour market.

We also can see that unnecessary barriers and  
hurdles in recruitment processes are particularly 
challenging for inexperienced young people looking  
to gain employment.

Our work is designed to support businesses to take 
advantage of this opportunity.



Two of out of three businesses did not have an 
entry point for young people to gain employment

43% of businesses had a very poor or no job  
section on their website

Four out of five businesses failed to promote 
themselves as an employer

Access Generation CIC is a social 
enterprise that was established  
in September 2016. 

Our primary purpose is to encourage businesses  
to employ inexperienced young people (16 to 24 year olds)  
by providing straightforward free practical guidance online  
at www.accessgeneration.co.uk. We want to help small  
to medium businesses build their own pool of talent and 
become an employer of choice for young people.

The headlines reflect the results of the original pilot research (50 companies) combined with subsequent research  
of 150 companies within three specific sectors (Manufacturing/Engineering, Food/Drink and Transport/Logistics).
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Fact finding
Since launching, we have spoken, either directly or 
through events, to over 200 businesses and delivered 
workshops with nearly 100 young people too. 

What businesses tell us… 

“We have never had a problem  
with attraction and recruitment  
and never used agencies, but we  
are now struggling”

“Young people don’t want to work  
in our industry”

“We can’t find people with the right skills”

“Where can we find young people?”

“We have used agencies, but they  
don’t really work for us”

We talked to businesses who were not actively recruiting 
young people; many of whom expressed opinions about 
young people’s behaviour, expectations and method of 
searching for a job. We believe that any research should 
go back to source and reflect the opinions, experience 
and expectations of young people.

We felt there was a gap in youth employment research 
about the extent of barriers to employment that young 
people face. In our workshops, young people stated that 
the single biggest barrier into work was the application 
process online. This view was validated by our initial pilot 
research and workshops with young people.

Background 

Our initial pilot research identified valuable  
insights into the accessibility of the job or careers 
section on company websites. We have since 
validated the assessment further with groups  
of young people at Loughborough University,  
De Montfort University, Twenty Twenty and  
Talent Match Leicester. 

The latest results from the Quarterly Economic 
Survey by the East Midlands Chambers of Commerce 
stated that over half the businesses who responded 
were attempting to recruit and 58% of those had 
difficulties with their recruitment.

As the Leicestershire Local Enterprise Partnership 
and the East Midlands Chambers of Commerce 
are focussing on eight industry sectors as a priority 
for the region we chose three that are said to be 
experiencing challenges with recruitment.

The challenges stated where as follows; 

• Brexit causing tightening of the labour market  
in the Food and Drink industry (Guardian)

• Skills shortage in Manufacturing and 
Engineering (Guardian)

• Ageing demographics in Transport and Logistics 
(PricewaterhouseCoopers - PWC)

Youth employment  
The number of young people excluded from  
the world of work stays stubbornly high.

According to the Office of National Statistics, 
794,000 people aged 16-24 were not in education, 
employment or training (NEET) in the final quarter 
of 2017. That’s 11.2% of all people in this age group 
(this was a slight increase from the previous quarter 
and down 34,000 from the final quarter of 2016). 
Based on recent research by London Youth, Talent 
Match and Sheffield Hallam University, it is possible 
there is a further 52%, up to 480,000 young people, 
that are not included in the government statistics 
nationally. Due to other circumstances such as caring 
responsibilities or mental health, this group is often 
not captured by employability initiatives. 42% of 
young people supported by Talent Match Leicester 
are not recognised by government statistics either.  
All this shows that there is a hidden youth 
employment problem.
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Workshops with young people

We engaged with the employability team at  
De Montfort University, Loughborough University  
and the following youth employment initiatives, 
Talent Match Leicester and Twenty Twenty. With  
their support we arranged workshops with students 
and young people.

These questions were initially asked at workshops 
with young people as preparation for the pilot.

• What are your preferred methods of job hunting?

• Do you use social media to job hunt and if so, 
which platforms?

• What’s your criteria for choosing an employer  
in order of importance?

