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WHY?

e Sainsbury’s recruits 40,000 people every year through expansion and natural turnover
e |f every vacancy had five applicants (and that’s conservativel), that roughly translates at 1 in 300 of the UK population applying every year
e The average weekly shopping bill is £136

e Therefore the annual potential spending power of rejected applicants is £18m per week or £1bn a year

e The process must leave potential employees, even rejected ones, still believing you are the employer of choice - this is a great place to work
o Attracting the right talent plays a fundamental part in increasing the commercial success of your business
e Candidates are customers

e Customers are candidates



WAGAMAMA

From IhS’ugkt to Activation




IDENTIFYING THE VALUE
PROPOSITION - OBJECTIVES

e To understand why people do or DON'T want to work for wagamama

e To pull out the uniqueness of wagamama

e To be perceived as an aspirational employer of choice

e Drive more diversity through the business

e To change the face and perception of hospitality careers

e To compliment and align with a successful ‘cool’ consumer brand



THE APPROACH

Met with the TA team for a full review of all existing data and projects already undertaken to ascertain what we needed to do next.

From this we worked as a partner to develop further insight into the employer proposition.

e Conducted in-depth competitor research, investigated market trends

 Recognised candidate attraction key drivers

e Online and Inhouse focus groups and workshops with 12 teams from a cross section of the business

e Surveyed 150 employees from a cross section of the organisation via a new microsite and branded survey app - we rewarded
for survey completion

 Held leadership workshops and 121 sessions to challenge feedback, resistance and find optimum ways to embed into the

business
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SUMMARY=IHE DATA

UNIQUENESS

Through the research we were
able to uncover inspiring employee
stories enabled us to lead with a
genuine EMPLOYEE LED
STRATEGY. Not only does
wagamama have a unique offering
- it also has attracted a team that
have create a unique way to

attract talent
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DIVERSITY

Some of the research that came
back was clear - wagamama was
a diverse brand but it wasn't
communicating its passion for
inclusion and diversity - this
needed to be improved and
would go on to be a central part
of creative manifestation and

activation.

—D

REGIONAL

Wagamama was separated by
regional difference. The EVP
offering will need to be aligned
in such a way that whether you
work part time as a student in
London or as a full time server
in Scotland - it appeals and

resonated with you

ATTRACTION

Recruitment approaches and
talent attraction were being
done on a regional level so
experiences were very
different - some good and
some not so great. The
candidate journey as a result
needed to be centralised and

aligned.
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BE YOU | BE WAGAMAMA

RAD AWARD WINNER - GEST EMPLOYER BRAND

be you. be wagamama

just brilliant people

a step-by-step guide to the
wagamama recruitment process

TOOLKIT

A step by step recruitment toolkit
was created to align the TA
process and support in house
recruitment to ensure the
business measures all candidates

in the same way.
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brilliant our food is?

anti-cloning policy

wagamama doesn’t recruit drones
we don't run our restaurants using robots
we don’t turn our people into coffee-shop style clones
who you are matters

the way you are makes you different
we like different people
people who interest us

who’ve done interesting things

who can be themselves in front of customers

people who can

be honest, brilliant and different

there’'s nobody like you

that’s why we like you

T one Of \/oice

A unique TOV was created that was
short, to the point and easy to
understand. Honesty and transparency

sat at the heart of the messaging
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GELEBRATING
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wagamama
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we’re here because you are

FROMUKTOUS

Evolving a local employer brand to
fit the g%obal cahdiIate market

e Wagamama expansion into the US - NYC Flat Iron district

e Elevate the employee proposition in an overcrowded area to drive
talent attraction

e To test Be You. Be wagamama in the US

e [0 understand the talent landscape

e Adapt the proposition to fit the marketplace

recruiting restaurant managers, assistant managers,
chefs and team members for a brand new restaurant
launch in the flatiron district

new york people are wagamama people. credtive, diverse,
outgoing and with just the right amount of attitude. if you'd
like to know more about joining one of the uk’s most exciting
casual dining concepts — and one of its coolest brands —

*
be you nyc. be wagamama . wegamoma.comiobs
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INSIGHT INTO NY(¢
TALENT LANDSCAPE

Pay Increases/ = EAPY/
Bonus Performance HSSEHESTS 401(k) b Discounts el Wallness FEdmas Other
Coverage program Reimbursement off
Based Programs

Starbucks ¥ I + ¥ < ¥ o Income Frosection

Chipatle v « v ¥ v v % o ¥ Pty
Dos Toros No benefits provided on career site

Num Pang No benefits provided on career site

Hillstone.
Restaurant No benefits provided on career site

Group

How 1.8 Million Commuting Workers.
Travel into Manhattan Every Day

NEW YORK METRO CARD
PRICES

Single ride Is $2.75 - tickets are
sold at vending machines

et]'ocatd I||

7-Day Unlimited Pass

Cost: $31, reduced fare $15.50

Good for unlimited subway and local bus rides until
midnight, 7 days from day of first use.

30-Day Unlimited Ride MetroCard

Cost: $116.50, reduced fare $58.25

Good for unlimited subway and local bus rides until
midnight, 30 days from day of first use.

A report published in March 2015 finds New Yorkers spend more than six hours a week travelling to work
although many low paid workers need to work twice that to be able to afford it. Those earning the minimum
New York wage of $8.75 an hour have to work the equivalent of 13 hours just to be able to buy a monthly

transit pass - and more if income tax is accounted for.

Local Minimum Wages

Many cities have enacted or proposed legislation i

ni years Lo create a local

minimum wage that is higher than the federal minimum and their state’s minimum, if
there is one.
City minimum wage
. @ Passed o Proposed
@ Sasttle
515

Kansazs City, Ma. Chacago
513 513
o Fa N . L
Santa Fe, N.M Loutsville, Ky
51084 58
L
L]
Albuquergue, MM
54.78

Starbucks — A very successful coffee
chain dominating the market.

Num Pang - An up and
coming fast ;;liual sandwich
n

Chipotle = A large fast casual chain
in the US

T 0o Toros - Another popuiar fast HILLSTONE et
i casual restaurant chain
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be you, nyc

be new york

be new you

be noodle

be the first one through
the doors in our exciting
new restaurant in the
flatiron district

be different

but don’t change

be individual

but above all

be you. be wagamama

andk of this UK's cootost Broncs & coming ta the us
be reody. be brilliont. be valued

¥
be you nyc. be wagamama wagamama.comjobs

we're here because you are

recruiting restaurant managers, assistant manogers,
chats and Wwam members for o brand new restounont
launch in the flatiron district
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recruiting for a brand new launch
iin the flatiron district
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recruiting for a brand new launch
in the flatiron distriet

WOQOmama is unique, creative, diverss, auciting ond wo don't
oare what anybody else thinks. a ot e you, mye
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be you nyc. be Wagamama - s oo et costsst beangs - visit wagamome. cemjobs
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