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Why does this matter? It matters because this is the first impression you 
are making and we all know that getting a second chance is rare. The 
average visitor takes about three seconds to decide whether they are 
going to stick around and explore your site and if you don’t wow them 
from that first second, you aren’t likely going to have the opportunity 
to show them anything else. Sites like these convey the impression 
that a company isn’t firing on all cylinders - if they’ve dropped the ball 
on maintaining their website, you quickly begin to wonder where else 
they’re off their game. It is these types of doubts that you cannot afford 
to immediately raise in your visitor’s mind.

So what do you need to do? Make sure your visitors are coming to a 
clean and beautiful, modern and responsive website.

While there is no single way to make this happen, there are certainly 
a few things you want to include on your website, many of which are 
well-represented on the site of Groom & Associates (http://www.
groomassocies.com/). 
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They have an easy to follow navigation 
structure that allows both employers and 
job seekers to find what they’re looking for 
quickly. They have great graphic design 
elements, including custom-designed 
icons that are used to represent their 
different specialties. They use fresh and 
exciting images to liven up the page.

Finally, the site looks great on mobile and 
responds beautifully to the smaller display 
size. If you were to find this site cold, your 
confidence in their brand would instantly 
increase because their site exudes the 
message that they are on top of their 
game.

Trust signal 2 - Clear and direct contact details and photos

This one seems a bit obvious but you would be surprised how many 
businesses bury the contact information of their employees, or in some 
cases, don’t display it at all. While hiding your email from spam bots 
that crawl sites may seem like a legitimate reason to not have your 
employees’ emails publicly available, the negative repercussion from 
seeming like you need to act as a gatekeeper for your employees far 
outweighs any potential benefits.

If we find a site and look through an Our Team page, we may ultimately 

Note that we have no connection with this company 
and we are featuring them here solely because they 
have built a great-looking site and we want to give 
them credit.
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determine that we want to contact a specific manager rather than 
info@company.com. If that option is not available to us, we may choose 
to simply find someone who will speak to us directly. Furthermore, 
when you show potential clients the faces of the people who work on 
your team, you humanize your employees and encourage people to 
do business with you. Don’t hide behind forms and general contact 
numbers. Make it easy to let people contact you!

Trust signal 3 - Testimonials

This is a tricky one since most testimonials suck. A testimonial that 
reads like your company’s marketing copy will not add any value to 
your business since people will tend to discount them in the same 
way they discount any bragging you do about yourself. So how do 
you get testimonials that don’t suck? There actually is one simple trick. 
Get quantitative! Instead of asking your customers to simply write a 
testimonial, ask them for one or two quantitative ways in which you 
helped them. Take those quantitative benefits, use them to write a 
testimonial on behalf of the client and get the client to sign off on the 
final language. You will instantly have testimonials that sell.

Let’s examine a hypothetical using both the standard and quantitative 
approaches. With the standard approach, you get a testimonial that 
reads as follows: “I loved working with the team at Recruiter X. They 
always go the extra mile to answer my questions quickly and find the 
perfect candidate for my team. I can’t recommend them enough.”

With the quantitative approach, the customer tells you that the fact 
that you consistently find them a list of five solid candidates in under a 
month is why they keep coming back. With that information, you write 
the following testimonial: “I keep coming back to Recruiter X because 
they consistently provide me with five solid candidates within 30 days. 
This sets them apart from the other firms I’ve used and demonstrates 
their true value.” 

See the difference? With just a small tweak to how you ask for customer 
feedback, you have access to a testimonial that sells and will increase 
the trust that is built with visitors to your site
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Trust signal 4 - Well-written and up-to-date content

There is nothing that breaks trust like visiting a site riddled with grammar 
and spelling errors. When you don’t pay attention to the details on your 
site, it sends the message that you probably don’t pay attention to 
detail elsewhere. Clearly, that is not the message you want to convey. 
Furthermore, you send a similar message when your site’s content is 
out-of-date. If you want to blog as part of your marketing strategy 
(a topic that could be covered in an entirely separate guide), you 
should definitely do it but don’t let your blog languish. When we come 
to a site and see that a blog hasn’t been updated in six months, we’re 
not sure how we can expect we will receive timely attention when it 
comes to our own needs as a customer. If you’re not paying attention 
to something as visible as your blog, why would we believe you’ll pay 
attention to us? Some might argue that the connection between the 
two is tenuous but we can assure you it is not. Every trust signal plays 
a part in building a well-oiled lead-building machine designed to help 
inspire confidence in your brand. Therefore, you want to take every 
opportunity to demonstrate that you are always firing on all cylinders.
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2. Include a job board with all your current open 
positions

If you followed the steps above, your site now exudes trust and 
confidence. What’s next? You want people to interact with your site so 
that you can demonstrate the value you offer. The simplest way to do 
that is to make sure you have an optimized job board.