In groups of three, the students then looked at a 
sample of job sections on company websites. The 
students then added their comments on to post-
it notes of what was done well, adequate, poor 
or missing. These were then plotted under three 
headings; Candidate Journey, Support and Employer 
Brand. These headings were created based on 
initial feedback about the challenges faced when 
applying online. The challenges fell into three main 
areas; navigation, information supporting the job 
application and what the company said about itself. 

We then engaged with the Talent Match Leicester 
team who helped us to run two further workshops 
with 18 young people who have been unemployed 
on average over 26 months. We asked these young 
people the same questions as the university students 
plus we asked the young people through Talent 
Match to tell us about their experiences of applying 
for jobs and the obstacles or challenges they may 
have faced.  

When we collated the feedback from young people 
with Talent Match it validated what the students 
had found in the initial sample of companies. The 
language used by young people at Talent Match 
was different to the university students, however, 
the principles were the same. For example, both 
university students and young people engaged in 
Talent Match Leicester told us that they wanted 
‘a supportive employer who is open to all’ (Talent 
Match); ‘an employer who values equality and 
diversity’ (university students).

We undertook further workshops after the pilot, 
which meant in total, we engaged with nearly 100 
young people. We wanted to further validate our 
initial work and explore in more depth the criteria that 
young people apply when choosing an employer.

80% of young people will look at the job 
section on a company website to find out 
more about the company regardless of 
where they first saw the job posting.

Only 20% had heard of or used LinkedIn and social media 
is only used to research a company before applying. 
There was also negative feedback about recruitment 
agencies and training companies, so this was not cited  
as a preferred method of job hunting.

Feedback from workshop discussions included 
comments about the application process, the use of 
clichés, buzz phrases and jargon, difficulties with global 
brands not having a local focus or presence. In addition, 
there was an expectation to register online before being 
able to obtain any information about available jobs. 

“After I send my application online I never hear 
anything back and I didn’t know who I could 
talk to about it at the company.”

“It sometimes feels like you’re submitting your 
application into a black hole and there’s no 
information about next steps.”

“Businesses all say the same thing, like they all 
invest in their people. But I want to know what 
that means and how it will help me get to the 
next level in my career.”

“When a local business is also part of a global 
brand we found it difficult to access the job 
section and when we did find it we were  
taken off to a foreign website with only  
global jobs listed.”

“Some companies expect you to register before 
you even see any information about working for 
them. I wouldn’t register to shop online before 
browsing what was available to buy.”

“Companies either use jargon or are too generic 
and not specific.”
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After the successful initial pilot research,  
we conducted further research on an additional 
150 companies with the following objectives:

Objectives
• Compare industry sectors experiencing 

challenges with recruitment 

• Establish how many companies are accessible for 
young people and what good looks like

• Find out what specific areas need improvement 
(e.g. Candidate Journey, Support, Employer 
Brand)

• Identify potential areas of support that would 
help businesses make their recruitment processes 
accessible to young people

• Provide empirical information to support our 
conversation with businesses 

Assessment Matrix Development

The questions and criteria remained the same for  
the main body of research as for the pilot, which means 
we were able to build on our original data set. We 
reviewed the matrix, using the pilot, and further  
validated it with workshops with young people  
and found no further changes were required.

The following explains how the assessment  
matrix was developed:

On the basis of collating the feedback from young 
people on what they want from an employer and the 
obstacles faced, Access Generation used this information 
to create and structure draft questions. Access 
Generation then engaged with Dr Rebecca Steer and  
a young person and peer researcher, Peter Colley, 
from Talent Match, to further develop and refine this 
assessment tool. Collectively, this research team 
completed this process for developing and refining  
the criteria, questions and scoring over four phases.
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This research is designed by 
young people, delivered by 
young people and disseminated 
on behalf of young people.

1. The research team reviewed the draft questions 
and removed any duplicate questions and 
amended the questions and criteria/theme 
headings. For each question we created a scoring 
matrix and agreed specific examples for each 
level of the scoring matrix. Each member of the 
research team then independently carried out an 
initial assessment of the same 10 companies to 
test the scoring. 

