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This handbook was developed as part of a four-week
strategic project in partnership with Clearwater
International through the Warwick Summer
Consulting Program. The project focused on helping
Clearwater enhance its external Employer Value
Proposition (EVP) visibility and explore viable
accreditation and industry award pathways to
support its positioning as an employer of choice —
especially around diversity, equity, inclusion (DEI)
and people-first values.
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To achieve this, our research team:

 • Benchmarked competitor EVP practices across three
tiers: top-tier, peer-level, and boutique M&A firms
 • Audited Clearwater’s current online EVP presence
(website + LinkedIn)
 • Evaluated suitable certification providers and award
opportunities
 • Developed strategic recommendations for strengthening
external recognition with minimal disruption or cost

We recognize that Clearwater already shows meaningful
internal engagement (e.g., the YourSay survey, DEI values,
team-led initiatives). However, these strengths remain
under-leveraged in its outward-facing brand, especially
when compared to more vocal or structured competitors.

This handbook outlines our process, findings, and
recommended plans that balance cost, effort, and visibility
impact — and can be scaled based on budget and internal
priorities.
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To support Clearwater in strengthening its external
employer brand positioning, with a particular focus on:

 • Benchmarking EVP practices across M&A competitors
 • Identifying relevant certification/accreditation
opportunities
 • Proposing actionable, affordable visibility strategies
 • Suggesting pathways to attract and retain talent
through brand storytelling

Our approach involved:

 1. Tiered Competitor Analysis
We grouped M&A firms into Top-tier, Peer-level, and Boutique groups to
highlight the EVP gaps and strengths at each level. These comparisons helped
contextualize Clearwater’s brand position in the current market.

 2. Website & LinkedIn Audit
We analyzed employer branding touchpoints, including careers pages, DEI
messaging, LinkedIn Life sections, and tone of voice. This allowed us to assess
how clearly each firm signals its values and people culture externally.

 3. Certification & Award Scan
Based on Clearwater’s budget expectations and existing initiatives, we evaluated
multiple certification providers (e.g., IIP, Best Companies) and compiled a
shortlist of strategic awards.

 4. Strategic Planning & Gap Analysis
We synthesized all research into a SWOT framework, then developed two
strategic plans (Plan A & B) balancing cost-effectiveness with visibility outcomes.

We structured our work around a practical “resume-building”
metaphor — treating Clearwater’s external EVP as if it were a CV
being evaluated by talent, candidates, or awards panels.
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Tier Description Firms Analyzed

Top-tier
Global professional services and
financial giants known for robust
employer branding and DEI leadership

EY, PwC, Deloitte, KPMG,
Rothschild, Bank of

America, Barclays, Lazard

Peer / Mid-tier
Similar scale, industry scope, or
structure as Clearwater; direct
competitors in talent and brand space

Alantra, Oaklins, DC Advisory,
Livingstone, GP Bullhound,
Rickitt Mitchell, Arrowpoint

Advisory

Boutique
Smaller firms with limited EVP
visibility; included to contrast minimal
efforts and illustrate industry range

Rickitt Mitchell, Bishopsgate
Corporate Finance, Leith M&A,

PCB,Bradley Woods & Co.

03 - EVP Benchmarking Across Competitor Tiers
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“Among peer firms, Alantra stood out for having a
full ‘Culture’ section showcasing employee

satisfaction. DC Advisory is the only mid-tier firm
with a LinkedIn Life section — a signal common

among top-tier brands.”

Tier EVP Clarity DEI Visibility
Certification

Presence
Visual & 

Web Design

Top-tier Very strong Central focus
Multiple

accreditations
Highly branded,

LinkedIn Life sections

Peer / Mid-tier Inconsistent Moderate to minimal
1–2

awards/certificati
ons at most

Clean but less
structured EVP

presentation

Boutique Sparse Often absent Rare or none Minimal visual EVP cues

Clearwater’s internal EVP is likely stronger than many of its peers — but its
external presentation is much weaker
 There is a clear opportunity to outperform mid-tier competitors simply by:
 Emphasizing DEI, career stories, and culture more clearly on its careers page
 Applying for one or two well-aligned accreditation badges
 Using LinkedIn Life or similar channels for brand storytelling

03 - EVP Benchmarking Across Competitor Tiers
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 High internal employee engagement
(Survey: 99% proud to work here) 

 Values-driven leadership and
inclusive tone internally 

 Has conducted formal DEI survey
and self-assessment 

 Participates in employer-focused
initiatives

 EVP is not well-communicated
externally 

 No visible accreditation or DEI
awards 

 Careers page is text-heavy and
lacks structured storytelling 

 Limited use of platforms like
LinkedIn Life or Glassdoor reviews

 Apply for cost-effective
accreditations (e.g. GWS, IIP) 

 Refresh website and careers page
to showcase EVP elements 

 Leverage YourSay results as
storytelling case studies
  Add DEI & culture visibility on
LinkedIn and recruitment platforms

 Top-tier firms dominate employer
branding visibility 

 High-performing talent
increasingly expect transparent,
inclusive employer communication 

 Lack of certifications may be
perceived as lack of credibility 

 DEI is now a hygiene factor — not
showcasing it may damage brand
perception

404 - SWOT Analysis
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5
Clear EVP structure (DEI, development,

flexibility, values)

Use of Life Tab, DEI visuals, employer
branding tone

Ratings, employee reviews, DEI
transparency

Use of people-first imagery, storytelling,
calls to action

05 - EVP Visibility Audit (Web & LinkedIn) 
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TAKE 
ACTIONS

 How to Decide?
We suggest two decision-making
frameworks:

 • Budget-first: GWS  IIP  Best Cos
(stepwise)
 • Impact-first: IIP  Best Cos  GWS

A hybrid approach is also valid — applying
for a badge and simultaneously refreshing
EVP visibility (see Chapter 7).

 Next Steps 

 •  Confirm accreditation preference based on
cost and internal capacity

 •  Consider applying for GWS first while
preparing longer-term for IIP or Best Cos

 •  Choose 1–2 awards annually to pursue based
on team readiness

06 -Accreditation & Industry Awards Overview 
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Builds external credibility without
major disruption
Leverages existing employee
engagement strengths
Awards give third-party media
exposure
Can be phased gradually

Certifications still require
coordination and evidence

Survey-based options (e.g., Best
Companies) may demand more
internal capacity

Entirely under Clearwater’s
control
No direct cost — just content
effort
Can be launched quickly, and
updated over time

 Requires coordination across
marketing, people, and design
teams

 Impact depends on consistent
execution

07
09
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07 -Strategic Recommendation Pathways





JULY 2025

EVP
SUMMARY
OF PEER
AND TOP-
TIER FIRMS

Across the board, most peer-level firms —
especially the boutique ones — under-invest in
externally promoting EVP pillars like DEI, structured
development, or employee storytelling. This gap
presents a strategic opportunity for Clearwater to
leap ahead by refining its narrative, applying for
meaningful recognitions, and building a more
accessible employer-facing brand.

BOUTIQUE M & A 
INSTITUTIONS



24

To help Clearwater strengthen its employer value proposition (EVP) and external
employer brand visibility — particularly around its investments in people, culture,
and inclusion — and to identify certification or recognition pathways that
reinforce its position as an employer of choice.

We’ve Achieved The Goal



Award Logo


