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Understand the Labor Market

• Your principal data sources: public and 
private

• What new businesses are coming to town

• The skill sets that local employers are saying 
they need

You need to know:



Understanding the Labor Market: 
A Questionnaire

1. What are the major industries in your area (emerging, 
growing, stable, and declining)?  Are they service or 
manufacturing?  Are there connections among them?

2. Who are the major firms? Are they large or small?  Is 
ownership local or are they “branch” locations or national 
or multi-national firms?  Are they active in the area’s civic 
life (including participation on the Workforce Investment 
Board) and community service activities?



Understanding the Labor Market: 
A Questionnaire, (cont’d)

3. What are the current and projected labor needs of those major firms?  
Is the labor demand growing or declining (and in each case, why)?  
What does the occupational structure of each industry look like? What 
kinds of skills/needs does it have and how many workers in each skill 
level?  Is this structure changing because of new forms of work 
organization or new technologies?

4. What specific skills and job opening in these major companies best fit 
the training activities your clients are receiving?  Why are these 
positions most difficult to fill?  Are some firms having real problems 
with turnover?

a. What are the labor market problems of those firms?
b. Are there specific shortages?
c. What are their hiring standards and what hiring 

mechanisms do they tend to use?



Labor Market Data Resources
• Bureau of Labor Statistics – www.bls.gov gives 

information on employment, labor force participation, 
jobs and wages and local economic information.  

• Local government – every state has a labor market 
information agency and produces a wide range of 
information

• Chambers of Commerce – may have data on the local 
and regional labor markets

• www.auber.org/links.htm – provides a list of links that 
can assist with local and state labor market   
information



Marketing
Develop a Marketing Strategy

1. Identify potential employers through your labor 
market research

2. Research the cost benefits to hiring through your 
agency as compared to a placement service 
agency

3. Follow-up with the employer

4. Mix the techniques so something is always  
running



Open vs. Hidden Job Market
• Open market jobs-advertised in public venues such as 

newspapers, internet or public signs- account for 20% of all 
jobs

• Hidden market- positions are never advertised and make-
up 80% of all jobs

• In a recession, open market jobs are rare and competition 
is high.  

• To reach the hidden market you must use existing contacts 
or create new relationships (see handout)



Marketing Tips for Job Creation
• Do not design your promotion to interest 

you, or to talk about yourself. Instead, 
design it to interest your employers and to 
talk about them 

• Job placement success is in direct 
proportion to the amount of face time you 
spend with employers



Marketing Tips, (cont’d)

• Be yourself. Sincerity, integrity and confidence are 
your three strongest allies. 

• Doubting a candidate’s ability is the number one 
obstacle for job developers dealing with candidates 
that are viewed less than the ideal worker. 

• Concentrating on employer needs is the focus that 
gives confidence in candidates.

• Do not focus on charity or altruism-focus on a 
solution.



Marketing Tips, (cont’d)

• Most people say “no” five times before they say “yes” to 
a new idea or product. When approaching employers, 
your strategy must allow you to go back to them 
repeatedly after the first “no, thank you”

• A strategy based on the needs of the participant will 
allow you to approach an employer only once or twice 
and no more.

• The key to successful marketing promotion is to 
continually repeat your message



Marketing Tips, (cont’d)

• Ask an employer within the first three months of 
hiring what made him/her choose your service? 
What did you offer that made your service 
attractive? From this information, enhance and 
improve those desired elements of your 
services.

• Most employers are attracted to the same 
benefits - becoming known for these benefits will 
help you secure a piece of the job market



Creating Jobs in Rural Communities

• Identify the entire labor market- Who are the 
employers? What are the jobs? What are their 
specific needs?

• Recognize that rural communities hire through 
connections (rural communities are entirely a 
hidden job market - networking works well in this 
situation) - solicit community leader support/ 
community support



What Do You Say to Employers?
Good Opening Line
― “We would like to get to know you so we can see if there is 

some business we can do with you”

Better Opening Line
― “We are trying to build an effective employment program to 

help out employers in these tough (recessionary) times. We 
know that we need to get to know local employers needs first.  
I’d like to meet with you to discuss your hiring needs and 
issues and use that to help me build my employment 
program.”

