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We’ve had an amazing run. 
 

For more than a decade, the staffing industry has been booming.  

Job orders have been plentiful. If you could recruit talent, you were  
making placements.  

But the times have changed. Selling staffing got harder…a lot harder! 

Selling staffing is never easy. But now, it takes more effort. A lot more. And to 
make matters worse, recruiting is still a challenge. As my friend Mike Jacoutot 
at Butler Street says, you’re going to have to work twice as hard for half the 
results. 

That’s what a downturn in the staffing industry feels like. It’s hard. It’s stressful. 
And if you look at the past two recessions, 30% of staffing companies do not 
survive. 

But this eBook isn’t about gloom and doom.  

Quite the contrary.  

This eBook is about what you can do to succeed, regardless of what happens 
in the economy. On the following pages, you’ll discover dozens of ideas to 
LEVEL UP your marketing. You’ll see the strategies the most successful 
companies used during past recessions to minimize sales loss, accelerate 
recovery, and drive growth at more than double 
the rate of the staffing industry. 

You’ll also see some of the most advanced 
marketing techniques being used by staffing 
companies right now to generate leads and 
improve sales efficiency. 

Are you ready to LEVEL UP?



Want to Level Up 
your MVV? 
Download our eBook, 

Differentiation is Bullsh!t, a 

step-by-step guide to creating 

a more compelling mission, 

vision, and core values. 

Your service? Your expertise? Your 
combined 72 years of experience? 
The problem in staffing, and in any highly competitive 
industry, is that the majority of companies say the same 

things. They make the same claims. They offer the 

same benefits. And in the process of selling, they make 
themselves (and everyone else) look like a commodity. 

In staffing, great service is critical. And you definitely 
should leverage your expertise. But there’s only one 

source of differentiation that none of your competitors 

can copy – your company’s mission, vision, and values. 

As Simon Synek says, “People don’t buy what you do, 
they buy why you do it.” 

So why does your company exist?  
What problems do you solve better than anyone else? 

What is your “holy grail” – the quest you are trying to 
fulfill? 

To LEVEL UP your positioning, take a hard 
look at your company mission. 
Does it address critical problems that employers face? 

Does it motivate your ideal clients to want to work with 

you? Does it clearly identify your target audience and 

the value you can bring to them? 

How about your company vision?
Have you written out a clear and compelling vision 

of where your company is headed? Does your vision 

address your people, your culture, your unique approach 
to service, and how you will achieve your mission in the 

years to come? A great vision is essential for attracting 
top talent. 

And what about your core values? 
Are they clearly defined? Do all your people live by 
them—with every client, every day? Are your values 
providing clear guidelines for delivering a better service 

experience than your competitors? 

Mission, Vision, 

and Values (MVV) 

are fundamental 

to who you are…

the clients you 

serve…and why 

you are better 

qualified to serve 
them than anyone 

else in the world.

LEVEL UP YOUR POSITIONING 

What makes your staffing company different? 
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A well-defined MVV enables your team to clearly identify your ideal clients…and the  
value you offer to these organizations.  

 

But what will you say to capture their attention and gain their interest? 
For the past decade, if you could find qualified candidates that matched your clients’ job openings,  
that was sufficient. But going forward, being good at recruiting is not enough.  

In a down job market, it is essential that you position your services in terms of the business problems you  

solve and the economic value you offer. 

Whether you sell to CEOs, HR managers, department heads, or frontline supervisors, your clients need  

people who know how they can use staffing as a strategic tool to solve business problems and capitalize  
on market opportunities. 

Your salespeople must be able to consult with your clients about how staffing can be used to control labor costs, 
improve workforce productivity, and mitigate employment risk. As an example, here are a few ways staffing can  
add value in a down market: 

 y Convert fixed overhead to variable cost 
 y Confidentially top grade weak-performing individuals, teams, or departments 
 y Reduce or eliminate overstaffing (i.e., having more FTEs than needed) 
 y Accelerate project implementation to gain competitive advantage 
 y Improve production quality and reduce scrap and rework 
 y Free key team members to focus on more strategic priorities 

 y Provide access to resources (people, skills) to pursue new market opportunities 
 y Reduce payroll administration and benefits costs 
 y Limit independent contractor and workers’ comp liability 

Do your sales reps and recruiters understand the strategic value of staffing? 
If not, it’s time for training. Teach them how to ask questions that go beyond staffing requirements  
and address underlying business needs and challenges.  

Show them how temporary staffing, temp-to-hire, and direct hire services can be used as business  
tools to drive measurable bottom-line results. Coach them to assist clients with workforce planning and sell 

strategic staffing solutions. 