2. The research team met to discuss any variance 
in question, criteria or scoring interpretation, 
clarifying and adjusting scoring and criteria 
examples and reaching agreement where 
there were differences in scores given. Peter 
then repeated the assessment of the initial 10 
companies and an additional 10 (20 in total) with 
the refined scoring matrix. The scoring of these 
20 companies was sample checked to assess 
consistency and agreement of scoring using  
the refined scoring matrix.

3. Once again, the research team met to discuss 
the refined scoring matrix and resolve any 
scoring discrepancies. With this sample of 20 
companies we discovered that the scoring 
created an unrealistic result for some and gave 
a disproportionate scoring on other sections, 
particularly for companies who did not have a 
jobs/vacancies page, or no available positions 
to assess. We therefore introduced four ‘key 
entry criteria’ questions to establish if a company 
had a youth entry point. In addition, we made 
some scoring criteria adjustments, and further 
clarification of examples. Specific scoring 
examples and discrepancies were discussed  
and resolved. Peter then repeated the analysis  
of the 20 companies whilst a small number  
were sample checked.

4. The research team met a final time and agreed 
that the scoring matrix was now consistent 
between raters, appropriate and proportionate 
for use. A total sample of the 50 pilot company 
websites (including the initial 20) were then 
surveyed against the now refined scoring  
matrix and questions. This process aimed to 
ensure that the survey questions and scoring  
was reliable and robust.

For the main body of research, we followed  
the same process as above with the addition  
of three other young researchers; Alex, Chris  
and Lisa. We went through the same process  
of sample checking, levelling and discussion  
around the criteria and scoring.
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Matrix Themes:
Questions were grouped under five headings, Key Entry 
Criteria, Candidate Journey, Support, Employer Brand 
and Overall Quality. 

Key entry criteria
The purpose of the Key Entry Criteria was to better 
assess whether companies are immediately accessible 
for young people. For example, a company has at 
least one entry point for young people or has a mobile 
friendly website. In addition, if the key entry point of a 
jobs/careers page did not exist, or if no vacancies were 
currently available, companies would subsequently score 
zero for questions pertaining to the quality and clarity 
of job descriptions and the application process, as it was 
not possible to assess this. In this case, an organisation 
may still be scored on these key entry criteria which 
would provide an indication of their accessibility for 
young people. For these criteria, where the questions 
relate to a simple presence or absence of a capability  
or feature then a score of 5 was applied to ‘Yes’ and 0 to 
‘No’. For example: Was the job section mobile friendly? 
This scale contained 4 items and a maximum total 
score of 20. Scores for Key Entry Criteria were assessed 
separately to the total score obtained across  
the subsequent four themes.

Candidate Journey 
This category contained four items and was concerned 
with a young person’s experience of the process  
of finding, identifying and applying for jobs online.  
The maximum total score for this category was 20.

Support
This category contained seven items and was concerned 
with the availability, clarity and accessibility of content 
and information regarding the role, stages of the 
application process, guidance for applicants, and 
potential progression opportunities. The maximum  
total score for this category was 35.

Employer Brand 
This category contained six items and was concerned 
with content that provides information to the candidate 
about the organisations’ mission, purpose and values, 
their attitude towards equality and diversity, and the 
experiences of employees and customers. The maximum 
total score for this category was 30.
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Overall quality
This category contained two items and was 
concerned with the overall quality of the website and 
consistency of the organisations’ brand across all 
parts of their website, including their main site and 
vacancy and application pages. The maximum total 
score for this category was 10. 

For each question under the four themes assessed, 
scoring ranged from 0 – not evident or missing to 
5 – evident and well presented with examples. As 
previously described, each question had specific 
scoring criteria and examples against which it was 
assessed. For example, the question ‘Is the application 
process and key stages clearly identified?’ where 0 
= No job section and/or no job adverts to 5 = Step 
by step, timings, next steps and opportunities for 
feedback. The maximum total score for the four 
themes was 95.

Results
The table below shows the percentage of companies 
achieving an adequate score. This means they meet 
an minimum standard expected by young people but 
not necessarily attractive and commonly using generic 
content (an average score of 2 for Candidate Journey 
and 3 or more for Support and Employer Brand).

