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:the brand.

• The issues that matter: 
Strategy, leadership, innovation and talent

• Leading the way: Telling readers what they need to 
know, not what they expect to hear

• Exclusivity: the first for interviews with 
world-class HR directors

• Written by award-winning journalists

• An appointment read: 
stimulating and visual

• HR Excellence Awards

• HR Talks

• HR Most Influential

• HR Lunchtime 
Debates

• Roundtables

live

magazine

careers
&networking

• hrjobs.co.uk

• HR in the Boardroom

• HR Leaders Club 

digital&social
• hrmagazine.co.uk
• HR daily bulletin

• hrmostinfluential.co.uk
• twitter.com/hrmagazine

• facebook.com/HRMagazine
• youtube.com/HRMagazineUK

• hrlegalservice.co.uk
• HRTV

• HR eBooks
• HR App

• hrjobs.co.uk
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mission: 
HR magazine is the most innovative, thought-provoking 
and creative media brand for business leaders who want 
to develop high-performing organisations. We provide 
a community for the sharing of people-centric insight 
and practice through stimulating and open dialogue. 

editorial focus:
Business is at the heart of all HR magazine’s content. 
We believe all HR should add value and provide content 
or relevance to both HR and non HR professionals 
responsible for people in organisations. 

Leadership:  gives you perspectives from chief 
executives, finance and other directors, and government 
as well as from the top HR directors

Curiosity: ’s journalists are not scared of data 
and insight to understand the role HR professionals play 
in the growth of organisations and the wider economy

Campaigning:  cares about its community 
and campaigns on the issues that matter, such as 
employment law red tape, CSR and encouraging 
diversity in recruitment 

Challenging: ’s network includes the top 
global academics and thought-leaders pushing HR 
thinking forward

Innovation:  believes innovation and change 
are vital to an organisation’s health and keeps you up-
to-date with the latest thinking, technology and tools to 
help you create a culture of innovation

about.
J A N U A R Y  2 0 1 3

www.hrmagazine.co.uk
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All for one
See how HR can build organisation-wide success in our engagement special

M A R C H  2 0 1 3

www.hrmagazine.co.uk

The bizness of beanz 
Heinz HRD cooks up growth

  
Cut the skills deficit

 What’s holding back training?

01 HR_0313_cover.indd   1 22/02/2013   15:26

HR strategies that can kick-start growth at UK plc

Lenovo’s Gina Qiao: how I left 
marketing and learned to love HR

In the middle of nowhere? Line 
managers coping with strategic HRDs 

Proactive approaches to the stress, depression 
and anxiety that affect one in six at work

F E B R U A R Y  2 0 1 2
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 awards
TOWERS WATSON AWARDS 
foR ExcEllEncE in HR JouRnAliSm

n  HR PublicAtion of tHE YEAR: 
2012 AnD 2010

n  HR tRADE JouRnAliSt of tHE 
YEAR: 2012 AnD 2010

n  HR tRADE JouRnAliSt of tHE 
YEAR: 2013 HigHlY commEnDED

n  bESt HR JouRnAliSt nEWcomER: 
2013 HigHlY commEnDED

PPA AWARDS
n  EDitoR of tHE YEAR (buSinESS 

 
 
 
 
mEDiA): 2011 AnD 2010 finAliSt

n  EDitoR of tHE YEAR (buSinESS 
mEDiA): 2009 HigHlY commEnDED

n  montHlY buSinESS mAgAzinE of 
tHE YEAR: 2009 HigHlY 
commEnDED

HR magazine creates stimulus and action 
for me to do something I hadn’t considered. 
That for me is the definition of a great 
magazine. It gives you that inspiration
David Fairhurst, chief people officer Europe, McDonald’s

I am a big advocate of HR magazine for the 
breadth of coverage it offers. It has lots of 
ideas and I learn a lot from it - it’s great!
Tanith Dodge, HR director, Marks and Spencer
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audience.(print)

15% 
have between £500,000 
to £1 million budgetary 

responsibility

Job RolE HoW mAnY EmPloYEES 
WitHin tHE comPAnY?n  HR/people director/chief human resources officer

n Head of HR
n Chief executive/ managing director
n Financial director

n employ between 1-249 people
n between 250-999
n between 1,000-10,000
n more than 10,000 

93% 
are decision-maker or 
influence purchasing

one in 10 

readers has responsibility for a £1m+ HR budget

52%
26%

17%

5%

57%

20%

19%

4%

numbER of READERS:  8,026 
J A N U A R Y  2 0 1 3
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Source: Research carried out among 270 companies Jan 2011. SKU 25060461. C2012 Specsavers Optical Group. All rights reserved.

To fi nd out more, call Specsavers Corporate Eyecare on 0115 933 0800, fax 0115 986 1983 
email uk.corporateeyecare@specsavers.com or visit us at Specsavers.co.uk/corporate

Corporate eyecare is an important employee benefi t, as well as a legal responsibility. So it shouldn’t surprise you 
that in a recent survey the majority of employees considered it a valuable addition to their health care package.  

With Specsavers, it’ll cost you only £17 per employee to o� er your sta�  the most comprehensive corporate eyecare 
package on the market – a full eye test, a pair of VDU glasses (if required specifi cally and solely for VDU use) 
worth up to £45, and retinal screening for the over-40s or when recommended by your optometrist. 

Not only that, but your sta�  can save £20 on their own glasses purchases too.

Source: Research carried out among 270 companies Jan 2011. ©2012 Specsavers. All rights reserved.