Remember: Employer’s needs first



What Do You Say to Employers? 
(cont’d)

• Focus on your support to their business if they 
hire your participants
– You are available to assist on a regular basis and 

support the relationship through commitment
• Inform them of the added value of older workers 
• Inform them of the unique solution not well 

known to other employers (part time/benefits 
already paid for some)



Important Aspects of the Employer 
Relationship

• Price - you are the least expensive 
labor option

• Service - you provide extra services to 
the hiring decision

• Partnership - you anticipate needs and 
provide extra value to the relationship



What Not to Do

• Focus on one placement at a time;
• Look only at the present time;
• Start and stop your marketing strategy;
• Fail to demonstrate a “help you” message
• Do too little or be inconsistent; and 
• Fail to prepare, be unenthusiastic or 

demonstrate lack of belief in participants.

Do not:



Stay Motivated!!!!!

“Once you learn to quit, it becomes a habit”
-Vince Lombardi
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Job Development Strategies 
 
Job Development refers to the work of SCSEP staff to develop job openings through direct 
employer contacts for SCSEP participants seeking unsubsidized employment. The individuals to 
be assisted through job development normally require extensive assistance in obtaining and 
maintaining competitive employment consistent with their abilities and skill levels. 
 
Job Development is one of many components of an unsubsidized placement plan that requires 
negotiation with employers on behalf of the right individual to fill the job opening. The 
following tips are designed to help you in your efforts to develop jobs in the public and private 
sectors. 
  

1. Know Your Product:  Job development is basically a sales job. The product you are selling 
is the participant. It is therefore important that you know the product well. That is, you need 
to know the participant’s skills and abilities once you have worked with the employer to 
identify the job. 

2. Know the individual participant:  If you are not already working with the participant and 
don’t know a lot about them, you must take the time to get to know them before developing a 
job for them. You have to know their skills and abilities and the kind of job they want. You 
must even know their personality if you expect to make a good match with an employer’s 
personality.  

3. Develop a job for the individual:  Remember that an employer hires an individual – not a 
program. While you will establish relationships with employers, it is still the individual 
participant that they hire. Develop jobs and promote (sell) the individual participant, not just 
the program. 
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Job Development Is Ongoing 
Job development should be consistent and ongoing, not just when you think it is needed. As 
such, it requires planning and follow-through. 

 
Create a job development plan: 

A good plan has specific, measurable, time driven action steps for which someone can be held 
accountable. Keep this in mind when writing your job development plan and develop 
the specific action steps that must be taken. Your plan should also have specific, 

measurable goals. (If we know we have to hand out 50 flyers, we are more likely to 
actually hand out 50 flyers than if we simply know we have to hand out some 
flyers). Likewise, we are more likely to get around to doing something when we 

have a specific deadline to meet. (Knowing we have to hand out 50 flyers by the end of 
this month makes us more likely to plan and do it this month rather than wait until we “get 
around to it.”)  Set goals and deadlines for yourself in your job development plan. 
 

Follow-through: 
Developing a good plan is only the first step. The next step is to make sure you implement your 
plan.  Below are two ways to ensure follow-through on your job development plan: 

1. Keep a calendar of action steps. Once you have determined your action steps and the 
deadline for each action step, plot the action steps on a calendar at which you will always 

be looking. You will then know when each step has to be done in order to meet the 
goal and deadline for that action step. Make the calendar as detailed as necessary – 
show the action steps by the specific day, week or month, depending on what is 
appropriate for that step. 

2. Monitor your efforts. You have to hold yourself accountable for completing your action 
steps. Make sure that you are monitoring what is being done to follow-through on your job 
development plan. Check ahead of time to make sure progress is being made toward the goal. (If 
something needs to be done ten times by a certain date, check ahead of that date to ensure you’re 
making progress toward that goal.) 

