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VALUES.
WHO WE ARE

● We approach differences of opinion with curiosity and empathy

● We embrace diversity in its many forms

● We welcome constructive feedback

● We aim to be aware of our shortcomings & biases, and work to overcome them

● We are mindful of the needs of others

● We are respectful and considerate

● We take an active role in our own development

● We seek to produce our best performances, whatever we are doing

● If you see an opportunity for someone on your team to improve their performance, you owe it to them to 
productively address it

THE VALUES WE AIM TO OPERATE BY EVERY DAY



PERSONNEL 
FOR 
BUSY 
PEOPLE.



AUTHOR.

OLIVER JP OSBORNE
FOUNDER/CREATIVE DIRECTOR

“I have been involved in the recruitment of thousands of people 
across ten countries and three continents. I know that getting 
recruitment right can save a lot of time (and heartache) for any 
business.

As much as anything, the recruiting process is a time for setting 
expectations and clarifying the company mission. 

This guide goes through my process, and the various points to 
consider when hiring people at any level of the business.

A quick note on terminology: I use ‘personnel’ in place of 
‘human resources’, for reasons that should become clear.“



OVERVIEW.

Interview guides: Why consistency is critical to being a great interviewer

WHAT YOU WILL TAKE AWAY FROM THIS DOCUMENT

1

3

2

4 Onboarding: Setting people up for success (mainly you).

Writing Job Descriptions that drive results

Defining roles: People shouldn’t have to work out what the role requires, it should be clear from day one



DEFINING ROLES.
OWN THE PROCESS

It’s your business (whether you own it or just rely on its success to make your money) you need to own how roles are constructed.

What are the deliverables does the business need this role to bring home?

Defining what success looks like is essential. Moreover it is essential to do this before you put out the signal flare that you’re hiring.

Start with key organisation objectives (revenue goals, profitability targets, customer acquisition etc.) 

& 

Key strategic levers (positioning, product development goals, integrated marketing communications requirements). 

From here work out what the successful candidate’s part needs to be in achieving them, and how you would structure their time to best 
achieve this. Identify where their role intersects with other parts of the business, and what the expectations are for this..

The role becomes less abstract, and starts to become an accumulation of habits and actions. These habits and actions need to be 
included in the job description, and the interview guide you’re going to write.



ANATOMY.
HOW TO CONSTRUCT JOB DESCRIPTIONS. SETTING EXPECTATIONS. SELLING THE ROLE.

A lot of people make the mistake of using up valuable real-estate talking about the company.  Others dive straight into what the 
candidate will be required to do. You’re not going to do that.

SELL THE ROLE & THE COMPANY: Or why do you think they’re going to bother reading the rest of it?

VALUES: For which core values does your team strive?

CORE COMPETENCIES: Make it clear how you want them to approach their work. Do this from a macro standpoint. The next page 
contains the six areas around which we structure our performance development sessions. It helps to put down a concrete, real-world 
example of what demonstrating each competency looks like. 

“Communicating issues with a timeline at a sufficiently early stage.’ or ‘Addresses diversity misconduct in the moment.’

DELIVERABLES: GO. INTO. DETAIL. If they are still reading at this point, they read this. Setting expectations for performance starts now.

ESSENTIAL DETAIL: Name of role, company name, sector (include one sentence description of your company if not a well known business model)

REQUIREMENTS/QUALIFICATIONS: Only put what is absolutely non-negotiable. As the working world evolves, it is becoming 
increasingly difficult to really know what kind of previous experience (for example) is truely essential for high performance.