Corporate eyecare is an important employee benefi t, as well as a legal responsibility. So it shouldn’t surprise you 

1) HE’S TERRIFIED OF CATS.

2) HE WENT TO SCHOOL 
 WITH MICK HUCKNALL.

3) HE REALLY VALUES 
 CORPORATE EYECARE 
 BENEFITS.

11152_Illustration_HR_275x215.indd   1 02/07/2012   09:51

8,026 
 July 2011–June 2012

Individually-requested and independently audited

You continue to pick good topics 
that people relate to. Thanks for your 
contribution to the profession

Dave Ulrich, professor of business administration University of Michigan 
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features list.
February issue 
n Payroll
n Mergers and acquisitions

April issue 
n Employment law
n Flexible working

Employee engagement 
supplement

May issue
n Reward and benefits 
n Health and wellbeing 

August issue 
n Fleet
n Talent management 

September issue 
n Leadership development 
Reward and Benefits supplement

November issue 
n Interims
n Psychometrics

The list is subject to change by the editorial team. Features are commissioned out at least two months in advance and journalists submit copy one month prior to 
publication. Press day is typically around the 20th of the month. HR magazine does not accept written submissions. All pieces are written by professional journalists.  
PRs should not send written submissions, only suggestions of people to interview or relevant pieces of research. 

01 January issue 
international issue:
n Global mobility and relocation
n Doing business in 

emerging markets

March issue 
n Technology  
n HR in SMEs 

June issue
n Recruitment

HR Technology supplement

July issue 
n Apprenticeships 

HR Excellence Awards 
Book of the Night

October issue
n Christmas Incentives
n Pensions 

December issue 
n Health & wellbeing 
n Recognition 

HR PENSIONS SUPPLEMENT

JULY 2013

AUTOMATIC FOR 

THE PEOPLE

www.hrmagazine.co.uk

01 HR_Pensions Supp_cover.indd   1

20/06/2013   10:20

54  HR September 2013

hrmagazine.co.uk

Apprenticeship schemes in white-collar professions have surged in popularity in recent years, and 

employers can benefit as much as employees. HELENA POZNIAK reports

Learning

university degree used to be something of a 
prerequisite for starting a successful professional 
career. But as fees increase and the number of 
graduate jobs on offer falls, with 85 people 
competing for every place, university is becoming a less attractive option for ambitious school leavers (university applications have dropped by 7% since 

higher fees were introduced in 2010). 

Instead, apprenticeships in white-collar professions are becoming 

increasingly popular. Government figures show the number of 

apprentices in white-collar roles – as opposed to traditional manual 

and vocational training – has surged. Last year, 44,980 were in 

management apprenticeships, as opposed to 880 from 2003 to 2004.
Anyone faced with the task of convincing employers and school 

leavers apprenticeships are good news could consider this: trainees 

could qualify a year earlier than their graduate counterparts by 

following formal on-the-job training – and without the whopping 

by doing

     Apprentices are      excited to be             paid to learn                                                          John McGlinchey/CompTIA
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university debt to boot. “The fact you can get to a really high level in 

a career through apprenticeship, enjoy the same career opportunities 

and achieve the same qualifications as if you had gone to university, 

but potentially a year earlier is a really positive message for people 

who might not want to go to university for whatever reason,” says 

Sara Caplan, a partner at PwC responsible for developing higher 

apprenticeships within the firm.

Caplan should know. When PwC couldn’t find the right fit within 

existing schemes, it decided to team up with other employers, 

including Accenture and Mott MacDonald, to design a  

new professional services higher apprenticeship. This established a 

nationally recognised route for school leavers into careers in audit, 

tax and consulting. 
This year, PwC took 65 school leavers on to its higher apprenticeship 

Christie Delaney, 19, joined PwC in November 2012 on the higher apprenticeship in management consulting after completing her A-levels in English literature, philosophy and ethics, and politics“My first few days were daunting. I felt very shy and young and it 
seemed as if everyone had been to university. Now I’ve integrated really 

well into the firm and become a fundamental part of the team. I  
feel I’ve grown up nine years in nine months and I can’t believe how 
different I am. 

My school really pushed me to go to university but I knew it wasn’t 
what I wanted. I’d rather work straight away without the debt. I knew 

ultimately I wanted to end up in a job like this, so it seemed silly to go 
away for three years to study and end up with what I have now. And I 
get a competitive salary.I had a telephone interview and assessment day, and a final interview 

with senior leadership. There are four of us in consulting and a larger 
group in tax. Every week I study for qualifications; I had exams in June. 
But the most fundamental learning is on the job. Our competencies and soft skills are tested. You use work you’ve 
done throughout the year as evidence. We rotate between different 
types of consulting, then we can choose where we want to specialise.  
I have two years to work out what will suit me professionally  
and personally.

Graduates have been really receptive. They understand people choose 

different paths but end up in the same place. After the (two-year) 
apprenticeship, I’ll hopefully go on to the graduate scheme, when I’ll be 

at level pegging with new graduate hires.”

Path to success

054_ HR_0913_apprenticeships.indd   55
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The

Special
From Government ministers to business leaders, employee 

engagement is rising up the agenda in UK organisations. So 
this issue, HR magazine has compiled everything you need to 

know about it. Featuring: the world’s biggest engagement 
initiative, why it matters (or doesn’t) for SMEs, who should - 

and how to - manage engagement, eight ways to sell 
engagement to the board, and much more. There’s never been 

a better time to engage with engagement...  