Congratulations, you’ve built 
a rock-solid foundation with  
your MVV. Now what? 

LEVEL UP YOUR MESSAGING
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Most staffing companies have sites that look good and 
offer excellent functionality. 

But is your website optimized for response? 

The average “bounce rate” on a staffing website is 
around 60% - meaning 6 out of 10 visitors to your 

website are going to leave without ever taking an action. 

They don’t apply for a job. They don’t contact you about 

your services. 

It’s time for CRO –  
Conversion Rate Optimization. 
CRO is the art and science of designing a website 

to get people to respond. It’s about gaining a deep 

understanding of three things: 

1. DRIVERS   

Who is coming to your site?  Why are they there 

(what information and outcomes do they want)? 

 Step one to maximizing website response is to think 
about all the different audiences visiting your site, 

their reasons for visiting, and the outcomes  

they seek. 

2. HOOKS  

What do you offer, or more aptly, could you offer, to 

get more people to take action? 

 Here, you are thinking about all the possible calls 

to action (CTAs) that could be integrated into your 
website. This includes offers that are close to 

the sale, like “request an employee” or “get a free 
consultation” as well as offers that are intended to 

open conversations such as “download our free 
salary guide” or “subscribe to our monthly email 
publication.” 

 The more you understand about the visitors to your 

website, and their challenges and interests, the 

easier it is to develop engaging CTAs.

3. BARRIERS   

What stops people from taking action?  

Does your site take too long to load? Does it lack 

clarity? Does it take too long for people to find what 
they want? Is it too hard to respond? 

 On the web, you have precious few seconds for 

people to understand the context of your page 

and find the information they seek. Your page 
design and content have to match the intent of 

your visitors. And you need to eliminate barriers to 
response!

Want to know more  
about CRO? 
Watch our on-demand Webinars 
HERE 

Better yet, get a FREE CRO  
Review of your website! 
www.haleymarketing.com/website- 
review 

LEVEL UP YOUR WEBSITE 

In the past 10 years, staffing websites 
have come a LONG way. 
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What’s your primary method of selling? Cold calling? Referrals?  
That’s what everyone is doing. Think about this from the buyer’s perspective. They are 

receiving dozens of calls from staffing sales reps EVERY WEEK… why would they take the 
time to speak with you? In staffing, your first sale is the one to get an appointment.  
To close that sale, you need to master AIDA! 

AIDA: Attention, Interest, Desire, Action 
In marketing, AIDA is an acronym that is fundamental to success. Before you can get a prospect to take 
an action, you first need to capture their attention, get them interested in a problem you can solve or a 
benefit you can offer, and make them want to work with you and your company (desire). 

Attention, interest, and desire are a lot to ask of one cold call. In fact, unless your brand is already well-
known (or you’re lucky enough to be in the right place at the right time), it’s nearly impossible to get an 

appointment from a cold call. 

Now, don’t get me wrong. Salespeople need to make calls. And cold calling can work, but it only has about 
a 2.5% success rate. You don’t want your salespeople wasting 97.5% of their time, do you? 

To improve sales performance, incorporate Integrated Direct Marketing (IDM). 

IDM is the process of integrating sales and marketing into a structured process that leverages multiple 

forms of outreach (mail, email, LinkedIn messaging, phone) across multiple touch points to capture 

attention and get prospects interested in the problems you can solve and value you can offer. 

Why should you use IDM campaigns to sell? 

 y They provide a step-by-step process for reaching out to prospects 

 y They offer great topics of conversation for sales calls 

 y They address critical employer pain points 

 y They demonstrate your expertise and value 

 y They position your firm as a trusted advisor 
 y They warm prospects for initial calls 

 y They nurture relationships 

And they give your sales leaders an easy way to measure and monitor the performance of the sales team.  
IDM campaigns are an optimal tool for integrating AIDA into your sales process. We’ve seen IDM 
campaigns improve sales call to appointment ratios by 100% and shorten sales cycles from months  

to weeks.

Want to sell more staffing?  
Don’t sell like everyone else! 

LEVEL UP YOUR SALES PROCESS 
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To maximize sales results, you need to make the most of 

every minute. You also need to sell to people the way they 

want to be sold. 

Once upon a time, people loved three-martini lunches and 

long conversations with sales professionals. But the days 

of Mad Men are long gone. 

Unfortunately, so are the days of prospects having “15 
minutes for a quick call.” Staffing decision makers are 
busy. They’re feeling overwhelmed. And they don’t have 
time to give (if they are even in the office!). 

So, how can you sell to a person who has  
no time to meet or works remotely?   
Try asynchronous selling! 

