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 Turning
Job Seekers Into 
   Engaged Talent

Strategic, nimble staffing companies that are effectively recruiting and retaining 

candidates are faring best as the labor market continues to tighten and the 

unemployment rate continues to shrink. Now a new report delivers valuable data 

staffing companies need to better compete and succeed.
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A
ccording to recent data from the U.S. Bureau of Labor Statistics, there are 
nearly seven million job openings across the U.S. There are so many 
job openings that, for the first time in at least 20 years, there 

are more jobs to fill than there are unemployed people to fill them. 
Skills gap? Labor shortage? However you look at it, companies 
are desperate for talent and increasingly looking to flexible, 
nimble partners like staffing companies. Consider that 
the percentage of overall employment accounted 
for by temporary employees has been at or 
above 2% for most of the past two years, a 
truly historic pace. >>>
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Access to high-quality, placeable talent is causing 
many staffing company executives to lose sleep as 
they continue to struggle to find people to fill the 
open positions their clients have them working on. 
The unemployment rate as of July of this year was 
3.9%, essentially unchanged from the 2018 low of 
3.8%, a number the U.S. economy has seen only 
once since the late 1960s. But even that number 
doesn’t fully describe what is happening for many 
sectors and regions of the country. Unemployment 
among those with college degrees is 2.5%, and 38 
metro areas boast an unemployment rate lower 
than 3%. 

Given the macro-economic situation and the labor 
realities, many staffing companies are placing more 
and more emphasis into their recruiting efforts, from 
technology investments to enhance search or create 
recruiting efficiencies to searching for new methods 
of finding and reaching talent. In the last couple 
of years, many in the industry have written articles 
about how to increase the number of candidates 
your company reaches, but not nearly as many have 
written about increasing the impact of those interac-
tions—until now. 

New Research,  
Better Strategies

The debut Candidate Influence Report, new 
research from Inavero, in partnership with the 

American Staffing Association, leveraged the search 
experiences of nearly 1,200 job candidates across 
varying skill types to help identify what it takes to 
reach and engage today’s top talent. The good news 
is talent is mobile and open to new opportunities. 
In fact, 57% said they expected to be working at a 
different company in the next year, and nearly 90% 
are open to leaving their current position if the right 
opportunity comes along. People are open to change, 
but how can your company differentiate itself from 
the competition and move someone from awareness 
(of your company and services) to engagement, and 
ultimately to advocacy?

The first step is understanding the perceptions 
candidates have of the staffing industry. One of the 
things made most clear by the research is that many 
job candidates have outdated and at times just plain 
erroneous perceptions of the industry, hindering a 
staffing company’s ability to attract top talent.

So what opportunities do staffing companies have 
to transform skeptical and misinformed job seekers 
into engaged, loyal candidates? The answer starts at 
the very foundation of your business model. That is, 
the way you deliver service to candidates looking for 
employment. 

A successful strategy must begin with the candi-
date experience.

Satisfaction Metrics,  
Smart Tactics

One metric aimed at measuring candidate expe-
rience is Net Promoter Score, or NPS, a widely 
used survey product developed and licensed by 
Bain & Co., Fred Reichheld, and Satmetrix 
Systems. NPS simply measures candidates’ likeli-
hood to recommend the staffing company they are 
working with to a friend or family member. The 
score ranges from -100 (none of the candidates 
would recommend the company —i.e., everyone is 
a “detractor”) to +100 (everyone is a “promoter” of 
the company). 

In 2018, the NPS for the staffing industry overall, 
as rated by placed candidates, hovers at 24—a pretty 
mediocre score, and certainly nowhere near an advo-
cate-level score of around 50. Unfortunately, these 
poor service benchmarks are not new; the staffing 
industry recorded virtually identical scores in 2016 
and 2017.

As the satisfaction survey partner of the Amer-
ican Staffing Association, Inavero has in recent 
years identified hundreds of staffing companies 
committed to delivering consistently remarkable 
candidate experiences. The Inavero Best of Staffing 
program recognizes companies with an NPS of 50 

3 Most Common Misperceptions About 
Working With Staffing Companies

Roughly three in four candidates believe staffing 

companies can get them more interviews and 

improve their marketability. 

55%
think staffing and 
recruiting companies 
have selfish motives.

55% think staffing and recruiting 
companies are all the same.

think staffing and recruiting companies 
are primarily for people who can’t find 
a permanent position on their own.39%
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or higher. These are agile organizations that are stra-
tegically and successfully engaging with talent.

However, the candidate experience some staffing 
companies deliver has created a crisis of confidence 
with many job seekers, who are unsure of what to 
trust and believe about the staffing industry. Because 
of some bad actors, many job seekers have come to 
expect poor experiences with staffing companies, 
fueling a negative reputation that impedes every 
staffing company’s ability to build a robust talent 
pipeline, fill job orders, and increase sales. 