31 HR_0313_engagement special_coverSH.indd   31

22/02/2013   10:45
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isit a class of 

schoolchildren and 

ask them what they 

want to be when they 

grow up, and some 

answers will come up 

again and again: a footballer, 

a singer, a firefighter. You 

might even get the more realistic children, 

those who say they want to be 

teachers, doctors or journalists. 

The one thing you’re highly 

unlikely to hear though: when I 

grow up, I want to work in HR. 

Is this a problem for the 

profession? According to new 

research from the CIPD, it might 

be. Its recent report on social 

mobility found few members 

considered a career in HR while 

growing up. Only 4% first 

considered it while in school or college. The 

research adds: “Qualitative comments suggest 

many HR professionals believe that 

information about careers in HR is largely 

absent at this level.” Things are better for HR 

as people get older: nearly one-

fifth of respondents say they 

first thought about an HR 

career at university. But 

the point remains: HR is 

often not seen as a ‘career’ per se, either by 

young people and more experienced hires. 

And it’s not just about when people make 

the decision to go into HR, whether they fall 

into it or make an active choice; it’s also about 

the quality of talent entering the profession. 

Neil Morrison, HR director at publisher 

Random House, puts it bluntly: “As a 

profession, we need to start hiring better 

people.” The reason 2012 research by KPMG 

and the Economist Intelligence Unit found 

less than 20% of respondents said HR added 

value to their business could be because, as 

Morrison says, “HR in so many places is 

done so badly”. 

That HR has a perception problem is 

nothing new. “The HR brand isn’t 

always perceived as positively as we 

might like,” admits Valerie Hughes 

D’Aeth, HR director at infrastructure services 

provider Amey. “People see it as an admin 

function, or the one with the rulebook. We 

have that perception to overcome in attracting 

people.” Morrison adds: “I almost feel I have 

to apologise when I tell people what I do. 

Not for my job, but for the people they’ve 

met. It’s rare that I meet people and they 

say, ‘my HR team adds the most value in my 

organisation’ – and that’s sad.” 

According to Morrison, that 

perception can start young. “A 

child’s parents might say not to 

go into HR because they’ve had 

bad experiences at their 

organisations,” he says. 

However, Vincent Peart, a lead 

adviser at the National Careers 

Service, says more young people 

have begun asking about HR when 

they ring for advice: “Young people 

are savvier about looking for employment 

now. They are more aware of the actual job 

market. Careers in HR are seen as solid and 

robust.” That is supported by research this year 

by recruitment firm Reed, which finds that 

89% of those responsible for recruiting HR 

professionals say the workforce in their 

organisation is either stable or very stable.

“Solid, robust and stable” is hardly sexy and 

exciting though. And although there’s no 
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Few schoolchildren or students 

hanker for a career in HR, which 

suggests the profession has an image 

problem. KATIE JACOBS looks for 

ways to make HR a career of choice

CanHR
catch ’em

We need people with a 

different mindset, 

taking risks and being 

truly innovative

Neil Morrison/Random House

catch ’em

absent at this level.” Things are better for HR 

as people get older: nearly one-

fifth of respondents say they 

the point remains: HR is 

the point remains: HR is 

Morrison says, “HR in so many places is 

done so badly”. 

That HR has a perception problem is 

nothing new. “The HR brand isn’t 

always perceived as positively as we 

might like,” admits Valerie Hughes 

might like,” admits Valerie Hughes 
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nyone not sure of the need for diversity 

and inclusion in our organisations just 

needs to walk down the street. The face 

of the UK is changing, 

and fast. From rises 

in ethnic minorities 

(by 2020, 11% 

of the UK’s 

population will be from a minority, 

according to estimates) to an ageing 

population (by 2030, half the population 

will be over 50), and those less obvious 

characteristics such as sexuality and disability, diversity 

is inescapable. But are Britain’s organisations ready to deal 

with it? 

The business case for diversity is nothing new. For 

consumer companies, it’s about serving the needs of an 

increasingly diverse customer base, as Ann Pickering, HR 

director at O2, explains: “It’s business-critical that our 

workforce reflects our customer base.”

Then there is research that shows having a 

diverse workforce leads to more innovative, 

productive and profitable companies (see 

box on p.26). So it’s no wonder diversity 

continues to be a hot topic. According to 

2012 research by the CIPD, 83% of 

organisations have an articulated diversity 

strategy in place. But managing a diverse 

workforce effectively enough to reap 

these business benefits requires 

some delicate balancing. If 

you fail to do so, diversity 

could end up being more 

trouble than it’s worth.
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As evidence continues to support the idea that a diverse workforce leads to more profitable 

and innovative companies, KATIE JACOBS finds that the next big challenge is to manage 

inclusion, something many organisations are struggling to deal with

nyone not sure of the need for diversity 

of the UK is changing, 

will be over 50), and those less obvious 

characteristics such as sexuality and disability, diversity 

is inescapable. But are Britain’s organisations ready to deal 

The business case for diversity is nothing new. For 

consumer companies, it’s about serving the needs of an 

Then there is research that shows having a 

diverse workforce leads to more innovative, 

productive and profitable companies (see 

box on p.26). So it’s no wonder diversity 

continues to be a hot topic. According to 

2012 research by the CIPD, 83% of 

organisations have an articulated diversity 

strategy in place. But managing a diverse 

workforce effectively enough to reap 

these business benefits requires 

mix
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Dedicated in-house fleet managers are apparently becoming an endangered species in the private sector 

as companies increasingly outsource the function. ROB GRAY investigates the reasons behind the 

trend and explores the benefits and pitfalls of outsourcing fleet management 

Road to

L 
ast year was a tough one for many in business, but 
perhaps even more so for fleet managers. Although 
company cars remain a key benefit for many 
organisations, often enhancing the remuneration 
package in lieu of a pay rise, 2012 was the year 
many fleet managers were shown the door and 
forced back on the road. According to the Alphabet Fleet Management 