Asynchronous selling is using one-way communication 
tools to facilitate conversations. These tools can include 

email, social messaging, texting, physical mail, and drop-

offs. However, the most powerful asynchronous selling 

tool is video – recording messages for prospects to 

watch at their convenience. 

LEVEL UP YOUR SALES TOOLS 

The toughest part about sales is that  
there are only 24 hours in a day. 
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Here are a few ways you can use video in 
your sales process: 

 y Video email to introduce yourself to a prospect 

 y Video presentation to walk a prospect through  

a proposal 

 y Video follow-up after a sales call to say thank you 

and offer ideas for the next meeting 

 

When using video for asynchronous selling, you can 

enhance your presentation by providing prospects 

with content and tools that help accelerate the sales 

process. This could include eBooks, whitepapers,  

case studies, calculators, and more.  

The idea of asynchronous selling is that it allows 

prospects to consume the content they want in less 

time and at their convenience. And here is the best 
part – it’s also easier and more productive for your 

salespeople.  

Recording a video requires a lot less time than 
coordinating an in-person meeting. In fact, research 

has shown that asynchronous selling can increase 

bookings by as much as 46%!

At Haley Marketing, one of our favorite ways to use 
asynchronous selling is with product landing pages. 

With these landing pages, we can: 

 y Ensure everyone on the sales team presents product 

information in the best way possible. 

 y Bring our product specialists into the sales process 

via video presentations. 

 y Proactively address objections. 
 y Even present pricing to qualify leads. Here are a 
couple of examples of our product landing pages: 

SEO Services:  

www.haleymarketing.com/ongoing-seo-services  

Digital Marketing Bundles: www.haleymarketing.

com/digital-marketing-bundles 

So how can you use landing  
pages to sell staffing? 
 
Start by asking yourself a few questions:  

1. What do your prospects need to know in order to 

make a purchase decision? 

2. Where do your salespeople struggle in the sales 

process? 

3. What solutions do you offer that can be hard to 

explain? 

In staffing, landing pages can be used to explain 
fundamentals – like how temporary help, temp-to-hire, 

and direct hire services work. They can be used to 

introduce more advanced concepts like on-sites,  

RPO, and MSP services. And they can explain how 
staffing can be used to solve specific business 
problems like turnover, overstaffing, the cost of 
unfilled jobs, and more.
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Want more ideas for your  
automation? Download our  
SMART AUTOMATION Checklist

LEVEL UP YOUR SALES TOOLS (Part 2) 

In a typical week, how many calls do your salespeople make? 20? 50? 100 or more? 

What about face-to-face appointments – how many of those do they go on each week?  

And what happens at the end of those calls and appointments? 

Hopefully, every call ends with a next step – often a need to send a follow-up email, 

schedule a call, and/or share information about your company. 

This is a process that is repeated day after day. And that’s a perfect scenario for auto-

mation – using software platforms to create a sequence of follow-up communications 
based on the outcome of a call or appointment. 

 Two kinds of automation platforms. 
In staffing sales, there are two kinds of software platforms used for automation:  

MARKETING AUTOMATION. Tools like HubSpot and ActiveCampaign allow you to create sophisticated 
sequences of actions (e.g., emails, texting, sales rep notifications, task scheduling) that can be triggered by a 
salesperson’s activity, a prospect’s interaction with your website, a response (or non-response) to an email, and 

more.  

Marketing automation platforms can integrate with your CRM, or they can be your CRM. And these tools can be 
used to engage prospects who are not yet “sales ready” and exist outside your ATS. 

ATS AUTOMATION. Sense and Bullhorn Automation are the two primary staffing-specific automation 
platforms. Like the marketing automation tools, they can be used to create structured outreach; however, these 

tools require contacts to be in your ATS. They are best for nurturing relationships with warm leads and existing 
clients. They are also ideal for improving communication in service delivery to ensure a positive client experience. 

MARKETING AUTOMATION PLATFORMS

y Engage website visitors via a chatbot 

y Automate delivery of an eBook 

y Follow up after a content download 

y Introduce a product or service  

y Encourage appointment scheduling 

y Progressive profile to learn more about prospects 
y Personalize communication 

y Qualify leads 

ATS AUTOMATION PLATFORMS 

y New client welcome series 

y Get faster feedback on assigned temporaries 

y Route issues to sales reps and managers 

y Check on assignment extensions 

y Proactively redeploy talent 

y Gauge client satisfaction 

y Cross-sell services 

How could you use automation to drive sales?

Use automation to turn your salespeople  

into SUPER salespeople. 
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In an industry as competitive as staffing, it’s hard to 
make your company stand out. It’s hard to get the 

attention of staffing decision makers. And it’s hard to 
get people to trust what your salespeople say. 