© Access Generation CIC 2018

Candidate 
Journey

Support Employer 
Brand

Food and Drink 23% 36% 12%

Manufacturing  
and Engineering

53% 15% 12%

Transport 
and Logistics

42% 12% 18%

Pilot 66% 36% 48%

Overall 48% 19% 22%



The areas requiring most improvement  
are Support content and Employer Brand.
The table below shows the percentage of companies  
that excelled in each category. They exceeded a  
young person’s expectations (giving specific examples 
and support of how to make a good application and 
evidenced that the company lives its values). They 
all achieved an average score of 4 or above for each 
question and category.
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Based on feedback from our 
workshops, young people 
have no preconceived  
view on any industry sector. 

Companies can use their 
online content to attract 
young people to their 
businesses and promote 
their wider industry.

Key entry criteria
20 companies scored zero on Key Entry Criteria, 
indicating that they did not fulfill any of the key 
criteria for young people to attract them to apply for 
employment opportunities, such as being mobile 
friendly or having obvious youth employment 
opportunities displayed on their website. Conversely, 
18 companies received the maximum score of 20 for 
this section, indicating that they are open, available 
and accessible to young people. 

Total scores 
Total scores for the remaining four themes ranged 
from 0 to 79 out of 95. As indicated in Figure 2, only 
two companies achieved scores greater than 75, whilst 
just under a third (63) of the companies assessed 
scored between 50 and 74. Conversely, 48% companies 
achieved a score less than 25, indicating that they are 
performing poorly in meeting the key themes identified 
as important to young people during their job search. 
While sixty-five (33%) of the companies assessed 
performed moderately well to very well across these key 
themes, scoring 50 or more out of 95. 135 companies 
(68%) did not sufficiently demonstrate overall that 
they were open to or currently offer employment 
opportunities specifically for young people.

Twenty

Fifteen

Ten

Five

Zero

15%

22%

10%9%

44%

Figure 1. Scores achieved
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Candidate 
Journey

Support Employer 
Brand

Food and Drink 3% 0% 0%

Manufacturing 
and Engineering

5% 2% 6%

Transport and 
Logistics

0% 0% 5%

Pilot 8% 2% 14%

Overall 4% 1% 7%
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Total score was moderately, positively correlated with 
Key Entry Criteria indicating that business who met 
these key entry criteria for young people achieved 
better overall scores across the four themes.

In particular, scores on Key Entry Criteria were 
most strongly associated with Candidate Journey, 
indicating that companies who fulfill more of the key 
entry criteria for accessibility for young people, were 
also likely to achieve higher scores on Candidate 
Journey. This suggests that these employers are 
those who have specifically geared their technology, 
opportunities and application process to attract and 
meet the needs and expectations of young people.

In contrast, Key Entry Criteria was most weakly 
associated with Employer Brand, indicating that 
whilst a strong Employer Brand is attractive, it may 
be insufficient to meet the needs and expectations 
of young people searching for employment 
opportunities. As such, businesses should not  
rely alone on the power of their brand if they  
hope to attract young people to their workforce.  
 

Figure 2. Total scores of companies assessed, by score (<25, 26-50, 51-75, >76).

It was clear when we analysed the results of the 
research that some companies had heavily invested 
in the brand to promote their products or services 
but not as an employer. This was particularly present 
in the Food and Drink industry where no company 
excelled or scored 24 or over for Employer Brand.

© Access Generation CIC 2018

To effectively attract young people 
a score in the upper quartile, 70 or 
above would be required. Only 7 
companies achieved this.
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Candidate Journey

Overall, the 200 companies assessed performed 
very poorly for Candidate Journey, with an ‘average’ 
mean score of 6.1 out of 20 (Mode = 0). Only eight 
companies (4%) scored 4 or 5 for every question, 
indicating that their Candidate Journey was very 
good or excellent. These companies would meet 
a young person’s expectations for the use of 
technology, functionality and ease of use. 

5% of Manufacturing and Engineering companies 
which is slightly higher than the overall average; 
whereas Food and Drink scored 3% and no Transport 
and Logistics excelled in this section.  
 
Clearly this is both a massive issue for those industries 
as they don’t meet the expectations for young people. 
On the other hand, it is a massive opportunity for 
businesses in these industries to start to differentiate 
themselves from the competition by becoming 
attractive for young people. These businesses 
have not used their online capability to promote 
themselves as an employer and demonstrate their 
company culture.

