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9.00 - 9.10  Welcome & introduction to employer branding in the light of COVID-19 
  
9.10 - 9.20  Why should you work strategically with your employer brand? (No really, why?) 
  
9.20 - 9.45  Turning "I would never work for Specsavers" into "my employer of choice"  
                      Kristina Bølling from Specsavers and Trine Bøgkjær from Kontrapunkt share 
                      Specsavers’ road from underdog to thought leader. 
  
9.45 - 10.00 What might the future work-life look like after COVID-19?  
  

Agenda
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Why work strategically 
with employer branding?
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“Some people will suffer from post-
traumatic stress. However, there may also 

be some post-traumatic growth,  
in which people realize their inner strength 

and a deeper sense of gratitude.” 

Adam Grant, Professor of Management and Psychology at the University of Pennsylvania's Wharton School
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Jeez,  
we need  

to activate 
the kids!

Whoa,  
I need to do 

something to 
cope with this

Alright,  
this could 

also work - 
so, what 

makes sense 
for me?

Nope!  
Not for me 
anymore 

Want to 
pursue new 

meaning
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A moment of existential introspection
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This is a crucial and valuable timing for assessing your employer brand  

Are you still relevant?  
Are your employees longing for something new?  
And how can you build your reputation and attractiveness now, 
and benefit from that once the market is up and running again? 
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From                                                           To 

Extrovert                                              Introvert 

Career performance                           Inner strength 

Corporate business                            Corporate citizenship 

Saying                                                   Doing
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Internal External

Employees Candidates

BrandingBusiness

Your 
employer  

brand
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Doing Saying

Employees 
are the true source for 
building a genuine & 
meaningful employer 
brand and critical for 

business success 

Candidates 

BrandingBusiness 

Your 
employer  

brand
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“Many employees and their families are 
suffering from isolation and loss of income, 
leaving them thinking about what is truly 
important. Crisis leaders’ actions now can 

foster collective unity and a sense of 
belonging.” 

Demonstrating corporate purpose in the time of coronavirus - McKinsey

Employer brand & Employees
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“Leaders may want to become more 
hands-on in learning about their 

employees’ values, interests, strengths, 
and motivations.” 

Adam Grant, Professor of Management and Psychology at the University of Pennsylvania's Wharton School  
in an interview with World Economic Forum

Employer brand & Employees 
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We find following questions useful 

 —What do the employees find meaningful? 

— How do they want to design their work life?  

— How can the employees get more control over 
their own schedules?

Employer brand & Employees
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Doing Saying

Candidates 

BrandingBusiness 
is what you are offering 

the employees to 
contribute to - and the 

foundation for a credible 
purpose.

Employees 
are the true source for 
building a genuine & 
meaningful employer 
brand and critical for 

business success 
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Your 
employer  

brand
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Employer brand & Business

Has your field of 
business developed?
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Employer brand & Business

Have your ways of 
working changed 

permanently?
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Employer brand & Business

Have you acted value-
driven and contributed to 

your surrounding?
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We find the following questions useful  

— How did you act by your current corporate values 
and purpose? 

— What greater cause are you inviting the employees 
to take part in? 

— Have some employees shown new skills and 
values, useful somewhere else in the organisation?

Employer brand & Business
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Doing Saying

Candidates 
are the future skills 

and profiles to 
ensure you succeed 
with your goal and 

purpose

BrandingBusiness 
is what you are offering 

the employees to 
contribute to - and the 

foundation for a credible 
purpose.
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are the true source for 
building a genuine & 
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brand and critical for 

business success 
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Employer brand & Candidates

Change in business or 
in ways of working may 

require new profiles
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“We’ll see less about aged leaders like me 
wondering how to integrate the next 

generation into our accepted definition of the 
workplace, and more about how to bring aged 
leaders into the new generation workplace.” 

Melanie Cook, Managing Director of Hyper Island, to Peak Magazine May 18 2020

Employer brand & Candidates
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We find the following questions useful  
— How has the accelerated digitalisation changed 
the demand of skills?  

— How can you incorporate a greater purpose into 
the next job advert? 

— How can you cultivate a new culture while 
nurturing the present? 

Employer brand & Candidates
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Doing Saying

Branding 
can make employees proud 

and loyal and make 
candidates consider you. 

Candidates 
are the future skills 

and profiles you need  
to succeed with your 

goal and purpose

Business 
is what you are offering 

the employees to 
contribute to - and the 

foundation for a credible 
purpose.

Employees 
are the true source for 
building a genuine & 
meaningful employer 
brand and critical for 

business success 
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Employer brand and 
corporate brand can’t be 
separated.