So rather than pounding the phones, why not get 
prospects to contact you? To do that, you need a strong 

digital marketing system – a process of using tools 

like SEO, PPC, social media, and content marketing to 
get your company found, strengthen your positioning, 

demonstrate your expertise, build trust, and create 

demand for the solutions you can offer (remember that 

AIDA model!). 
 
Using digital marketing to sell:

SEO  
Want to drive more sales leads 

from search engines? Start 
by understanding what your 

clients are googling. Then create 

keyword-focused content that 

provides the information they seek. 

The more detailed, unbiased content your website 

offers that provides valuable information to employers  

(around the keywords they use to search), the more 

traffic you will attract from search engines. To develop  
your content strategy, consider: 

 y The audiences you want to target  

(type of company, size, location, job titles). 

 y The hiring, staffing, and related workforce  
challenges they face. 

 y Their level of sophistication regarding staffing 
(experienced buyers will seek answers  

to more complex questions). 
 

Once you’ve defined 
the topics, plan to 

consistently produce 

content. To win 

in SEO, you need 
your webpages to 

be relevant and 

authoritative on 

key topics. Create 

individual pages 

and/or blog posts 

around a single 

purpose or keyword 

strategy – the more 

focused the page content, the better.  

In addition, the best SEO content tends to be long form 
(1,500+ words), but frequency matters too (more is 
better!). And last, but not least, don’t make your content 
a sales pitch!  

To turn SEO into sales leads, think about how to drive 
conversions from the pages that get traffic from search 
engines. You can incorporate text and graphical CTAs, 
inline, sidebar, and page footer CTAs, response forms,  
fly-ins, exit pop-ups, and more. (See the section on 
content marketing for more ideas.) 

LEVEL UP LEAD GEN  

Want to know more about 
SEO for staffing companies? 

Download our Guide to Staffing SEO  

Want more sales leads?  
Get prospects coming to you!
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PPC (PAY-PER-CLICK 
ADVERTISING) 
Want to get your message to the 

right audience, in the right place, at 

the right time?  Use paid ads!

If you’re not familiar with PPC, there are many different 
advertising options. These can include: 

 y text and display ads;  

 y ads on Google and other search engines;  

 y ads on advertising networks owned by Google;  

 y ads on social media; and  

 y ads on third-party sites like trade associations or 

media outlets. 

 

The right kinds of PPC advertising for your business 
will depend on your goals, the niche you serve, and the 

audience you want to attract. It will also depend on your 

budget. While some PPC ads cost less than a buck per 
click, extremely competitive ads can be very expensive 

with a cost per click that can top $100.  

In general, the more popular the search term or target 

audience, the higher the cost. And if a particular ad is too 
expensive, there are almost always other PPC strategies 
you can employ to make reaching your target audience 

more cost-effective.  

 

For driving sales leads with PPC, consider: 
 y Search ads targeting questions an employer  
would ask. 

 y Matched audience ads targeting your prospect list. 

 y LinkedIn ads based on location, company industry, 

company size, job title, and more. 

 y Facebook ads based on location, work industry,  

job titles, interests, and behaviors.  

 y Retargeting ads to people who have  

visited your website.  

The most effective PPC lead gen ads address relevant, 
timely business problems, and they offer something of 

immediate value. Consider testing ad copy, offers, and 

platforms to determine which ads will generate the high-

est-quality leads at the lowest cost for your business. 

Finally, be sure each of your PPC ads takes people to a 

specific, relevant landing page on your website. The sole 
focus of that landing page should be explaining your 

offer and getting people to take action.   

CONTENT MARKETING 

Want to be seen as an expert? Want to make your 

company stand out? Want to build instant credibility? 

Become a content producer! 

Blogs, eBooks, videos, podcasts – whatever the format, 

content marketing is one of the best ways to get your 

company found (by the right prospects), strengthen your 

positioning, build trust, and drive inbound sales leads.

With content marketing, the key is 
delivering value.  
What do your clients need to know about staffing and 
recruiting? What do they need to know about workforce 

planning and strategic workforce management? What 

do they need to know about managing, motivating, and 

retaining talent? 

Just like SEO and CRO, content marketing is about 
knowing your audience, understanding their goals (and 

challenges), and then consistently creating content that 

addresses the questions they are asking and problems 

Looking for a deeper dive  
on PPC for staffing?  

Watch our on-demand webinars HERE.  
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they are trying to solve. 