Conversely, 86 companies (43%) scored 2 or less for 
every question in this section. Of these, 81 companies 
(40%) scored zero. These companies therefore failed 
to meet young people’s expectations for their journey 
as potential applicants. Online application processes 
were not fit for purpose, did not work or were not 
present. There were examples of links that were 
‘dead’ or go round in a loop, and in one instance, 
ending up on a group company in France. 

Food and Drink industry websites performed worse 
with 75% not having a job section or not working; 
Transport and Logistics came next with 57% and 
Manufacturing and Engineering at 48%. Some 
companies may rely on agencies and therefore not 
felt the need to create a jobs section on their website.

In the Candidate Journey category we addressed 
the ease of the process of applying online. 105 
companies (52%) scored zero which meant the 
functionality was either missing or didn’t work. We 
examined the availability of options for young people 
on the job section. 130 companies (65%) scored zero 
which meant this was also missing and suggests 
these companies either do not clearly display 
options for young people, or opt for experienced 
candidates only. Low scores for Candidate Journey 
and effectively close the door on young people’s 
opportunities to access work. This is a poor reflection 
on a company and young people are likely to leave 
their website quickly and go elsewhere. 

Support

Overall, more companies performed poorly on the 
Support category than any other (Mean = 9.4, Mode  
= 0). Only 38 companies (19%) scored 3 or above for all 
the Support questions, with only two companies (1%) 
scoring 4 or 5 on every question representing good or 
excellent scores. 98 companies (49%) scored 2 or less  
for every question, while 95 companies (47%) scored 
zero, indicating that overall, Support for young people  
as potential candidates was poor or missing. 

For those companies that have a job section online,  
the Supportive content and Employer Branding pose  
the biggest opportunity for improvement. Looking  
at the three industry sectors, they scored between  
12-16% scoring 3 or above for Support. All the companies 
included in the research scored similarly with some of 
the larger companies from the pilot research bringing  
the average up.

As we found in our pilot research, companies  
performed particularly poorly on a couple of areas.  
These areas referred to how clearly the application 
process and key stages were identified and explained, 
and the presence of guidance to support potential 
candidates to make a good application, respectively. 
Hundred and eighty four companies (92%) scored  
2 or less for both areas. This indicates that the majority  
of companies could make substantial improvements  
to their employer branding. 

This is a shocking revelation and reflects poorly on the 
business community; this lack of information and clarity 
is likely to have a negative impact on an experienced, 
older candidate let alone a young person. 

In recent research done by the Prince’s Trust the topic  
of wellbeing on applying for jobs was explored.

Based on feedback from our workshops it was clear that 
there are problems with:

• Lack of clear statements and explanation of what 
skills and attributes are being looked for 

• Lack of explanation of the application process  
and timescales

• A lack of commitment to provide feedback or 
communicate during the process. 

© Access Generation CIC 2018
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The negative consequences of this represents  
a reputational risk for the company and contributes  
to the loss of confidence and self-esteem as 
candidates apply for jobs with no opportunity.  
Further investigation showed that there is a  
problem with ownership, with responsibility  
falling typically between HR, Marketing and  
IT with no one accountable. See our blog on  
‘who owns the job section?’

Employer Brand 

Overall, only 7% performed strongly on Employer 
Brand (Mean = 11.6, Mode = 3). Interestingly, the 
scores were pretty evenly spread across the middle 
ground with few excelling.

Food and Drink performed least well of the industry 
sectors, with no company excelling on Employer 
Brand. Clearly, with certain industry sectors saying 
that they need to attract young people to their 
industries there is room for improvement as shown  
by this research. Very few companies are saying 
things about themselves that would make them 
attractive to a young person or meet their criteria. 

It was clear that employers are not fully aware of 
the criteria that young people apply when choosing 
an employer that they might wish to work for, 
particularly with regard to equality and diversity. This 
is crucially important when we consider the results of 
the earlier focus groups, during which young people 
rated diversity and equal opportunities in the top 
three things that they look for in an employer. 