Offer value to job seekers: Make the application process as 
straightforward as possible

If you’re a job seeker, what are you looking for? Obviously, it’s a list of jobs. 
Despite this obvious fact, we are still amazed at the number of recruiters 
who choose to not have a publicly available job board. If you’re very 
small and only have two jobs posted, it may make sense to omit the 
board. But assuming you’ve grown past that level, there is no reason to 
not offer job seekers what they want. In doing so, you encourage more 
candidates to apply and can therefore offer your clients a broader pool 
of people from which they can choose candidates for interviews.

Assuming you want to move forward with a job board (or already 
have one and want to ensure it is up to modern standards), make 
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sure you think carefully about designing one that has the features and 
functionality that are required to stay competitive.

Fusion Medical Staffing (http://www.fusionmedstaff.com/jobs/) does 
a great job of ensuring that people can filter by profession, specialty 
and region and quickly find a job that suits their interests. Furthermore, 
they offer the user the ability to save searches as job alerts so that 
the user is notified when new jobs are posted that meet their criteria. 
Finally, when a user finds a job to which she wants to apply, make the 
application process as straightforward as possible. Allow her to upload 
an existing resume or send a link to her Linkedln page.

Offer value to employers: Demonstrate credibility

It’s not just job seekers who benefit from a job board. It’s your paying 
clients too! When you enable a job board on a site that has a significant 
volume of search traffic, your job instantly becomes visible to a much 
broader audience than would have otherwise found it. This increases 
the value you offer to your clients and encourages them to post more 
jobs with you.

Optimize your job board

Of course, many recruiters already have a job board on their site so this 
section could be construed as old news. For those people, we would 
strongly suggest that they ensure that their job board is optimized for 
SEO. That means that each job is hosted on a distinct page that can 
be crawled by the Google bot (yes, it’s a real thing!) and indexed with 
a proper title and meta description (If that sounds like gibberish to 
you, shoot us an email at theguide@talentheromedia.com and we will 
explain further). Furthermore, you should also have pages for specific 
categories (profession/region/company) so that there are more pages 
that can be indexed for search. By following these steps, you can gain 
significant search traffic exposure. Imagine the benefit of showing up 
on the first page for a search query like “IT consultant job Toronto” with 
big players like Indeed and LinkedIn.

http://www.fusionmedstaff.com/jobs/
mailto:theguide%40talentheromedia.com?subject=
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In addition to making sure your job board is optimized for Google, you 
will also want to make sure it is optimized for your work flow. A good 
job board application will allow you to post your jobs on your site and 
automatically have them transferred to all of the free and paid sites 
that you use to advertise your open positions. It will also automatically 
share new jobs on social media. 



STEP 3

START A DISCUSSION WITH 
YOUR NEW LEADS WITH A 
WHITE PAPER
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You have generated visitors to your site. These potential clients now 
believe in your brand. What’s next? In a perfect world, they like what they 
see and simply reach out to you to start a conversation. Unfortunately, 
what’s most likely is that they continue their research and if you’re lucky, 
they reach out to you a few months down the road. If you’re not lucky, 
they go with the person who their friend used in the past and you never 
even get a chance to speak with them. How can you avoid this tragic 
turn of events? Capture their contact info immediately!

Here’s the hurdle with this step - people are very reluctant to give out 
their email address or phone number because they know that will begin 
a sales process that they may not enjoy. So what do you do?  You need 
to offer something of tangible value to help break down this barrier. In 
other words, what you offer needs to outweigh their reluctance to give 
out their email.

So what is this “valuable thing” you can offer? From our experience, the 
most valuable item you can offer is a white paper. As a recruiter, this 
could include a summary of relevant job statistics for your market or a 
survey of your clients that provides insight into what they think about 
when hiring.