Report 2012, the number of dedicated in-house fleet managers in the 

private sector has shrunk rapidly. With responsibility for fleet 

management increasingly migrating to the procurement, finance and 

operations departments, companies appear to be outsourcing fleet 

operations in ever greater numbers. According to the research, more 

than twice as many companies as in the previous year outsourced their 

fleet management in 2012, and the proportion with an in-house fleet 

manager fell from 63% to 27%. There’s certainly a sense of momentum behind fleet outsourcing at 

present. One fleet management specialist, CLM, says it added seven new 

clients and more than 1,000 new vehicles to its portfolio in the first six 

months of the year as companies focused on cutting costs, improving 

transparency and reducing fleet administration. It was CLM’s busiest 

start to a year since the economic downturn began to bite in 2009.
“The experience, insight, skills and processes that an outsourcing 

partner can bring into the organisation can accelerate growth plans 

when companies face tight budgets,” says CLM head of sales and 

marketing Rob Wentworth-James. “What is needed is a partnership 

success?

     More than twice as many companies as in the         previous year outsourced their fleet      management in 2012
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For more information 
please contact:

KAtiE JAcobS, Features Editor

 020 7501 6776
 katie.jacobs@

markallengroup.com
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advertising rates.
print: 

SPEciAl PoSitionS RAtE

Inside Front Cover £7,350

Outside Back Cover £7,720

Inside Back Cover £6,390

Inside Front Cover DPS £11,895

Half DPS £7,720

Quarter strip (letters) £2,245

DiSPlAY RAtE

Full page colour advertisement £5,325

Half Page Colour advertisement £3,195

Quarter Page Colour Advertisement £1,915

inSERtS RAtE

0-10g £152

11g-15g £161

16g-20g £175

21g-25g £184

26g+ PoA

Having advertised with HR magazine 
for several years in print and almost a 
year online, the publication is one of our 
most successful advertising channels. 
HR magazine consistently drives traffic 
to our website and we look forward to  
a continued partnership

Juliet Hailstore, marketing manager, Midland HR

MidlandHR’s  
industry-leading RTI 
 and auto enrolment  

solution is already available.

MidlandHR’s iTrent now includes market leading functionality for Real Time Information and Pensions Auto Enrolment. 
Designed to make these major statutory changes as simple and straightforward as possible, MidlandHR’s solution goes 

far beyond the basic compliance that other providers offer… Just another example of how our fully integrated HR 
and payroll software and outsourcing services continue to provide real value for our customers.

C o n s u lTA n C y  |  s o f T wA R E  |  o u T s o u R C I n g

Contact us if you are in any doubt about how you or your software provider are  
going to manage the change. Email info@midlandhr.com or call 0115 945 7712

HR, PAyRoll, TAlEnT MAnAgEMEnT & woRKfoRCE PlAnnIng

RTI

Auto  
Enrolment

23538-MHR HR Magazine Full Page 215x275.indd   1 17/12/2012   11:10

HR_Audi_DPS.indd   3 26/11/2012   09:34HR_Audi_DPS.indd   2 26/11/2012   09:34

We always consider 
HR magazine as one of 
the primary places to 
advertise for our clients 
who are looking to reach 
the HR community
Sharon Mason, marketing and PR  
consultant, SMUK Marketing and PR  
on behalf of Specsavers

Talent Management
by

HR-Mag-October-GTM.indd   1 9/19/2012   2:29:12 PM

For more information call:
PAul bARRon  020 7501 6706  paul.barron@markallengroup.com 

or fEnEllA WEnHAm  020 7501 6774  fenella.wenham@markallengroup.com
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production specs.
Production Schedule

iSSuE ARtWoRK coPY DEADlinE
timE: 5Pm 

PublicAtion 
DAtE

Jan-13 Thurs 13.12.12 Tue 01.01.13

feb-13 Thurs 24.01.13 Tue 05.02.13

mar-13 Thurs 21.02.13 Tue 05.03.13

Apr-13 Tue 19.03.13 Tue 02.04.13

may-13 Wed 24.04.13 Tue 07.05.13

Jun-13 Wed 22.05.13 Tue 04.06.13

AWARDS botn Thurs 13.06.13 Tue 25.06.13

Jul-13 Thurs 20.06.13 Tue 02.07.13

Aug-13 Thurs 25.07.13 Tue 06.08.13

Sep-13 Wed 21.08.13 Tue 03.09.13

oct-13 Thurs 19.09.13 Tue 01.10.13

nov-13 Thurs 24.10.13 Tue 05.11.13

Dec-13 Thurs 21.11.13 Tue 03.12.13

Display Advert Specifications

PDF files: 
Print ready version 1.3 (please note the industry standard 
for pdf is 1.3. Files supplied in 1.4/5 may not be 
compatible with our workflow and will require vigilant 
checking on proof return as they fall outside of the PPA 
guidelines).

n	All files must contain images at 300 dpi. Files must be 
supplied in a cmYK format and have all fonts and 
images embedded.

n To check all settings for a compliant PDF please refer to 
http://www.pass4press.com/ where PPA ‘pass4press’ 
guidelines are available

Digital transfer methods 
Files should be supplied on disk. Please use CD Rom or 
Zip.Files can be sent via the FTP site only with prior 
agreement from the Production Controller .All files over 
30 mb must be supplied on disk.