Communi- 
cation

Behaviour

Environments

Products

Content

Brand 
promise  
& story

DIRECTION  

Visual

VerbalSound

Motion

Spatial

EXPRESSION

EXPERIENCE 
ACTIVATION
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As boardrooms become war rooms, a handful of 
principles can help guide executives in shaping 

a critical course of action and building a 
powerful sense of identity and purpose that 

will long outlast the immediate crisis. 

Demonstrating corporate purpose in the time of coronavirus - McKinsey
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We find the following questions useful  

— What are you known for today? 

— How does the everyday life as employee resonate 
with the your brand image? 

— How can your employer brand and corporate brand 
join forces and strengthen each other?

Employer brand & Branding



© º

Internal External
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Employees

Listen to the employees.   
Assess how you can accommodate 
their changed needs.  
And build a meaningful work life, 
ensuring their commitment  
- also once the crisis is over.

Your employer  
brand



© º

Business
Uncover changes in what you 
work with, how you work, and 
what drives these changes - your 
why - and invite people to play 
their part.

Your employer  
brand



© º

Candidates 

Invite new talent to play a 
unique and critical part in the 
organisation and cultivate the 

culture, to embrace the 
newcomers.

Your employer  
brand
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Branding

Team up with Corporate 
Brand & Communications and 
create a strong foundation for 

both your corporate brand 
and employer brand.  

Your employer  
brand
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Turning  
“I would never  

work for Specsavers”  
into  

“My employer of choice” 

Kristina Bølling, Sr. Employer Brand Manager, Specsavers  
Trine Bøgkjær, Brand Strategist, Kontrapunkt
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10 markets 
2100+ stores globally 

37.000+ employees across stores & offices 
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2017 

“We can’t grow if we can’t hire”
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The ambition
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The strongest employer 
brands are genuine.
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So, what if we turned 
affordable eyecare into the 

biggest asset for your 
employer brand?  
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It’s a story of low prices 

serving a higher purpose

© º



© º

Specsavers is improving 
the lives of 32 million 

people world-wide

Who doesn’t want to work 
for that company?
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What are the biggest attraction drivers? 

What strengths can we play up? 

Where do we need to improve? 

Which myths do we have to bust?



© º

Qualitative data

Statistics 
Internal staff survey &  
external image reports

Quantitative data

© º

300+ people  
 

Existing & potential employees
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Company culture External image

Specsavers’ situation
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Yes, Specsavers had a severe image problem
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But, luckily…
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Family  
feeling

Making  
a difference

Doing things  
differently

A team  
of experts

The winning team High speed UK centrism The underdog

…also an impressively strong & consistent culture 
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…and a unique match with optometrist attraction drivers 

Internal External



© º

Company cultu
re

External image
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Company cultu
re

External image

The end goal
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2018



© º

Transforming healthcare.  
Transforming careers. 

It's a promise to transform not only healthcare but also drive 

its employees and the industry forward while making an 

actual difference in people’s lives. 
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COMPANY VISION 
Providing best value optometry, audiology and other healthcare services to everybody 

Employer promise: Transforming healthcare. Transforming careers. 

DRIVER 5 DRIVER 4 DRIVER 3 DRIVER 2 DRIVER 1 

We dare to be the first  
to become the best 

We power your  
career 

We invite you in to a 
supportive family 

We are on a mission to 
bring healthcare to the 

high street 

We cultivate your 
expertise 

We believe in taking chances and trying 
new things. 

We offer a chance to work in a 
frontrunner company with 

high risk tolerance. 

We promise high speed and a  
constant flow of new challenges. 

We offer a place in a company that  
always invent ways to stay ahead  

of our competitors. 

We promise a workplace  
driven by winning mentality. 

We see a future where you will be  
part of the most innovative  

consumer healthcare business. 

We believe in everyone.  

We offer you an attractive career 
 path no matter which stage you are  

at in your career.  

  We provide tried & tested career 
programmes and advancement 

opportunities within the company. 

We offer international career 
opportunities, spanning from  

Australia to Amsterdam.  

We promise profitable low risk 
entrepreneurship with customers  

from day one. 

We offer you a position at a market leader 
company with an impressive growth rate 

We believe that trust and support  
makes indviduals and teams succeed.  

We promise you the warm & informal 
environment of a family business.   

We offer the power of global support 
combined with stores owned by a local 

entrepreneur. 

We give you goals, and then trust you 
with the space to reach them. 

We promise you a  workplace where  
you can come to work as the  

person you are.  

We believe everybody should  
be able to see and hear well. 

We invite you on a quest to drive the eye 
& hearing care forward to help the 

many. 
We work towards a future where you 
make a difference beyond ears and 

eyes. 

We invite you into our partnership with 
The Blind Society, our Tanzania charity 

and other CSR activities. 

We offer dedicated professional 
advancement teams in each country. 

