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The traditional road to staffing success

MAKE

MORE
CALLS!




The problem?

The staffing buying process has changed.
Al and technology-driven procurement
Increase expectations around speed and efficiency
Focus on specialization and value
Data-driven purchasing
Expansion in the number and roles of decision makers involved
More direct hire and direct sourcing, and less contingent staffing
More competition from staffing platforms

The bottom line?

It's a lot harder to sell!
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Creating a Staffing Growth System

A more strategic, more complete way to drive sales
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Build the system — tactics work — predictability increases
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Building your foundation

How to create messaging that sells.
Positioning
Key differentiators
Value proposition
Core story

Sales /
Recruiting

y=

We help here.

Website & Sales Collateral
Core Values / Mission
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Building your foundation

Leveraging your messaging.
Training: sales + recruiting
Website
Collateral
Automations
Outreach scripts
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Website optimization

Turn visitors into leads.

. [ =
Planned conversion paths o
0
: —
Primary and secondary CTAs DRN[RS SITE
Intelligent page layouts What is bringing visitors Wikt persusded vt
. to your site? l/ users to act?
Multiple ways to respond
Trust building (data + social proof) SARRIERS
Pre-sell + self-service content Where and why are

your users abandoning the site?

Instant response + ongoing engagement
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Website optimization

Want more response? Make an offer people can't refuse!

Primary CTAs Secondary CTAs
The most important action, Door openers and conversation starters,
closest to the sale less emotional risk
Request an employee Download our salary guide
Contact us Benchmark your comp plan
Book a 15-min call Get our free interview checklist
Talk to a staffing consultant Free 30-minute hiring consultation
Apply now/Submit your resume Sign up for job alerts
Call or text now Refer a friend
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Want to know what we think?

4 ARTEMIS

GET A FREE REVIEW OF YOUR WEBSITE



http://www.haleymarketing.com/websitereview




Sales Enablement

Process, tools & training to accelerate sales impact.

Better process
Integrated direct marketing
Omni-channel marketing
Sales frameworks (e.g., The Challenger Sale)
Al-powered coaching & role practice

!y @
Better tools ( STRATEGIC GOAL \
PLANNING SETTING

Sales collateral (capabilities overviews, sell sheets, case studies)

Explainer videos I Q
. al
CRM systems & Automation platforms oERFORIRIGE e
. TRACKING p
L?ad trackl.ng software . OPTIMIZATIONf/ . RESEARCH
Video email @
Proposal platforms :’ CREATIVE
Market data & insights MULTI-CHANNEL "SR o T
arke g EXECUTION

haley

MARKETING




Sales Enablement

Increase your team'’s efficiency and impact.

Integrated direct marketing = systematic process for outbound selling
Client upsell and cross-sell

Former client re-engagement
Placed talent re-engagement
Cold prospect outreach

ABM campaigns

<—— AWARENESS
< INTEREST
DESIRE
ACTION
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Buyer Enablement

Pre-selling prospects...before the first call
Content that educates
Self-service tools
Proof of value (data and social)
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Buyer Enablement

Content needs

The Big 5 topics
Cost & Price
Problems
Versus & Comparisons
Reviews
Best in Class

The Selling 7 videos

Cost and pricing video Customer journey videos
The 80% FAQs video Bio videos
Product/Service videos Claims we make video

Landing page videos
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Employer attraction

Getting your ideal clients to find (and contact) you.
SEO/AIO
Paid ads (Google, Social, industry websites and publications)
Thought leadership (YouTube, Podcast, social, conferences)
Retargeting + re-engagement
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Employer attraction

A few important rules of attraction.
Educate, don't sell.
Provide new perspectives and/or challenge commonly held beliefs.
Tactical information tends to get a larger response than strategic.
Content means more than articles...think checklists, calculators, surveys, etc.
Don't expect instant results (21 to 70+ touches, most are “no click”).
Segment your audience and provide role/relationship appropriate content.
Include an offer...every piece of content should drive response.
Think through the conversion path...what happens next?

Repetition is essential.
Also consider distribution...who can help you get the word out?
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Secure a Free Audit and
Set of Recommendations:

Shaun Chojnacki
Senior Marketing Strategist
Haley Marketing

schojnacki@haleymarketing.com







Nurturing

Stay top-of-mind while continually “soft selling.”
Educate and add value
Reinforce your value proposition
Deepen relationships
Build trust
Supplement sales calls
Give your team a reason to make more calls
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Nurturing

Create a branded publication.

Choose a format
Email newsletter
Podcast/YouTube channel
Print newsletter or magazine

Plan your content strategy
Mix of content that educates and content that sells
Focus on the issues that matter to your ideal clients
Integrate primary and secondary CTAs

Integrate the content into your sales process
Use topics as conversation starters
Use print materials as drop-offs and leave-behinds
Use digital materials as part of sales follow-up

haley

MARKETING







Automation

Amplify your impact...and ensure consistent outreach.

ATS & CRM sales funnel automation
ATS sequences (current client upsell/cross sell, former clients, placed talent)
Cold outreach sequences

Website automation
Autoresponders
Post-download sequences

Social automation
LinkedIn outreach
Social PPC ad response sequences

haley

MARKETING




FINAL THOUGHTS

In 2026, don't just push harder.
Create a staffing growth engine.
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Creating your growth engine

Where are you today?
Messaging: Do you have clear positioning, differentiators, value prop & core story?
Website: Do you have strong CTAs and clear conversion paths?
Sales enablement: Have you given your team the process and tools to succeed?
Buyer enablement: Are you answering the Big 5 on your website?
Employer attraction: Do you have a game plan for SEO/AIQ, paid ads, social & retargeting?
Nurturing: Are you doing everything you need to do to stay top-of-mind?
Automation: Are you fully leveraging automation to accelerate your results?
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Need help building your growth engine?

Reach out to our team today.
1.888.696.2900 | info@haleymarketing.com

1.888.696.2900 | @haleymarketing | haleymarketing.com




OUR NEXT WEBINAR

Fix Your Sales Funnel: Smarter Prospecting,

Nurturing & Follow-Up for 2026
Thursday, February 19 at 3:00 PM ET

Reserve your seat



http://www.lunchwithhaley.com/
http://www.lunchwithhaley.com/