For content marketing to work for sales lead generation, 

you first have to get your content found, which can be 
done via SEO, PPC, social media, email marketing, PR, 
developing syndication partners, and more. Once you  

get your content found, you then need to integrate it 

with offers that get people to take action. These offers  

can include: 

 y Gaiting content (requiring an email address to 
download). 

 y Inviting people to register to attend an event. 

 y Offering an email publication as a subscription. 

 y Creating sales-focused offers like free consultations 

or request talent that integrate with your content. 
 y Developing landing pages that promote content and 

include response forms on the page. 

 y Creating post-download thank-you pages that  

contain offers. 

Content marketing is often integrated with marketing 

automation and lead nurturing to warm leads and get 

prospects ready to speak with your sales team.  

SOCIAL MEDIA 
Most staffing companies invest a lot of time and effort 
into social media. It’s great for brand building and a 

powerful way to recruit. And when used incorrectly, it 
can also be a huge waste of time. 

To use social media to sell, you need specific 
strategies: 

 y On social, content shared by individuals tends 

to outperform content shared by companies, so 

consider more personal brand building by your sales 

team. Encourage them to share content, join relevant 

groups, and participate in social conversations. 

 y Social media gets the greatest response when it’s 
personal, so encourage your team to post about 

themselves (e.g., events in their professional lives, 

success stories, things they are learning, and 

observations about the industry). 

 y Target content to specific individuals with tagging 
and use relevant #Hashtags to make your content 

more visible. Take advantage of platform-specific 
features that encourage interaction (e.g., LinkedIn 

polls), and ask questions about timely and/or 
meaningful topics. 

 y Take advantage of live video and social events  

where the platforms will help promote your video/

event to a wider audience (e.g., LinkedIn events and 

LinkedIn live). 

 y Integrate paid ads with organic social content to 

promote offers and expand the reach of your content.  

 y Use social sharing automation to provide your team 

with more content to share and make it easy for 

them to share (Interested in an ultra-low-cost way to 

automate social sharing? Check out NetSocial!). 

Want more ideas for social selling?  

Download our 41-page eBook Tapping Social Media’s Superpowers 
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Let’s wrap up our discussion of lead generation with two lesser-used but highly powerful lead generation strategies: 

Other People’s Stages (OPS) and referral partnerships. 
 

OPS 
Marketing today is incredibly cluttered. Getting the time and attention of your audience is harder than ever. So why 
go it alone? 

The fastest way to get your ideas to an audience is to partner with someone who has already built an audience of 

the people you want to reach. By leveraging Other People’s Stages, you not only get access to the people you want to 
reach, but you also put yourself in an immediate position of authority. 

Just like other forms of content marketing, your presentation on someone else’s stage must be educational (no one 

wants a guest speaker to do a sales pitch). However, you certainly can demonstrate your expertise and teach people 

concepts that lead to the use of your services. For example, a talk on hiring best practices, compensation trends, 

or new staffing models can be a great way to both educate employers and demonstrate the value of recruiting and 
staffing services. 

LEVEL UP LEAD GEN (Part 2) 

So how can you use OPS? 

• Become a guest on a podcast.

• Present a webinar for another vendor  
that sells to your target clients.

• Become an officer or volunteer in a  
trade association.

• Teach a workshop at a trade conference.

• Write guests posts for other blogs.

Beyond direct selling. Beyond digital 
marketing. Try OPS and referrals. 
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To convert presentations to sales leads, see if you can get a list of attendees for webinars and live presentations – 

then send out a follow-up email or letter. Ask if you can add promotional content in the bio section of guest blogs, 
like a link to content on your website. Provide the host of a podcast with a bio that focuses on the services you 
provide and value you deliver to your clients – this information will end up in their show notes. 

REFERRAL PARTNERS 
Let’s wrap up sales lead generation with one of the most tried and true ways to generate leads – referrals.  

While referrals tend to be the most highly qualified source of sales leads, they are also the least reliable – you 
literally are depending on someone else to see a need for your services and then refer you to their clients and 

prospects. Rather than waiting for referrals by chance, formalize the relationship. For example, you might offer to 

pay for referrals. Better yet, look for ways to integrate your services or any introductory offer into the products or 

services that others provide. 

The best example of this is Microsoft, which built its company by becoming the operating system that IBM included 

with its personal computers when those computers first rolled out. 

A more recent example is when you make 
a purchase on Amazon. Inside the pack-

age, you find coupons for other products 
that may or may not be related to what 

you purchased. 

In staffing, look to see who is already 
selling to the people you want to reach. 

Evaluate the products and services they 

offer. Then find creative ways to integrate 
your services with what they do or provide 

those companies with an incentive to  

introduce your firm or share an offer as 
part of their service delivery. 