Hard copy Proofs
A colour proof must be produced with every file supplied 
and must be generated from the file provided. It must be 
actual size. This proof must be suitable for use on press, 
either a digital cromalin, calibrated Iris or Epson proof.

PLease 
senD  

CoPy to:
lARRY oAKES,  

Production Assistant

HR magazine,  
St Judes Church,  
Dulwich Road,  

SE24 0PB

 020 7501 6783
 

 larry.oakes@
markallengroup.com

DPS ADVERT DimEnSionS

Bleed 281 x 436 mm

Trim 275 x 430 mm

Type area 236 x 400 mm 

HALF PAGE DPS DimEnSionS

(Type size ONLY -  
within editorial site)

112 x 400mm

FULL PAGE ADVERT DimEnSionS

Bleed 281 x 221 mm

Trim 275 x 215 mm

Type area 236 x 185 mm

HALF PAGE DimEnSionS

Landscape (Type size ONLY) 112 x 185 mm

Portrait (Type size ONLY) 235 x 90 mm

QUARTER PAGE DimEnSionS

Landscape (Type size ONLY) 56 x 185 mm

Portrait (Type size ONLY) 112 x 90 mm

Classified Specifications

EiGHTH PAGE DimEnSionS

Landscape 249 x 90 mm
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audience. (digital)

85,000 
uniquE uSERS 

PER montH

195 
countRiES 

REPRESEntED

180,000 
PAgE viEWS PER 

montH

AuDiEncE DEmogRAPHicS

Source: All website data Google analytics 3 month rolling average January 2013-March 2013. Bulletin data Adestra

58,800 11,916 1,467

hrmagazine DAilY bullEtin

16,000 subscribers
100% requested

mobilE/iPAD uSERS

16%

n 65% UK

n 10% US

n 9% Rest of Europe

n 3% India

n 2% Far East

n 1% Middle East

n 10% Rest of world65%
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advertising rates.
online: www.hrmagazine.co.uk

 online www.hrmagazine.co.uk  
On a normal month www.hrmagazine.co.uk 
receives 168,000 page impressions from 75,000+ unique  
users, so therefore a highly visible site read by professionals 
within the HR sector. 

The options for advertising based on different levels of 
visibility are as follows;

ADvERt DEScRiPtion cPm

Leaderboard £60

MPU £70

Skyscraper £55

Mini Banner £30

Overlay £90

 Daily 
eBulletin  
The e- Bulletin lands in the 
inboxes of approximately 16,000 HR professionals on a daily basis 
(Every Mon-Fri morning before 11am) 

It offers a unique medium in which to promote your message on 
specific time and date. 

It is jam packed with the latest news hot off the press.

Advertising options are as follows;

ADvERt 
DEScRiPtion

RAtE PER 
DAY

RAtE foR 5 
inSERtionS 

Banner 
Advertisement

£500 per 
day

£2,000

MPU
£450 per 

day
£1,800 

Sponsored Box
£600 per 

day
£2,400 

 Internal 
Dedicated 
e-shots
A unique way in which to target 
HR professionals from a specific 
job title or geographical location 
in the UK on a given date and 
time of your choice.

Choose from our extensive email database of engaged readers all 
whom are avid followers of the HR Brand.  

With over 16,000 up-to-date, influential contacts to choose from, 
you can send a targeted email specifically to those who you want 
to reach which will come branded with the distinctive HR Logo.

Cost per 1,000  £360

**Minimum order of 5,000 contacts  

 tV
HR’s video hub, choose from 
eight channels and showcase 
your video to our audience 

n Reward & wealth
n Employee engagement
n Learning & development
n Employment law
n Leadership & management
n HR Technology
n Talent & resourcing
n Health & wellbeing

Price on application

 eBook
Sponsor an eBook written by one of 
the top academics in HR. Package 
includes lead generation and 
branding. Price on application
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What is Leadership?

D: Employee expectations
Leaders help employees become fully 
productive by following a three-step formula: 
competence – commitment – contribution.8

Competence refers to the knowledge, skills 
and values required for today’s and tomorrow’s 
jobs. One company refined competence as 
‘right skills, right place, right job, at the right 
time’. Competence matters, because 
incompetence leads to poor decision-making. 

But without commitment, competence is 
discounted. Highly competent employees who 
are not committed are smart, but don’t work 
very hard. Committed or engaged employees 
work hard, put in their time and do what they 
are asked to do. In the past two decades, 
commitment and competence have been the 
bulwarks of talent. 

However, the next generation of employees 
may be competent (able to do the work) and 
committed (willing to do the work), but unless 
they are making a real contribution through the 
work (finding meaning and purpose in it), then 
their interest in what they are doing diminishes 
and their talent wanes. 

Contribution occurs when employees feel 
their personal needs are being met through 
their active participation in their organisation. 
We wrote The Why of Work (McGraw Hill) to 
synthesise the diverse literatures that define 
meaning and to transfer those insights into the 
work setting. 

Organisations are the universal setting where 
individuals find abundance in their lives 
through their work and want this investment  
of their time to be meaningful. Simply stated, 
competence deals with the head (being able), 

commitment with the hands and feet (being 
there), and contribution with the heart 
(simply being). 

To deliver employee productivity, leaders 
need to recognise that the three terms are 
multiplicative, not additive. If any one is 
missing, the other two will not replace it. A low 
score in competence will not ensure talent, even 
when the employee is engaged and 
contributing. Talented employees must have 
skills, wills and purposes; they must be capable, 
committed and contributing. Senior executives 
who wish to build a talent culture should spend 
time identifying and improving each of these 
three dimensions.