Measuring and improving the candidate experi-
ence at your company creates the foundation that 
will empower your recruiters, account managers, and 
others to turn job seekers into engaged candidates. 
It’s important to note that the candidate experience 
is something that only the candidates you serve can 
define. You can set the process, train your employees, 
and set expectations, but your candidates will ulti-
mately be the ones who most effectively tell your 
story—so give them something good to talk about. 

Strategic Messages,  
Effective Delivery

We’ve already addressed some of the most 
common misconceptions job candidates have about 
staffing companies. On the flip side, what would 
they find valuable? What do they want to get out of 
partnering with your company? 

While the decision to work with a staffing 
company is nuanced, more than half of the job 
seekers surveyed for the Candidate Influence Report 
said they would work with a staffing company for 
two main reasons: 
n To expand the number of qualified opportunities 

they could be considered for (i.e., legitimate job 
openings from companies planning to hire)

n To gain expertise surrounding the job market 
(i.e., insight into companies that are hiring, other-
wise unpublished opportunities)

If we look at the outcomes most job candidates 
expect when working with a staffing company, 
several strategies begin to emerge. For example, the 
top deliverable candidates want from staffing compa-
nies is a good bridge to permanent employment. 

This has been a bedrock of communication from 
the staffing industry for a decade, and remains 
true in today’s environment, especially for career 
changers and those looking to expand their breadth 
of experience. However, in today’s job market, 
several other factors also rise to the top.

Beyond bridging to permanent employment, 
other key traits of the staffing value proposition 

start to gain clarity from the research as well. 
Roughly three in four candidates believe staffing 
companies can get them more interviews and 
improve their marketability. Ranking nearly as 
high is the notion that staffing companies can 
get you hired more quickly, offer access to top 
companies within their space, and provide greater 
flexibility.

How well are you communicating these value 
points to your community of job seekers? Perhaps 
even more importantly, how well are you delivering 
on them?

Effective recruiting goes beyond the right value 
proposition. The best staffing companies also 
have a clear understanding of what is motivating 
people to leave their current job and why they 
would accept a position you’re offering them. 
While compensation is a key driver for many 
candidates, the reality is that more than two-
thirds left their most recent position for a reason 
other than compensation or benefits. Challenges 
with their immediate manager, a perceived lack of 
growth, and feeling overworked or burnt out were 
mentioned nearly as often. >>>

What Candidates Want  
Staffing Companies to Deliver

A good bridge to permanent employment

More interviews than searching on their own

81%

76%

76%

73%

71%

70%

Increase in their marketability as a candidate

Access to top jobs in their space

Increase in how quickly they get hired

More job options and flexibility 
than searching on their own
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their recruiters have the same training, same processes, 
same expectations, and same incentive structure. 

So why does Recruiter A create passionate, loyal 
fans while Recruiter B becomes a brand assassin? 
The data suggests it largely has to do with empathy 
and personal connection. A recent study by the 
University of Michigan found that, over the course 
of 15 years, training physicians to apologize when 
they make a mistake and offer compensation to the 
aggrieved party cut the likelihood of a claim being 
filed by 58% and lowered the average cost per claim 
by half. People don’t expect you to be perfect, but 
they want to know that you care. The top predictor 
of NPS with job candidates during the onboarding 
process is how well they felt the recruiter got to 
know them as a person. Issues will happen, but typi-
cally a responsive, empathetic approach to resolving 
them will avoid permanent harm to the relationship.

If caring more really matters, how can your 
staffing company use that knowledge to improve? 
The answer is prefaced by the quality and type 
of recruiters at work for your company. Having 
worked closely with staffing companies for more 
than a decade, I’ve found there are three types 
of recruiters. The first type are high-empathy 
recruiters. They will deliver exceptional service and 
go the extra mile no matter what because it is in 
their DNA. They are rare and should be cherished. 

The second type of recruiters are also rare. This is 
the group that will never be able to deliver excep-
tional service consistently because they just don’t 
care that much about the job candidate. They likely 
would be more successful in other roles or other 
industries, because you can’t fake caring. Eventually 
this lack of authenticity will catch up with them and 
your company.

The third type of recruiters are by far the largest 
group in the recruiting universe. These recruiters want 
to do right by job candidates, but their service levels 
slide as they get busy—especially if their incentive and 
recognition structure doesn’t reward service excel-
lence. This third group is where a staffing company 
can have the greatest impact on its recruiting efforts.