By formalizing the structure of the partner-

ship, you will get more referrals, and the 

people to whom you are being referred will 

have more trust in your brand than when 

you reach out cold. 
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And in our industry, the people who talk the loudest tend to be unplaceable 
candidates. Undoubtedly, you’ve felt this. The first people to leave a bad 
review on Google, Glassdoor, or Indeed are the people you could not 

place—or the people you had to terminate. It doesn’t matter that they 

couldn’t hold a job. It doesn’t matter if they lacked essential skills. It doesn’t 

matter that they walked off their assignment. 

 
What matters is that these people can go to review sites and say whatever 

they want about your company, and you have no recourse. 

 y This is why EVERY staffing company needs a proactive  
approach to reputation management. 

 y Survey your clients and candidates immediately after every service experience. 
 y When people are happy, collect a testimonial, then ask them to leave an online review. 

 y When people are unhappy, collect feedback…and then get back  

to those people with some form of response. 

 y If you have any review site with less than 3.5 stars, get more  

aggressive about building positive reviews on that site. 

 y When you get negative reviews, address the issues publicly if  

there are valid concerns…then take the conversation offline.  
 y Bury bad reviews with an abundance of positive ones.  

 y Leverage your automation platform to make this a consistent program. 

Whether you use tools from ClearlyRated, Great Recruiters, Haley Marketing’s reputation management services, or 

do it all on your own, getting timely feedback is essential to increasing positive reviews and minimizing the damage 

from negative ones. 

 
DON’T FORGET AWARDS 
Online reviews are not the only way to build your reputation. Strive to become an award-winning staffing 
company. Examples of awards: 

Please note that winning an award won’t generate more sales for your company. Awards are merely credibility 
builders designed to build trust and help differentiate your company. They are most effective when leveraged as  
part of other marketing initiatives—as proof of your quality and reliability. 

 y Best places to work in your local market or industry 

 y ClearlyRated Best of Staffing  
 y SIAs Best Staffing Company to Work for 
 y Inc. 5000 

 y Fastest-growing awards in your local market

 y SIA’s largest or fastest-growing staffing companies 
in your niche 

 y Forbes awards for best staffing and recruiting firms 
 y Ernst & Young Entrepreneur of the Year 

 y Stevie Awards for sales and customer service

LEVEL UP YOUR REPUTATION 
In staffing, trust doesn’t come from what you 

say, it comes from what others say about you.
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To win business, you need to build trust. You need to stay top-of-mind. And you need to nurture 
relationships with your prospects. Historically, lead nurturing was something salespeople did 

as part of their sales process. Every call would end with a scheduled next action (ideally, the 

next meeting). 

Today, you can help your salespeople (and boost sales productivity) by integrating many tools to support your 

sales team, automate follow-up, and ensure every prospect receives the right follow-up at the right time. 

Here are a few examples of lead nurturing tools and uses:

With lead nurturing, your goal is to find ways to stay in touch that demonstrate your value, strengthen your 
positioning, build trust, and increase demand for your services – without being pushy. By integrating the right 

content, messaging, delivery tools, and timing, nurturing will build irresistible relationships with your ideal clients.

Staffing is rarely a one-call close. 

LEVEL UP NURTURING 
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Yes, you read that right.  

When job orders are scarce, you need to dig deeper to find that “perfect fit” 
candidate, and you need to respond faster to get the placement. That means you 

need a stronger talent pool than the competition. 

But with the cost of job advertising skyrocketing (as it does every year!), what 

can you do to strengthen your talent pool without crushing your budget? 

Master the 5 Pillars of Recruitment Marketing  
To build your talent pool and maximize placements, you need better 

job ads, stronger (and better managed) referral programs, a system to 

mine your ATS for reactivation, and proactive outreach to clients and your 
associates to extend assignments and maximize redeployment rates. 

To accomplish these things, you need to master the  

five pillars of recruitment marketing: 

Why should someone work for you?   

Employment branding is about understanding your unique value and all the reasons why you are a better  
option for temporary associates (and internal staff) than other staffing agencies…and direct employers. 

To LEVEL UP your employment brand: 

 y Look at pay rates…are you consistently at or above market? 

 y Review all the benefits you offer…how could you improve them? 
 y Map your hiring process…how could you make it easier? 

 y Look at your onboarding…how could you do it better? 

 y Evaluate your candidate experience…where are the gaps? 

Employment branding starts with providing a great employment experience. Once you’ve nailed that, you then  

need to ensure you’re conveying the right message in all your recruiting—on your website, in your job ads, through 

social media, in email marketing, via automation, and reinforced by the words and actions of your recruiters. 