Once you’ve figured out the topic that will grab a potential customer’s 
attention, you need to set up what is called a squeeze page. A squeeze 
page is named as such since it is designed to “squeeze” contact 
information from your visitor.
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In the example to the left, you will see that 
the company Social Triggers is offering a 5—
part series designed to help increase online 
sales in exchange for your first name and 
email. They’ve managed to squeeze your 
contact information out of you by offering 
you something of value in return.

Once you obtain your lead’s contact 
information, you’re on your way, but you’re 
not done yet. Your lead has your white paper 
but the discussion has just begun. Before we 
get into that, we wanted to offer a quick note 
on how to set up a squeeze page. 

Setting up a squeeze page

First, you need to ensure that the link to the 
squeeze page is prominently featured on 
your site. Wherever you set it up, make sure 
that every single visitor to your site sees the 
offer of a whitepaper. You want to make sure 
that this offer is visible to everyone because 
it forms the core reason for getting people 
to your site. We’ve seen people bury the links 
to their squeeze page at the bottom of their 
site. Just remember that it does you no good 
if nobody sees it. As for how to set up this 
squeeze page, we would highly recommend 
LeadPages. They are the industry experts in 
designing templates that convert i.e., that 
get people to provide their email address at 
a high rate, are very reasonably priced and 
make it super easy for techy and non-techy 
people alike to integrate them into their site.



STEP 4

BUILD A RELATIONSHIP
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You have a name and email address. Your lead has a white paper. 
What’s next? In the best case scenario, your lead reads the white 
paper and decides you are the right person for the job. However, what 
often happens is that in order to seal the deal, you need to continue 
demonstrating the value you bring to the table. To do that, you need 
to set up an auto-responder marketing campaign. An auto-responder 
campaign is a series of useful emails that are automatically sent to a 
subscriber over a predetermined interval. Although an auto-responder 
campaign can be a bit challenging to set up, once you have it going, 
you will be able to deliver tons of new and valuable pieces of information 
straight to your lead’s inbox in an automated fashion that reduces your 
workload

Auto - responder campaign options

 • Aweber

 • Campaign Monitor

 • MailChimp

 • ConstantContact

 • lnfusionSoft

So what should you be sending to your lead? You know that they liked 
the topic of your whitepaper (because they provided their contact 
information), so it makes sense to find more topics that are interesting 
to your leads and write about them. While they don’t have to be the 
same length and involve the same level research as the white paper, 
they need to demonstrate to your lead that you know your industry, 
that you can keep sending them quality and relevant content, and are 
therefore the right person for the job. If you don’t want to write original 
content, guess what? You’re in luck! You can “evergreen” the content 
that you’ve already written to generate links (refer back to step one of 
this guide) and turn each of those posts into its own email. This cuts 
down significantly on the work you have to do and lets you get started 
quickly. Once you’ve sent your lead your entire content library (about 
five pieces of engaging content typically works), you can finally go in 
for the sale.



GO IN FOR THE SALE

STEP 5
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If you’ve completed step four, you’re nearing the finish line. It’s time to 
go in for the sale.

You started your sales process over email so let’s finish it over email. 
Now is the time to reach out to you lead with a personalized email and 
ask them if they want to set up a time to talk about their recruiting 
needs.

When writing your email, make sure you do your research on your 
potential clients and include as much relevant information as possible.

Here’s a template to get you started:

As a recruiter, you’re likely persistent, so you know that this may not 
be the last step in your sales process. In addition to follow up emails, 
consider sending out additional emails in a second auto-responder 
campaign before reaching out again. It never hurts to build additional 
rapport with a potential client.

Hi John,

Thanks for taking the time to read my series of emails and learn 
more about what we do at [Company X]. As the [job title] at 
[Company X], I’m guessing you probably could use some help 
with finding talented employees. [Insert relevant personal/
company detail you found on LinkedIn /Google]. If you have a 
few minutes in the next couple of weeks, I’d love to chat with you 
about whether we can work together to help you with that goal.

Cheers,

[Your Name]
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Next Steps

Now that you have completed this detailed and lengthy guide (you 
made it!), you’re hopefully pumped to get started on your marketing 
campaign. If you want to talk about any of the steps contained within 
this guide, feel free to reach out to us at theguide@talentheromedia.
com and we can discuss. 

Thanks for reading!

Talent Hero Media 

mailto:theguide%40talentheromedia.com?subject=
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