THE CATEGORIES FOR PERFORMANCE ANALYSIS
CORE COMPETENCIES.
COMMUNICATION:

- Communicates ideas clearly, using appropriate media 
(were appropriate), internally and externally

- Adheres to company communications protocols
- Collaborates in a productive and supportive manner

EXECUTION:
- Completes tasks within the times given (where 

applicable), and shows sense of urgency
- Work is of a high standard and supports business goals
- Visual/design/production work adheres to company 

standards and aesthetic

DIVERSITY & INCLUSION:
- Embraces diversity in its many forms
- Addresses diversity issues in a proactive manner
- Escalates issues to Oliver immediately

CREATIVITY:
- Volunteers new ideas that support business goals
- Finds better ways to complete existing tasks (and 

documents them in a productive fashion)
- Find new applications for existing tools

ORGANISATION:
- Follow up with outside vendors in a timely fashion
- Links all new docs through MD and uses shared drives 

appropriately
- Is consistently punctual (and gives fair warning when 

this is not possible)

SUSTAINABILITY:
- Consistently considers sustainability implications 

when making decisions
- Finds new applications for existing resources or 

byproducts



INTERVIEW GUIDES.
WORTH DOING RIGHT NO MATTER HOW LARGE OR SMALL YOUR BUSINESS IS.

Running interviews is not of the faint hearted. 
There can be a lot riding on the successful placement of a new team member, at any level of seniority.

OPENERS
Initiate a conversation about a non-work related topic, get 
the interviewee loosened up

CULTURE QUESTIONS
Ask them to paraphrase a company value and give a 
real-world example

SKILLS QUESTIONS
Ask a technical question that only the right candidate would 
be able to answer.

COMPETENCY QUESTIONS
Ask them to give examples from their own experiences that 
demonstrate one of the core competencies?

PROBING QUESTIONS
It is worth going down the rabbit hole on key questions. 
While sometimes uncomfortable, it will

NOTES
No fixed number required for each, just ask as many as you 
need to get a meaningful read on the candidate.



INTERVIEWS.
WORTH DOING RIGHT NO MATTER HOW LARGE OR SMALL YOUR BUSINESS IS.



ONBOARDING.
FIRST DAYS ON THE JOB ARE A CRITICAL TIME TO SET EXPECTATION

SETTING THEM UP FOR SUCCESS

Set aside all thoughts of KPIs or long term goals for a moment and look at this day from the standpoint of the incoming team member. 
How can you set up the day so that they are give the best chance of excelling?

GET YOUR TECHNICAL DUCKS IN A ROW

Make sure that you have all supplies, software subscriptions, and access requirements ready. The focus needs to be on the work, not the 
tools. 

SET YOURSELF UP FOR SUCCESS

Again, it is worth your while to structure a standard onboarding guide no matter what size business you are. Follow it to the letter. 

COMMUNICATION PROTOCOLS

Be very clear about how your people should organise their internal and external communications. Identify which communication 
channels are to be used, and where applicable be clear on what topics belong on which channels.

I have another deck on communication protocols, and how to go about designing the optimal system for you.



ABOUT.



ABOUT.
ABOUT OSBORNE HOLDINGS

We specialise in building meaningful marketing 
strategies for early to mid-stage businesses.

Osborne Holdings and subsidiary Eyes To The Front 
have worked with global brands such as W-Hotels, 
Samsung, Absolut Vodka, Ultra Music Festival, 
TopShop, and more.  

We have also helped up-and-coming companies 
articulate their goals and value, such as Yojee 
(ASX:YOJ), SparesCNX, The Lo & Behold Group, and 
WadzPay.

Eyes To The Front specialises in event production, 
music publishing, and talent management, and 
works with venues, festivals and artists across 
South East Asia.

ABOUT OLIVER OSBORNE

A seasoned management professional with over 
twenty years in leadership roles, across ten countries, 
Oliver has rich experience running companies from a 

founder, director, and investor level.

Oliver has worked in technology, hospitality, 
publishing, fashion retail, and entertainment. 

He draws on this range of experience when supporting 
clients on their marketing activities.

Talent development is a key proficiency, having 
coached over three hundred management level 

individuals, and many more in executional roles.

He also regularly releases music with record labels 
around the world, and runs the A&R for the 

Eyes To The Front label.



CLIENTS.



LIFESTYLE.



TECHNOLOGY.



FASHION RETAIL.



FOOD & BEVERAGE.



SUSTAINABILITY.



THANK YOU.