Network! Network! Network! 
The three most important words in job development are network, network, and network. Before 
getting into the specifics of networking for SCSEP, however, it is valuable to review some 
fundamental principles of networking.  

Networking should be planned: 
Networking should not be something that you just do – it should be something that you plan and 
on which you conduct follow-up. While some networking may be spontaneously reacting to an 
opportunity, there are advantages to having a networking plan. A plan allows you to start your 
networking knowing what you wish to achieve and the steps for how you plan to achieve it. 
Having a plan lets you know what you have to do, when you have to do it, and the outcome you 
expect. It allows you to focus your networking energies where you want, and to direct your 
energies where they will have the most benefits for your program.  
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Networking is on-going: 
Networking is not something that can be done for short periods of time. It is an on-going process. 
You should always be “working the net” toward your goals. Since people and programs change 
there is always someone new with whom you should be networking. And you should always be 
ready to expand your network at any opportunity. And always, always, ask for referrals from 
those you know to those that they know. 

Being successful at networking requires giving as well as receiving. Remember, networking is 
about building relationships that are mutually beneficial. 

Networking can be in places you’ve never considered: 
The same thing we tell job seekers applies to networking as well – never overlook a possibility. 
You can never be sure who might know who, and to whom that person may lead you. So always 
be ready to network in places you’ve never considered. 

Using Your SCSEP Network: 
The Senior Community Service Employment Program (SCSEP) comes with a “built-in” 
network. Unfortunately, we often overlook our own network when we think about networking. 
This built-in SCSEP network is actually the easiest, and perhaps the best, place to start your 
networking. For one thing, you already know most of the people and your networking should 
start with the people you already know. You also have something in common with these people 
and what you have in common is something where you are the expert. So don’t overlook the 
SCSEP network. It can include the following: 

Program participants: 
Participants who are in the field contacting employers can provide you with valuable information 
about employment in the community. Use the knowledge they gain from their experience. 

Host Agency supervisors: 
The people who are receiving the help provided by your program participants should definitely 
be helping you network. They are receiving a tremendous benefit from your program, and they 
should realize that the benefit comes with responsibilities. There are numerous things they 
should be doing to help your program and helping you to network is just one of them. They 
know employers – use that information. 

Advisory Board members: 
The members of your advisory board should be, and probably are, people who are well-
connected in the community.  Their connections make a good starting point for your networking 
campaign. 

Networking in the Community: 
A well established community network can help provide a steady supply of job leads for your 
program. Establishing such a network is hard and time-consuming work that will take some time 
to come to fruition. Nevertheless, the effort you put into establishing a network will pay back 
many dividends for years to come. Some things to consider about networking in the community 
include: 
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Everyone 
loves to 
give advice 

Start with who you know: 
Start with people you know who seem well connected in the community. Ask 
for their advice. Then ask them for referrals to other people with whom you 
should connect. Contact these new people using the name of the person who 
referred you. They will be more receptive to you if you have a mutual 
acquaintance. Meet with them, and ask them for referrals.  

 

Get lists of agencies and organizations: 
If you are going to make “cold” calls on agencies and organizations, start with places that might 
provide lists of many agencies or organizations. Get a directory that lists all the agencies in each 
level of government where you operate. Chambers of commerce often have community 
directories with contact names. A list of United Way members could be very helpful. Make a list 
of individuals in your community who can help you find others. 
 
Everyone always needs a speaker for their program: 

Many organizations that have regular meetings are often in search of new speakers for 
their meetings.  Find the person in charge of securing speakers and volunteer yourself 
as the speaker for one of their meetings.  The attendees at this meeting provide you a 
new network with which to connect.  