The best companies 
recognise that inexperienced 
young people need to be 
supported to make a good 
application rather than apply 
the hurdles and obstacles 
used to test or filter out 
experienced candidates.

During our workshops 
young people expressed 
a belief in society and 
fairness. They were looking 
for a company to state its 
purpose, evidence that 
it lived by its values and 
provides an opportunity to 
progress beyond the entry 
level role.

Under Employer Brand the research assessed 
evidence of a company’s equality and diversity 
policy, practices and culture. Hundred and forty nine 
companies (75%) made no mention at all of equality 
and diversity. Where a company did state equality 
and diversity it was often a generic statement 
without specific examples or evidence. We found 
6% of companies had a generic statement which 
would not have met a young person’s criteria. The 
company values, therefore, did not appear to be 
lived and policies appeared as a tick box exercise, 
this applied particularly to environment, equal 
opportunities and policies relating to diversity.

Only twenty-two companies (11%) scored 4 or 5  
on this question indicating that they provided 
equality and diversity policies, examples, and in 
eight cases, accreditation. The best companies  
gave real life examples (case studies) of how  
policies and values were applied to customers, 
suppliers and employees. 

Companies that used their online presence as part 
of their proposition, for example Food and Drink, 
tended to have a quality focus on their product 
which did not translate to the company or the 
jobs sections of the website. If businesses want to 
improve their Employer Brand to meet the criteria 
for young people then they need to give evidence 
and examples of where and how their values and 
policies come to life.
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Quality  

Although this final theme was only comprised of two 
items, it provides an indication of the overall quality 
of the website with regard to spelling, grammar, 
formatting, updates and functionality; and the 
consistency of the company’s job pages with the rest 
of the site. Overall the companies assessed were split 
on overall quality scores, seventy-four companies 
(37%) scored 4 or 5 for both items while one hundred 
companies (50%) scored 2 or less for both items.

It was noted that often job pages and/or the online 
application pages are somewhat neglected, such 
that, in the worst cases, they appear to be a different 
website. Common problems include: branding that is 
not present, old, or inconsistent with the rest of the 
site, a greater frequency of spelling, grammatical and 
formatting errors and problems, overuse of jargon 
and complicated language, and links or pages that  
are broken, missing or not recently updated.

These seemingly innocuous factors such as 
formatting and consistency with the main site may 
appear to not hold much weight for a young person 
searching for employment opportunities. However, 
young people will automatically assess these pages 
in reference to their expectations for ease of use, 
functionality and clarity of both the company and 
the application process. If these initial impressions 
are negative and expectations are not met, young 
people may judge that this is a company they do not 
want to work for, and will quickly move on elsewhere. 
Businesses may inadvertently be missing out  
on young talent if they do not pay attention to  
these details.

Conclusion 

When you look at small and medium companies they 
are saying it is difficult to recruit and difficult to find 
people with the skills. One has to ask the question - 
are they doing everything they might to address this 
stated problem? Based on our conversations with 
businesses it became clear that there was rarely any 
ownership of the job section on a company website. 
This lack of ownership in itself presents a barrier 
to young people who expect to be able to access 
information digitally. 

This work demonstrates an opportunity for 
businesses to improve youth employment 
accessibility online and promote themselves within 
their own communities as an employer of choice. 
It’s important to understand that promoting your 
company culture and purpose online supports your 
value proposition to customers and engagement  
with existing employees. We believe that by taking 
this opportunity, businesses would greatly improve 
their ability to attract candidates. They would enjoy 
the benefits of bringing young people in to their 
business and elevate any issues or problems relating 
to recruitment. 

It is worth noting that it would not be unreasonable to 
assume the results apply to all discerning candidates 
not just young people.

There was a correlation that companies who had 
a youth entry point generally had a better job 
section overall. There was clearly an issue that many 
companies did not have an entry point, did not give 
the required Support and did not provide sufficient 
information about the company for a young person 
to make a decision. In essence, the digital door to 
employment for young people is locked.

Based on this research it is clear that there are 
commonly occurring gaps across all themes but 
in particular in relation to Support content and 
Employer Branding. This work demonstrates the great 
potential to improve youth employment accessibility 
online and provides us with an opportunity to give 
straightforward advice and support to businesses. 