We believe in specialization and invest 
heavily in all our employees. 

We offer you the industry’s best and 
biggest L&D programme. 

We promise you a cross-disciplinary 
team of university trained experts. 

We provide technology that ensures  
the market’s most comprehensive  

sight tests. 

We sponsor research, host the  
Clinical Conference and offer you sate 

of the art knowledge. 
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Told and lived by 

The Friendly Expert 
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increase in new visitors to 
career site from 2018-2020 

56%  
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”It was the Specsavers’ career site 
that convinced me to apply for the 

job.  

I’m driven by innovation and despite 
the size of Specsavers, and I was 

convinced that they are a company 
prioritizing innovation and where 

everyone’s voices play a part in 
shaping the future.  

 
Now that I’m a part of the Graduate 
programme, I realise that this is very  

much true”. 

“As a job seeker it’s hard to get a 
good idea of what it’s like to work 

at a certain company. The meet the 
team videos did it for me.  

 
When I saw the video with Klaus I 
saw someone who was both down 

to earth and ambitious at once, and 
it really portrayed the company 

values for me.  
 

I thought if Klaus is happy working 
there, I will be too!”
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?



Assumptions Let the facts  
guide you 
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Kristina Bølling 
Sr. Employer Brand Manager 

Specsavers  

Trine Bøgkjær 
Brand Strategist 

Kontrapunkt

Thanks!
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What might the future work-life  
look like after COVID-19?
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2020 2.0?
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Employer

Employees

The situation in light of COVID-19
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Transparency
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The situation in light of COVID-19

Source: LinkedIn Source: Politiken
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Empathy
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The situation in light of COVID-19

Source: AirBnb Source: FINANS Source: Business Insider
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Trust
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The situation in light of COVID-19

Source: Edelman Trust Barometer Source: LinkedIn Source: TV2
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Employer

Employees

The situation after COVID-19?
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Salary & Benefits

Attraction Driver

Work-Life 
BalanceWork-Life 
Balance

Work-Life 
Balence 2.0
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Why “Work-Life Balance 2.0”?

“Just as notable, however, are the widespread 
similarities between Millennial employees and 
their non-Millennial counterparts, all of whom 

aspire to a new workplace paradigm that places 
a higher priority on work/life balance and 

workplace flexibility.”  

Source: PwC’s NextGen: A global generational study, 2013
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Why “Work-Life Balance 2.0”?
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Why “Work-Life Balance 2.0”?

“Lockdown measures have highlighted the value 
of workplace flexibility – particularly for people 

with kids. A total of 86% of parents now want to 
work flexibly, compared to 46% pre-

coronavirus”  

Source: World Economic Forum
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Why “Work-Life Balance 2.0”?
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Vertical  
Career Moves

Horizontal  
Career Moves
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Why “Horizontal Career Moves”?

“
“While the demand for technological skills has 
been growing since 2002, it will gather pace in 

the 2016 to 2030 period. The increase in the 
need for social and emotional skills will 

similarly accelerate.”  

Source: McKinsey, Shift: Automation & The Future of The Workforce 2018
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Why “Horizontal Career Moves”?

“Building “the 21st century career” emerged as 
the #3 most important trend - as 47 % of all 
respondents described it as very important.”  

Source: Deloitte Human Capital 2018
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Why “Horizontal Career Moves”?

Source: Reuters Source: ERE Source: LinkedIn
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Inspiring  
Leadership & Purpose The Social Enterprise
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Source: McKinsey
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Why “The Social Enterprise”?

“Connecting your people’s individual purpose 
with organizational purpose is the critical link.”  

Source: McKinsey, Purpose: Shifting from why to how, 2020
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© ºSource: DR
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Why “The Social Enterprise”?

“I am going to devote my time to think about 
what it is I really want to do with my life.”  

Source: Japan Times

© º
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Trust

The situation after COVID-19?

Empathy 
Transparency
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Articles 
How the coronavirus crisis is redefining jobs. Harvard Business review, 2020/04 
Purpose shifting from why to how. McKinsey, 2020/04/22 
Demonstrating corporate purpose in the time of coronavirus. McKinsey, 2020/03/31 

Interviews  
Here is how coronavirus has changed the world of work. Adam Grant interview at The World Economic Forum 2020/04 
What will the future of work look like? Melanie Cook in Peak Magazine, 2020/05/15 

Publications 
Trust barometer special report: Brand trust and the coronavirus pandemic. Edelman. 

If you want to know more
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Contact 

Copenhagen 

Christina Juul Bladt 
Head of Brand Strategy 
cjb@kontrapunkt.com 
+45 40403707

  

Tokyo 

Emil Bruun 
Brand Strategist 
eabs@kontrapunkt.com 
+81 3 6712 5912 