Summary: leadership matters. 
Our first principle to answer the ‘what is 
leadership?’ question is that leadership matters, 
because leaders are responsible for identifying 
and resolving the challenges of their 
stakeholders – customers, investors, 
organisation and employees. Leadership starts 
with better results. Customers buy more, 
investors have confidence in the future, 
employees are more productive and the 
organisation builds strong capabilities to make 
it work seamlessly. 

HR professionals who are architects of 
leadership may use these ideas to build a 
business case for investing in leadership. 
General managers who are owners of the 
quality of leadership may use these ideas to 
ensure that their personal commitment to 
leadership shows up in their calendars.

Investors pay 
more attention 
to firm 
performance 
than to quality 
of leadership, 
but they still 
rate leadership 
as an extremely 
critical factor

Strategic unity
We are good at articulating 
and sharing a strategic point  
of view

Leaders may monitor the extent to which 
employees have a common understanding of 
the company strategy

Efficiency
We are good at managing  
our costs

Leaders can track things easily. Costs of goods 
sold, inventories, direct and indirect labor, and 
capital employed, may all be viewed from the 
balance sheet and income statement 

Risk
We are good at managing risk 
by attending to disruption, 
predictability, and variance

Leaders can track the extent to which they 
respond to surprises or changes in the industry

Social 
responsibility

We are good at being 
sustainable by managing our 
carbon footprint, philanthropy, 
and values

Leaders can track their carbon usage, their 
degree of philanthropy, and actions consistent 
with values

Copyright 2011 A&D Media hrmagazine.co.uk

What is 

A seemingly simple question,  
to whose answer DAVE ULRICH 
and NORM SMALLWOOD bring 
many years of experience. 

Their unique solution? Follow four 
principles – and great results will 
emerge from great leaders

Sponsored by:

leadership?
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online specs
Bulletin Specification (Please supply all files at a resolution of 72dpi)

ADVERTiSEmEnT PixEL SizE w x H mAx FiLE SizE FiLE FoRmAT
Banner 600 x 100 100KB gif / jpeg

MPU 300 x 250 100KB gif / jpeg

Sponsorship all formats

Site Specification - General (Please supply all files at a resolution of 72dpi)

ADVERTiSEmEnT PixEL SizE w x H mAx FiLE SizE FiLE FoRmAT AnimATion /  
DURATion

Skyscraper 120 x 600 100KB swf / gif / jpeg Max of 3 Frames
Wide Skyscraper 160 x 600 100KB swf / gif / jpeg Max of 3 Frames

MPU 300 x 250 100KB swf / gif / jpeg Max of 3 Frames
Leaderboard 728 x 90 100KB swf / gif / jpeg

ADVERTiSEmEnT PixEL SizE w x H mAx FiLE SizE AnimATion /  
DURATion

Video Banner 468 x 60 200KB 15 seconds
Video Skyscraper 120 x 600 200KB 15 seconds

Video MPU 300 x 250 200KB 15 seconds
Expandable Banner 468 x 60 / 468 x 350 200KB 10 seconds

Expandable Skyscraper 120 x 600 / 350 x 600 200KB 10 seconds
Expandable MPU 300x250 / 500 x 350 200KB 10 seconds

Video Expandable Banner 468 x 60 / 468 x 350 200KB 15 seconds
Video Expandable  

Skyscraper  100 x 600 / 350 x 600 200KB 15 seconds

Video Expandable MPU 300x250 / 500 x 350 200KB 15 seconds

PLease senD CoPy to: Jon REDmAYnE,  Group Production Manager

HR magazine, St Judes Church, Dulwich Road, SE24 0PB 

  020 7501 6124    jon.redmayne@markallengroup.com



mediakit2014

online specs cont.
Production Specification & Guidelines

General
n	Animation length should not exceed 10 seconds
n	Animation may have maximum of 3 frames
n	Tweening is not recommended
n	Mark Allen Business & Leisure reserves the right to preserve the 

user experience of its sites, and reserves the right to remove any 
advertisement which is deemed 

n	All creatives are subject to final approval by Mark Allen Business 
& Leisure

Turnaround time: 48 hours (or 2 working days)

Flash (must be supplied with back-up Gif file)
n	Embedded in the swf (Flash), must be the following action script 

(as an expression on the button), not the click-through URL 
(please supply this separately.) This ensures that the click-through 
opens in a new window and we can track clicks: 

 on (release)
 {
 getURL(_root.clickTAG, "_blank");
 }
  If a Flash file needs to contain more than one link URL they will 

be passed via variables with postpositioned numbers (clickTAG1, 
clickTAG2 etc.) to differentiate them from each other.

 
 Our ad serving partner supports up to 10 clickTAGs in  

a Flash file.

n	Flash creatives must be supplied as minimum Flash version 7 
SWF with a backup Gif image

n	Maximum frame rate of 15 fps
n	Animation length should not exceed 10 seconds
n	Audio is permitted, but must be initiated by user click
n	Audio should not exceed 10 seconds
n	Clearly visible mute button if audio is used
n	Clearly visible start / stop video controls
Turnaround time: 72 hours (or 3 working days)

expandable / Interactive
Creatives can NOT be hosted by Mark Allen Business & Leisure and 
must be hosted by one of the following Rich Media  
3rd parties: 

Eyeblaster, Tango Zebra, Eyewonder, DART Motif, Adform, 
Flashtalking, Mediamind, Mediaplex, Smartadserver, Adsafe, 
Bridgetrack, Emediate, Eyewonder, Facilitate, Spongecell, Teracent

n	Flash creatives should be published as Flash version 7 SWF with a 
backup GiF or JPG image

n	All Flash creatives must be set up by the 3rd party with sniffer 
code for flash 7 or above

n	Maximum frame rate of 25 fps

n	Interactive ads should auto-close after 15 seconds

n	Automatic expansion is not permitted. Expansion to occur on 
mouseover and retract on mouseout.