Build a process that consistently delivers a high-
touch experience—especially during key moments in 
the candidate journey—such as the post-placement 
interview, the first and last days of an assignment, 
and other stressful and impactful times throughout 
the assignment. Train your team members to go the 
extra mile—but most importantly, create a measure-
ment and recognition program around service and 
celebrate those who deliver exceptional service. They 
are the ones who are building the service foundation 
for your success now and in the future.

Short commute

Career growth potential

Company culture and reputation

Beyond Compensation: What 
Makes Candidates Say ‘Yes’

Often staffing companies can merely influence 
the compensation plans offered by their clients, so 
what other aspects of a position matter? Beyond 
compensation and benefits, the most important 
aspects of a position, surveyed job seekers said, are 
the commute, growth potential, and the company’s 
culture and reputation.

Stellar Service,  
Quality Recruiters

Each year for the past decade, Inavero has 
announced and helped celebrate the staffing 
companies throughout the U.S. with the highest 
satisfaction rates among the talent they place—
Best of Staffing winners. Every year I get asked the 
same question: “What do the best service providers 
do differently?” And every year, I have the same 
answer: “They try harder.”

I’m keenly aware of how frustrating that response 
can be—but unfortunately, it’s true. Further compli-
cating things is how differently employees from the 
same company perform their jobs. For example, there 
are many large staffing companies with recruiters 
delivering world-class service while a peer sitting one 
desk away is creating more detractors than promoters. 
This amount of variance is common within midsized 
and large staffing companies, despite the fact that 

Build a process that consistently delivers  

a high-touch experience, especially during  

key moments in the candidate journey.
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Sales Authenticity,  
Reliable Reviews

My wife and I recently went through a process I 
strongly recommend avoiding: shopping for a new 
mattress. As most people do, we wandered through 
a number of mattress stores with a pack of commis-
sion-hungry sales wolves following us around and 
offering every little detail about each mattress. 

Let me be clear: I am the least qualified person 
on the planet to choose a good mattress from a bad 
one. Over the course of nearly a year during college, 
I slept on a Coleman inflatable camping mattress 
each night and was still capable of logging more 
than eight hours of blissful slumber. That said, as we 
were sold on coil counts and levels of edge support, 
the one thing that was consistent throughout was 
that every mattress they told us about was the best 
mattress for us, in their opinion. They lost what 
little trust I had in them, as it became clear they 
cared more about their commission check than 
about my restful sleep.

We left the stores and turned to reviews provided 
by people who had made similar decisions. Many 
of you have been in similar circumstances. Perhaps 
it was a new television or a new car. The point is, 
we are immediately skeptical of someone telling 
us a decision will be great if they directly benefit 
from us making that decision. That’s why it isn’t 
surprising that job seekers rank a referral from 
a friend or colleague as the single most trusted 
source on staffing company quality. Nor is it 
shocking that the next most trusted source is not 
your recruiting team or your website, but online 
reviews about your company.

Candidates say they trust online reviews eight 
times more than they trust the advertising paid 
for by your company. Clearly, today’s job seekers 
want to hear directly from the candidates who have 
worked with your company. 

It isn’t enough to tell people how good you are—
you must now create an experience worth talking 
about, and then encourage people to talk about 
it. In the Candidate Influence Report, the results 
reveal that candidates are twice as likely to engage 
with a staffing company with four or more stars 
than a staffing company with less than three stars. 
And eight in 10 job seekers view online reviews as 
either “fairly” or “extremely” accurate. Fair or not, 
what people say about you online matters, and the 
research shows the younger they are, the more influ-
ence the reviews will have.

Improving the candidate experience at your 
company provides a path not just toward more 
placements in the immediate future, it also provides 

a more efficient and profitable path toward sustain-
able growth—powered by word-of-mouth, reputa-
tion, and consistently remarkable service. n

Eric Gregg is founder and chief executive officer of Inavero, an 

ASA corporate partner and the association’s satisfaction survey 

partner. With more than a decade of experience researching 

staffing best practices, Gregg and his team have analyzed more 

than 1.5 million staffing client and job candidate surveys with 

the goal of determining what drives success in the staffing and 

recruiting industry. He currently hosts and co-produces the 

quarterly ASA State of the Industry webinar series, providing 

staffing companies with timely research, legal updates, and 

practitioner advice to help grow their business.

Talent’s Most Trusted Sources 
When Determining Staffing 
Company Quality

Referral from a 
friend or colleague

Online reviews

Interactions with staffing 
firm’s recruiters

Staffing company’s website

Testimonials from other candi-
dates they’ve worked with

Independent, third-party awards

An advertisement for the staffing company

Download  
the 2018 
Candidate 
Influence  
Report at 
inavero.com/ 
2018-report.

55%

46%

34%

30%

22%

19%

6%
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