What support is required?  
Direct engagement with businesses, including:

• Feedback - specific examples of what  
is missing, what needs improvement  
compared to their peers

• Support - provide examples of what good  
looks like (meeting young people’s expectations)

• Education - provide insights into what young 
people are looking for from an employer.
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Summary

Our final summary is:

• Many small and medium size companies are using 
their websites to promote their goods and services. 
However, they are not using their web presence to 
promote themselves as an employer

• Companies should review their recruitment 
processes to make sure there are no unnecessary 
barriers or hurdles in the way

• If companies seek to understand how to attract 
young people to become an employer of choice 
they will gain a competitive edge in a tightening 
labour market

• All our activities are designed to support businesses 
to take advantage of this opportunity

We believe that if a business wants to successfully  
attract young people then they need to consider  
the candidate as a customer.

Put simply a business should ask themselves –  
“Am I  confident that my company is represented  
online the way I would want?”



What Next?  

The research is well placed to  
bridge the gap, between initiatives  
working with young people and business. 

Access Generation are currently engaging with businesses 
and providing support to help businesses benefit from 
recruiting from a diverse range of young people. Access 
Generation aim to extend this research further and look  
to scale up the project into other regions.

We are currently focussed on the following;

• Further educate and support businesses through 
events and training workshops

• Continue to produce content online to share 
guidance and insights with businesses

• Explore opportunities to collaborate and work with 
young people to disseminate our support through 
third parties

• Continue to signpost initiatives with businesses  
to bridge the gap between the world of work and 
young people.

The research, which was part of the education and 
business award win for Talent Match Leicester, has 
enabled us to engage with senior decision makers who 
want to know how they compare to their peers and to 
gain a competitive advantage in their marketplace. If you 
are looking to engage with small and medium businesses 
then please get in touch.
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I am proud to see that the foundation of this research is 
based on young people’s expectations and experiences 
of looking for, and applying for work. Businesses need 
to hold themselves more accountable for issues around 
recruitment, selection and retention of staff.  This research 
gives companies a real opportunity to build on.

There is not one answer to youth unemployment and 
underemployment. It requires true partnership working 
between community youth unemployment initiatives like 
Talent Match with statutory education, further education 
and training and careers education providers for young 
people. Business engagement is the most crucial element 
in this partnership yet is often the most overlooked.   

Research and evaluation undertaken like this by Access 
Generation CIC should be standard practice for any 
business to ensure that they can remain an employer 
of choice for any local labour market. The process for 
applying online should be much more supportive at each 
and every step. It is just so over complicated and confusing. 
So many employability professionals are often bewildered 
at the requirements stipulated for entry level jobs.

The partnership with Talent Match Leicester and 
Leicestershire has also shown that companies should 
use more innovation when opening their doors for those 
young people who ‘really’ want an opportunity to get 
into work. Many schemes that combine work tasters 
as part of the recruitment process for inexperienced 
or vulnerable people are still not widely available or 
accessible for so many. Those with hidden disabilities 
and learning difficulties are just getting left further and 
further behind.

As a recruitment solutions provider, we have always 
known that the careers site is an integral part of an 
organisation’s recruitment process as, without this, they 
become faceless, brandless, and they lose the edge they 
could have had over their competition in attracting the 
best talent.

Working with Access Generation has helped us to further 
understand and appreciate the true value that potential 
employees place on a high-quality, informative and easy-
to-navigate careers site. Thanks to Access Generation, 
we are now able to provide a service that meets the exact 
requirements of what a candidate expects when visiting 
a careers site, and the results that we are seeing, as well 
as our clients, really do speak for themselves.

Emma Southern 
Talent Match Leicester Manager, 
Prince’s Trust

Jason Staniforth 
Marketing Director,  
Vacancy Filler Recruitment Solutions

Our sponsors commentary 



Get involved
If you want to be included in the  
research, attend a workshop seminar  
or speak to us further please call  
Chris Tarry on 07976403301 or email  
chris.tarry@accessgeneration.co.uk 

For more information visit  
www.accessgeneration.co.uk 

http://accessgeneration.co.uk/
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