If this is not possible a prominent close button is required which 
should be placed on the edge of original (non-expanded) unit 

n	Audio is permitted, but must be initiated by user click

n	Audio should not exceed 15 seconds

n	Clearly visible mute button if audio is used

n	Video is permitted, but must be initiated by user click

n	Video should not exceed 15 seconds

n	Clearly visible start / stop video controls

Turnaround time: 72 hours (or 3 working days)

Rich media / overlays
Creatives can NOT be hosted by Mark Allen Business & Leisure and 
must be hosted by one of the following 3rd ad servers: 

DART, Atlas DMT, Bluestreak, PointRoll, Eyeblaster, Mediaplex, 
Tango Zebra, Eyewonder, Adform, Flashtalking, Mediamind, 
Mediaplex, Smartadserver, Adsafe, Bridgetrack, Emediate, 
Eyewonder, Facilitate, Spongecell, Teracent

n	Creative 3rd party tags must be in the format of javascript 
NOT iframes

n	Max file sizes must be politely downloaded by 3rd party

n	All Flash creatives must be published as Flash version 7 SWF with 
a backup GiF or JPG image

n	All Flash creatives must be set up by the 3rd party with sniffer 
code for flash 7 or above

n	Maximum frame rate of 25 fps

n	Overlay/Intersitial ads should auto-close after 15 seconds

n	Prominent close button required on 3rd party served Overlay/
Intersitial ads

n	Close button must be a fixed placement at the location of the first 
completely visible frame

n	Audio is permitted, but must be initiated by user click

n	Audio should not exceed 15 seconds

n	Clearly visible mute button if audio is used

n	Video is permitted, but must be initiated by user click

n	Video should not exceed 15 seconds

n	Clearly visible start / stop video controls

Turnaround time: 72 hours (or 3 working days)

PLease senD CoPy to: Jon REDmAYnE,  Group Production Manager

HR magazine, St Judes Church, Dulwich Road, SE24 0PB 

  020 7501 6124    jon.redmayne@markallengroup.com
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live.

WhAT iS iT:

The definitive ranking of directors and thinkers 
who have the greatest influence in the field of 
people strategy and whose ideas and actions 

are shaping practices in HR both in the UK and 
globally

 WhEN iS iT: September at Claridge’s in London

 ATTENdEES: 100 HR director level and leading HR academics 

 FORmAT:

A ranking produced with academic research 
partner Ashridge Business School and unveiled 

at a prestigious invitation-only event for top 
HR directors and leading academics. Plus 
accompanying supplement and dedicated 

website 

 SPONSORShiP:
Annual solus/partner sponsorship incorporating 

event, content and advertising. Price on 
application

WhAT iS iT:

The premier awards event showcasing excellence 
in people strategy and rewarding those in HR 

who have achieved the most in the previous 12 
months

 WhEN iS iT: 2 July 2013 at the Hilton Park Lane

 ATTENdEES: 500 senior HR professionals

 FORmAT:
Networking reception followed by gala awards 

dinner and entertainment

 SPONSORShiP:
Headline and category sponsorship Price on 

application

 
 

WhAT iS iT:

Collaborative forum providing bite size insights 
on a particular subject and designed to encourage 

dialogue and debate among participants.  
Each talk ends with three essential pieces of 

advice. 

 WhEN iS iT: Half day sessions in central London

 ATTENdEES: 30+  

 FORmAT:

Mixture of panel sessions, interactive debates, 
interviews and workshops, case study e-book 

in advance and participation in HR Talks 
community

 SPONSORShiP:
 Participation in discussions, stand, advertising 
and content opportunities Price on application

WhAT iS iT: Live web TV show including interactive research

 WhEN iS iT: Quarterly

 ATTENdEES: 200+

 FORmAT:
Live web TV debate broadcast from FT studios 
using professional presenter plus real-time and 

post debate research and on-demand

 SPONSORShiP:
Solus sponsor package includes branding, 

panellist on the show, editorial content, lead 
generation and advertising POA

WhAT iS iT:

An exclusive lunch to enable a high level, 
thought provoking discussion on a topical issue 
decided in conjunction with the sponsor and 
hosted by HR magazine’s editor or features 
editor. HR magazine will invite key decision 
makers relevant to the theme of the event

 WhEN iS iT: As required at top London venue

 ATTENdEES: No more than 10

 FORmAT:

Round table discussion followed by four page 
feature in HR magazine, presented like a run 

of paper feature to ensure greater engagement 
among readers. Key points may also be 

written up in news stories

 SPONSORShiP:

Solus sponsorship includes two 
representatives from the sponsor at the 

event, logo on accompanying feature and 
recognition when written up. Can also include 

filming of the event. Price on application

Roundtables

For more information call:
PAul bARRon  020 7501 6706  
paul.barron@markallengroup.com
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networking.