But wait, there’s more.  

You also need to take charge of your online reputation. In the world of Glassdoor and Indeed reviews, your 

employment brand is largely defined by what others say about you. 

In a down market, you need to recruit more!

LEVEL UP RECRUITING 

1. EMPLOYMENT BRANDING 
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Do you have a proactive system to generate testimonials and positive online reviews? 

If not, go back and review the section on Leveling Up Your Reputation! 

2. CAREER SITE 

When most staffing companies think about recruiting, they start with job ads. But if you want more people applying 
to your jobs, first optimize the last mile…your career site. 

Bad career site? That will cost you up to 95% of job applications! 

To LEVEL UP your career site: 

 y Allow candidates to immediately search jobs and/or apply online when they visit your website. 
 y Improve job posts…sell the WIIFM (what’s in it for me) first, then the job requirements. 
 y Keep your jobs on your company domain. They’re great SEO content! 
 y Keep your application form as short as possible. 
 y Give people multiple ways to apply (via resume, online form, Indeed Apply, chat). 
 y Offer options for people not quite ready to apply, such as: 

 y Have a question? Talk with a recruiter! 
 y See if your resume is a match for the job 
 y Save this job for later 
 y Sign up for job alerts 

 y Use exit pop-ups to get a response when people don’t apply. 

 y Incorporate retargeting PPC ads to keep your company and jobs top-of-mind. 

A great career site makes jobs easy to find, makes it easy to apply, and gets candidates to come back after their first 
visit. Did you know that a returning candidate is 2x as likely to apply to a job as a first-time visitor? 

Recruitment!
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3. SOCIAL RECRUITING 

Every staffing professional knows that the best candidates  
aren’t looking for work.  

So where can you find this passive talent?  
On social media, of course. 

The average Facebook user checks their account eight times a day. Same with TikTok. Forty percent of LinkedIn 
users check their accounts daily. As do 52% of Twitter users. 
 

To LEVEL UP social recruiting: 

 y Determine where to invest your time…go where your ideal candidates are. 

 y Create two recruiting strategies…one for passive talent and one for active. 

 y Plan your content calendar…what to share and when to share it. 
 y Be active throughout the day…and on nights and weekends. 

 y Use a mix of media (images, videos, plain text). 

 y Take advantage of engagement tools the platform offers (polls, live video). 

 y Consider your conversion path (remember that section on CRO!). 

 y Get your recruiters involved in sharing the content (NetSocial can automate this!). 
 y Incorporate paid ads to expand your recruiting reach.  

With social recruiting, your biggest battle is capturing the attention of your audience. Just like with your sales 

process, AIDA matters in social media: 

 y To capture ATTENTION, be bold, be relevant, be interesting.  

 y To get people INTERESTED, focus on their problems…why might they want a new job? 

 y To create DESIRE, sell your employment brand. 

 y To get people to take ACTION, make it easy to take that next step. 

4. JOB ADVERTISING

When it comes to marketing in most staffing companies,  
job advertising is the #1 expense. Which is exactly why you  

need to get the maximum ROI for every dollar you invest! 

To LEVEL UP your job ads:

 y Test job titles. The same ad with different titles will get  
different responses. 

 y Train recruiters to write better posts. These are ads, not job descriptions! 

 y Get your jobs in front of more people. Think beyond job boards. 

 y Test different job boards to see where you get the best candidates at the least cost. 

 y Don’t lock into annual job board contracts. You need freedom to adjust your spend. 

 y Ensure your jobs are automatically optimized for Google for Jobs. 

 y Automate distribution to multiple job aggregators. 
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And if you spend more than $1,500 a month on job ads, invest in data-driven job management solutions that 
leverage a combination of job posting automation technology and human experience to help you get the greatest 

ROI on your job spend. 

And yes, this is a pitch for our job advertising management services! 

We’re reducing the average cost per apply by 33% within six months! 

If you want to see if we can help you, contact us today for a FREE job ad review. 

5. RECRUITMENT AUTOMATION 

In staffing today, delivering a great candidate experience requires more time and effort than any recruiter can 
possibly manage. 

That’s why tools like Sense and Bullhorn Automation exist.  

These automation platforms allow you to improve communication, ensure consistent service delivery, obtain  

timely feedback, increase referrals and redeployment, and save your recruiters tons of time! 

