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DRIVE THIS BUSINESS . . .
AND A GREAT CUSTOMER EXPERIENCE

When you’re one of Canada's leading providers of data, IP, voice and wireless communications 
services, you’re an important part of peoples’ lives every day. TELUS provides and integrates a full
range of communications and entertainment products and services that connect Canadians to each
other and to the world. In Edmonton, you’ll help implement the TELUS strategy as . . .

You will join a values-first culture that revolves around innovation, risk-taking, personal 
accountability and continuous learning. Supported by your V.P., you will provide leadership in 
business strategy, operations effectiveness, and create a high performance culture to achieve your
objective of driving customer loyalty through the delivery of an unparalleled quality customer 
experience. Be accountable for energizing, developing, and supporting large groups with team 
members based in Edmonton and Calgary. 

You are an exceptional leader, have a track record of results, drive transformation, and have a
demonstrated ability to successfully "own the business" end to end. You are an effective motivator,
change manager and customer service champion. You may even have experience in another industry,
but have the right aptitude to drive success. Now, put your experience to work with one of Canada’s
preferred employers. All responses to The Caldwell Partners are confidential. Please indicate your
interest in Project 7937 through the Opportunities section of www.caldwell.ca, by email to 
resumes@caldwell.ca, or in writing to Commodity Exchange Tower, Suite 2110, 360 Main Street,
Winnipeg, Manitoba, R3C 3Z3.

REGIONAL DIRECTOR,
CUSTOMER OPERATIONS
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TORONTO · CALGARY · HALIFAX · OTTAWA · VANCOUVER · MONTRÉAL · WINNIPEG

W
ith an MBA from McGill
University in Montreal
and fluency in three
languages, Nadia Ra-

mos knew she had a world of op-
portunities open to her when she
graduated in 2003.

But there was no contest when it
came to sorting through them —
Bank of Nova Scotia won the com-
petition for her, hands down.

Ms. Ramos was attracted by the
promise of an overseas field assign-
ment within her first two years. She
was also impressed that Scotiabank
brought her to Toronto “for a panel
interview with senior managers in
commercial banking — a very
unique experience.”

But it was actually the small
things that cemented her decision.

“You walk around afterward and
see where you are going to be work-
ing, not only the boardroom, but
the actual cubicles.” 

She was introduced to her fellow
international banking associates,
who immediately welcomed her to
the fold and offered apartment-
hunting advice.

Such “touchy-feely stuff” makes
a great difference in attracting to-
day’s sought-after graduates, Sco-
tiabank has found. And it is not the
only major Canadian employer to
adopt a kid-glove approach with
the new generation of employees.

Several companies, including
Hamilton, Ont.-based steel maker
Dofasco Inc., dispatch “student
ambassadors” to recruit their peers
and advocate for their interests;
others assign senior employees to
act as buddies and mentors once
newcomers sign on .

The wooing of young talent takes
other forms as well: sending the top
brass, instead of a résumé-collect-
ing clerk, to campus recruitment
events; taking the time to introduce
new hires to co-workers before they
even begin their jobs; explaining
how important the young employ-
ee’s role is to an employer’s overall
corporate mission.

“The touchy-feely stuff pays divi-

dends: Making candidates feel spe-
cial helps persuade the best ones to
take the offer,” says a North Ameri-
can survey of 28,000 new hires at 50
companies that was conducted by
Washington. D.C.-based research
firm Corporate Executive Board Co.
last year.

Based on this research and other
focus group insights into the
twentysomething mind, Scotia-
bank has adopted a comprehensive
approach to recruiting and nurtur-
ing its future leaders. 

Through a process known in hu-
man resources circles as “onboard-
ing,” Scotiabank provides heavy
support to its new recruits in their
first two years of employment — as-
signing them buddies, rotating

them through different business
functions and providing language
training, among other things.

Dofasco’s student ambassador
program and Scotiabank’s tender
treatment of its new recruits rank
among the best practices of com-
panies that regularly scout Cana-
dian universities and college for top
new talent, campus career centre
managers say.

The bank’s commitment to its
young hires’ professional develop-
ment gave Scotiabank the edge over
other employers competing to at-
tract Ms. Ramos and her colleague,
Carlos Escamilla, who graduated in
2002 with an MBA from École des
Hautes Études Commerciales de
Montréal (HEC Montréal). 