 
 

Always follow-up promptly: 
Whenever you meet someone new be sure to get their contact information and follow-up 
promptly with a letter telling them how much you enjoyed meeting them. Do not use this letter to 
push a “hard sell” of your program – that can come later. You are simply establishing yourself as 
someone with old fashioned courtesy, and you will stand out in their mind. (You are basically 
following the same advice that we give to job seekers.) 
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Program Wide Job Development 
 
 
Job development is not something to be done just by job developers. There are also things that 
should occur program-wide. These things are often done by the project director or someone to 
whom they delegate these responsibilities. 
 
Coordinating with local resources: 
There are a lot of local resources which can aid a program’s job development efforts. These may 
include, but are not be limited to, local One-Stop Career Centers, other older worker programs, 
other employment programs, community colleges, adult education programs, other non-profit 
agencies and government agencies. The program should be coordinating their efforts with these 
other resources as much as possible. 
 
Advisory Council Members: 

Advisory council members can offer valuable advice on how to plan and 
conduct a job development effort in the community. They should possess 
a lot of information about the community and about job development. 
Use their knowledge. 

 
Using the Media: 
One way to get the word out about your program and your participants is through the local 
media. Some things to consider when planning a media campaign include: 
 
Do your homework: 
Make sure you know your local media. You should keep, and constantly update, a list of all 
media outlets in your community, and contact persons for each. Furthermore, find out which 
ones are most likely to reach potential employers for your program. Which newspapers do 
employers read? What radio stations do they listen to?  
 
Get articles printed in newspapers: 
Anyone can buy advertising but a savvy program manager gets stories in their local newspapers. 
What you do has human interest about which newspapers, especially local or special interest 
papers, like to print. Approach them about doing a story–about someone interesting whom you 
helped get a job. Make it someone in their local area, or a member of their target population. 
Offer to write the story or help the writer if necessary. Stick to the newspaper’s guidelines and 
make them want to do more with you. 
 
The electronic media – television, radio and cable access: 
Radio is much easier to get on than television. There are probably radio talk shows in your 
community with potential employers in their listening audience. They’re always looking for 
someone to interview so get yourself on one of those programs. The same is true for cable access 
community shows. You, too, can be a media star! 
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Don’t overlook other media outlets: 
Don’t overlook church bulletins or organization newsletters. Networking is a good way to get 
into these media outlets. Get something about your program in them as well. They reach lots of 
potential employers.  

 
Create your own media outlets: 

 Find strategic places (local stores, libraries, senior centers, etc.) to put up signs or 
posters. Keep brochures or flyers in places where a potential employer might find 
one. Be creative! Be clever! Don’t let yourself be limited by self-imposed artificial 

constraints. 

 
Feedback & Follow-up: 
If you are serious about improving your job development strategies you must get feedback and 
conduct follow-up activities.  Evaluate your effectiveness and determine ways in which it can be 
improved. A commitment to continuously improving your job development strategies is 
necessary if you want your job development efforts to be effective. Some things to consider 
include: 
 
Keep track of what you are doing: 
Keep detailed records of all your job development efforts. Know what you are doing, when you 
are doing it, and how much of it you are doing. This baseline knowledge is necessary for 
determining if your efforts are effective. Every potential employer you encounter should be 
asked how they heard of your program, and this information should be recorded and tabulated. 
This will provide you with data to analyze your efforts for their effectiveness.  

 
Evaluate the effectiveness of what you are doing: 
Periodically analyze the data you’ve collected to determine what is working and what isn’t 
working; which networking leads have helped and which ones haven’t helped; which media 
outlets are reaching potential employers for your program and which ones don’t produce any 
jobs or interest in your program; which messages seem to result in job leads and which ones 
don’t. It is also a good idea to periodically ask your staff, peers, advisory council members, 
supervisor, and any others you can think of for their thoughts on the effectiveness of your job 
development efforts.
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Labor Market Questionnaire 
 