To LEVEL UP your recruitment automation: 

 y Process map the workflows in your hiring, onboarding, and ongoing service delivery... 
walk your candidates’ experience

 y Stay top-of-mind while you source, qualify, and present 
 y Identify: 

 y Communication gaps 

 y Process gaps 
 y Places to gather feedback  
 y Opportunities to nurture relationships 

 y Create a roadmap of automations to develop 

 y Systematically build out your automations…and test to see how they perform 

One final word about automation: don’t be a robot! 
There are a lot of staffing companies using the same tools with the same playbooks. To make your automations 
stand out, create a distinctive voice – a style of communication for your texts and emails that matches your 

employment brand and conveys your personality. 

Want more ideas to improve your 
recruitment marketing? 

Download our SMART RECRUITING Checklist
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In business school, Marketing 101 (or more aptly 601) 

teaches that the key to marketing strategy is to optimize 

your marketing mix, otherwise known as the four Ps: 

 y Product 
 y Price 
 y Place 
 y Promotion 

So far, this eBook has been all about promotion – ways 
to define the right message for your audience and then 
using the right tools and processes to get your message 

to those people. 

In downturns, many of the most innovative companies 

will create sales opportunities by looking for new and 

different ways to think about the other three Ps.  

PRODUCT 
What is the product you sell? Is it staffing services? 
Labor by the hour or recruiting for a fee? In the staffing 
industry, almost everyone is selling the same product, 

which creates commoditization. However, if you look at 

past recessions, new forms of staffing arose. Technol-
ogies like VMS. Services like MSP and RPO came from 
entrepreneurial-minded people thinking about new ways 

to deliver value to clients.  

In the coming years, as the staffing industry adopts 
more of an ecommerce mindset, you’re likely to see new 

business models such as staffing as a platform (e.g., 
UpWork and UBER), staffing as a subscription service, 
total talent management solutions (staffing firms taking 
over not just temps, but also freelancers, gig workers, 

LEVEL UP YOUR MARKETING MIX 

Want to really differentiate your staffing 

business? Think beyond promotion! 
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consultants, and offshore talent), and maybe even staff-

ing in the metaverse. 

Creating new products (business models) is not easy, 

but it can disrupt industries and create incredible sales 

opportunities for market leaders. 

 
PRICING 

How do you charge for your services? Most likely, just 

like everyone else. 

While most of the staffing industry is focused on pro-

tecting mark-ups and direct hire fees, others are looking 

at entirely new ways to charge for staffing services. 

As just mentioned, some companies are looking at 
offering staffing and recruiting as a subscription service. 
Others are looking to eliminate contingency fees and 

offer recruiting more like an hourly consulting service. 

And some firms are experimenting with different pay-

ment terms to make staffing more affordable to smaller 
clients.

When it comes to your marketing mix, pricing is not 

about lowering what you charge; it is about finding new 
models for billing clients that make your services easier 

to buy…and harder to quit! 

PLACE 

Where do you deliver your staffing services? Are there 
other delivery models? 

Staffing is and has always been a relationship business. 
Salespeople meet with clients. Candidates are inter-
viewed face to face. And temporary associates are sent 
to client offices to do work. 

2020 changed all of that. Many staffing companies use 
recruiters from remote offices all over the country (often 
all over the world). Interviews are conducted via Zoom. 

Asynchronous tools like video interviewing are used to 
save time. 

As the staffing industry continues to evolve, ask your-
self, how will the place where I deliver staffing services 
change over the next few years? 

Rethinking place enables you to attract better talent (you 

can recruit employees globally), reduce service delivery 

costs (you may be able to get work done faster or less 

expensively overseas), and expand the range of services 

you offer (you can help clients build their own global 

teams). 

Your challenge is to find ways to eliminate place as a 
barrier to hiring—for your firm and your clients, so you 
can then increase your value by providing better talent 

management solutions with a lower cost of delivery. 
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ARE YOU READY TO LEVEL UP? 

We hope you have enjoyed these ideas to improve your marketing and 
strengthen your ability to sell staffing and recruiting services in the coming 
months and years. 

As we wrote in the beginning, this eBook was created based on lessons 
from past recessions to help you succeed regardless of what happens in the 
economy.  

In the Great Recession, one-third of staffing companies went out of business. 
But the companies that got smarter about how they sold, and got more 
aggressive about their marketing, not only survived but thrived. 

Those companies that increased their visibility, strengthened their messaging, 
and got creative about how to engage and nurture employers, recovered six 
months sooner than the rest of the staffing industry and grew at more than 
double the industry’s rate of growth. 

You can do it too. 
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Need help LEVELING UP  

your marketing? 

Let us put together a free marketing  
plan for your business. 

1.888.696.2900

info@haleymarketing.com 

Staffing Websites | Digital Marketing | Branded Content 

Recruitment Marketing | Marketing Technology 

haleymarketing.com