Both, now working in Toronto,
opted for careers in international
banking, with Ms. Ramos choosing
her first rotation in international
human resources and her second in
global risk management, and Mr.
Escamilla starting with strategic
planning and moving into interna-

tional mergers and acquisitions . 
“It’s a very, very exciting opportu-

nity,” he says.
Ms. Ramos, a Montreal native,

speaks English, French and Portu-
guese — and the bank is paying for
Spanish lessons. Mr. Escamilla, a
native of Colombia, speaks English,
French and Spanish.

One of the bank’s biggest chal-
lenges is to keep its high-potential
recruits like Ms. Ramos and Mr. Es-
camilla feeling challenged and en-
gaged, its HR executives say.

Hiring them is just the start, says
Sylvia Chrominska, executive vice-

president of human resources. 
“We have to make sure, once they

are in the door, that they start hav-
ing a great experience as an em-
ployee — and that we haven’t over-
promised. . . .

“Employees have much different
expectations of employment now.
Gen X and Gen Y need to find work
challenging. The really capable
ones have much more choice: They
have worldwide access to job op-
portunities,” Ms. Chrominska says.

“And they ask tough questions:
How soon will I be able to make a
move, what kind of training am I

going to be offered?” The bank
makes a point of ensuring those
kinds of questions get answers.

It is no longer enough for em-
ployers to turn up at university re-
cruitment events assuming that
students will leap at the chance to
work for them, adds Anne Markey,
manager of engineering career
services at McMaster University in
Hamilton, Ont.

Students will eat the free pizza
but won’t necessarily swallow the
company pitch, Ms. Markey says. 

Kid-glove approach woos new grads
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Nadia Ramos, left, and Carlos Escamilla at Scotiabank: The bank’s commitment to its young hires’ professional development gave it the edge over other potential employers.

‘Touchy-feely’
tactics can pay off
big in luring top
young talent,
VIRGINIA GALT writes 

See RECRUIT on page C3

RECRUITMENT

It used to be that the orientation
process for new employees in-
volved a quick tour, hurried intro-
ductions and a desk assign-
ment.

However, some employers con-
cerned about turnover are now
going to much greater lengths to
help their recruits settle in,
through a process known as “on-
boarding,” according to Drake In-
ternational Inc., which provides
staffing and human resources
consulting services.

This onboarding process “be-
gins the moment the candidate
first connects with the company,”
and continues long after the em-
ployee has been hired, says a re-
port recently distributed by Drake
International’s Toronto office.

“Although they are just begin-
ning to learn about the organiza-
tion, they are forming their first
impressions, which will carry
over to every facet of the inter-
viewing, hiring and employment
process,” Drake said in releasing
its report.

At stage one — before an offer
has even been made — the can-
didate is evaluating the employer
just as critically as the employer

day on the job, they will start al-
ready feeling accustomed to their
new environment.”

At stage three, the first day, new
employees arrive at work “with a
mixture of excitement, nerves and
enthusiasm.” 

Managers make the common
mistake of trying “to cram all of
the relevant information into that
first day” instead of putting new
employees at ease and gradually
working them in, Drake said.

Stage four, the orientation stage,
should be spread out for as long
as the employee needs support to
get a handle on the company ob-
jectives, the specifics of his or her
role — and how that role contri-
butes to the overall success of
the organization, Drake’s report
said.

“New hires can shift from being
‘new kids on the block’ to key con-
tributors faster with more effective
onboarding and orientation pro-
grams,” the firm advised.

On the other hand, “a non-exis-
tent or poorly planned orientation
program can turn a carefully re-
cruited employee into another
turnover statistic.”
Virginia Galt

is evaluating the candidate, the
Drake report said.

“A hiring process that involves a
variety of people in the interview
phase helps a prospective em-
ployee get a sense of the com-
pany culture and the realities of
the position. . . .,” Drake’s report
said.

“By giving the candidate a realis-
tic overview of what a ‘day in the
life’ of their new role will be like,
you are giving the prospective em-
ployee a fair chance to adequately
evaluate the opportunity. If they
decide that the position is unsuit-
able, then you have saved the
time and costs associated with
hiring and training,” the report
added.

At stage two, when the offer is
extended, the employee should be
given a customized package in-
cluding detailed information about
compensation, benefits, “a de-
tailed job description and perform-
ance metrics.”

At this stage, the candidate
should also be taken on a tour,
shown where he or she will be
working and introduced to col-
leagues.

“If this is done prior to their first

Employers turn to ’onboarding’
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Students will eat the free
pizza but won’t
necessarily swallow the
company pitch.