A unique board development programme for HR directors 
developed in conjunction with Steve Tappin, CEO of Xinfu 
and personal CEO confidant to Fortune 500 and high growth 
company CEOs, and Wayne Clarke, founding partner of The 
Global Growth Institute and employee engagement advisor 
to more than 300 CEOs, HR directors and boards around the 
world. This elite learning and development programme is for 
HR practitioners only providing the skills necessary for HR 
directors to take the next step. Includes practical sessions, 
one-to-one personal coaching and peer learning delivered by 
trusted advisors and personal confidants to chief executives 
globally and is invitation only. Inaugural participants include 
HR directors from Marks & Spencer, RSA Insurance, 
Cafcass and LOROL

A hand-picked network of 150+ HR directors and 
thinkers pushing the boundaries of HR forward. Members of 
the HR Leaders Club advise HR magazine on the big issues 
of the day and take part in research as well as helping the 
HR brand through appearing on judging panels for the HR 
Excellence Awards and at other events.

The Club meets occasionally at exclusive, intimate 
networking evenings focused around thought-leadership. 
There is also a dedicated member-only LinkedIn site. 
Later this year HR magazine will be launching a networking 
and learning group for HR high potentials looking to step 
into an HR director role.

HR Legal Service was launched in light of 
the Legal Services Act, which has 
changed the way in which legal (and HR) 
advisory services in England and Wales 
are regulated and delivered and puts the 
consumer at the heart of the regulatory 
framework.

It offers an exclusive and innovative 
range of low, fixed fee HR legal 
advisory and online compliance and 
administration support services to take 

full advantage of the changes introduced 
by the Legal Services Act. HR magazine 
is excited to offer its readers the 
opportunity to be at the forefront of such 
radical market change and deliver quality 
legal and HR services in an entirely 
different way.

HR Legal service is provided in 
conjunction with partner Employment 
Services Partnership (ESP). ESP 
combines the skills of qualified business 

professionals with legal and HR 
employment practitioners (all qualified 
employment lawyers or CIPD qualified 
practitioners) and has successfully built a 
quality niche for itself in the market over 
the past 10 years, with clients saving tens 
of thousands of pounds a year.

The HR Legal Service brand can be 
reached through a dedicated website 
hrlegalservice.co.uk as well as Twitter, 
Facebook and LinkedIn

in association with

Bespoke packages
HR magazine is innovative and flexible and likes to work on creative ideas. We can also offer breakfast 
seminars, bespoke research and contract publishing and welcome ideas from our community.
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job rates.

ouR StAtS

  HR magazine 8,026  
circulation of HR irectors

hrmagazine.co.uk 75,000+ 
unique users every month

twitter® 45,000 
followers

Daily Email  
bulletin

16,000+ 
subscribers

Rate Card
HR Jobs is the new jobsite  
from the leading HR title –  
HR magazine.  
(www.hrmagazine.co.uk).

With a leading monthly magazine 
and a strong digital footprint, this 
is sure to be the most eagerly-
awaited, exciting launch into the 
HR Jobs market.

uPgRADES (price per upgrade in addition to your chosen listing)

Featured Recruiter logo £395

Button (RoS or targeted) £395

Featured job on the homepage £595

Top job £395

Banner (RoS or targeted) £795

Branded job/s £595

microsite £795

Video (job site or HR TV) £600 per month

Targeted email £1595

All rates are exclusive of VAT

RAtES

Basic listing £899

Enhanced listing £999

Enhanced Premium Listing £1098

Rich media & non-rich media adverts 
need to adhere to the specifications above. 
Creative can be supplied in .gif or swf (flash).

non-rich media
In addition to the copy, please supply the 
click through link.

Rich media
When supplying rich media adverts 
you must also supply an alternative .gif. 
embedded in the .swf (flash), must be the 
following action script (set as an expression 
on the button), not the click through URL 
(please supply this separately). 

This ensures that the click through opens 
in a new window and we can track clicks to 
report on the success of our campaign: 

on (release) {getURL (clickTAG,”_blank”);}

Please also supply us with the link that you 
want click through to be directed to.

indesign / Photoshop / 
illustrator documents 
Mac compatible only-with fonts and  
images supplied. For copy to set adverts,  
text as Word or Indesign files with Mac 
based fonts. Alternatively send a high res 
PDF with 3mm bleed.

All for one
See how HR can build organisation-wide success in our engagement special

M A R C H  2 0 1 3

www.hrmagazine.co.uk

The bizness of beanz 

Heinz HRD cooks up growth
  

Cut the skills deficit

 What’s holding back training?

01 HR_0313_cover.indd   1

22/02/2013   15:26

For more information call:
RAcHEl mcElHinnEY  020 7501 6728
 rachel.mcelhinney@markallengroup.com
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job rates.

DEScRiPTion PixELS FiLE SizE

Banners 728 x 90 30k

Buttons 120 x 90 30k

Logos 120 x 60 30k

DEScRiPTion DimEnSionS

Quarter page 130mm x 102mm

Half page horizontal 130mm x 207mm

Half page vertical 260mm x 102mm

Banner page 240mm x 207mm

Full page 260mm x 207mm

Online Advertising SpecificationsPrint Mechanical Data

DEScRiPTion RATE

SCC (print only)  £47

Eighth page + Rapid Response £1756

Quarter page +Rapid Response £2320

Half page + Rapid Response £3542

Full page + Rapid Response £5986

PRINT PACKAGES

PAcKAGE DEScRiPTion RATE

Rapid Response n Enhanced premium listing n Featured job on home page
n Featured recruiter button £1394

Targeted Response n Enhanced listing n Top job
n Targeted Button n Targeted email £2594

impact Response n Enhanced premium listing
n Banner n Featured job on home page £1693

ONLINE PACKAGES

For more information call:
RAcHEl mcElHinnEY  020 7501 6728
 rachel.mcelhinney@markallengroup.com