1. What are the major industries in your area (emerging, growing, stable, and declining)?  Are 
they service or manufacturing?  Are there connections among them? 
___________________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
2. Who are the major firms? Are they large or small?  Is ownership local or are they “branch” 
locations of national or multi-national firms?  Are they active in the area’s civic life (including 
participation on the Workforce Investment Board) and community service activities? 
___________________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
3. What are the current and projected labor needs of those major firms?  Is the labor demand 
growing or declining (and in each case, why)?  What does the occupational structure of each 
industry look like? What kinds of skills/needs does it have and how many workers are in each 
skill level?  Is this structure changing because of new forms of work organization or new 
technologies? 
___________________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
4. What specific skills and job openings in these major companies best fit the kind of training 
your clients are receiving?  Why are these positions difficult to fill?  Are some firms having real 
problems with turnover?  If so: 
 

a. What are the labor market problems of those firms? 
b. Are there specific shortages? 
c. What are their hiring standards and what hiring mechanisms do they tend to use? 
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What is the Hidden Job Market? 
 

 
It is estimated that only 20% of all jobs are ever advertised.  This means that 80% of jobs are 
filled by companies who never advertised the position.  Instead, these positions are filled by 
referral, the “who do you know” method of recruitment.  This is your hidden job market. So, 
while keeping an eye on newspaper advertisements and internet job search sites is important, the 
percentages are in your favor if you investigate the hidden job market. 
 
Unadvertised Jobs:  Information about these jobs is available through employee referrals and 
personal contacts. 
 
Home Based Businesses:  Includes telephone sales, childcare and various services. 
 
Independent Contracting:  Offers short-term professional services to many customers.  
Customers could include small companies as well as large corporations. 
 
Independent Sales:  Includes outside sales persons and brokerage services as well as specialized 
import/export services. 
 
Network Marketing:  Includes home-based businesses where income is received from both 
personal sales and from the recruitment and training of others (Amway, Tupperware, etc.) 
 
Consulting Services:  Selling your time and knowledge of a subject to several different 
customers.  Customers could include small companies as well as large corporations. 
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Ways to Access the  
Obvious and Hidden Job Markets 

 
 

Advertised Jobs (the Obvious Job Market) 
• Newspaper ads (large and small papers) 
• Internet search 

Post your resume for employers to view 
Apply on line to job openings 
Create an account and have job notices sent to you 

• Temp agencies (temp to perm) 
• Go in person to complete application – interview on the spot – job fairs, etc. 
• Business advisory councils (employers who support program) 
• One-Stop Centers (self search) 
• Help wanted signs posted in windows 
•  

Unadvertised Jobs (the Hidden Job Market) 
• Shadow in workplace for a day or week 
• Workplace observation - may discover a position or need about which the employer is not 

aware 
• Personal rolodex: check back with your contacts periodically 
• Chamber of Commerce meetings (don’t have to join, get warm leads from contacts) 
• Volunteering with an employer – you get to know them and they you 
• Church Members/Events/Functions 
• Social Clubs (dance, book, craft, etc.) Members/Events/Functions 
• Phone Book 
• Professional associations - Members/Events/Functions 
• Networking (you and your client) 
• Neighbors 
• Personal phone book of friends, relatives (let people know you are job searching and 

what you are looking for) 
 
How to find the Hidden Job Market 
The best way to find the hidden job market is to: 
 

1. Identify types of positions in which you are interested (retail, health care, customer 
service, etc.) 

2. Find specific potential employers 
3. Find contacts within the target employer 

 
1.  Identify types of employers 
Identify the companies and organizations in which you are interested.  There may be companies 
with which you are familiar and many more about which you have no knowledge.  Most 
positions are located in smaller businesses. 
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Consider: 
• The kind of work you want to do; 
• The skills sets you want to use; and 
• Where you want to live. 

 
Information to look for: 

• Who hires people who do what you want to do? 
• What employers are in your geographic area of interest? 
• Who do you already know? 

 
2.  Find and contact specific potential employers (that are not advertising): 
 

• Networking (see other handout) Tap into your network of contacts to identify potential 
employers. 

• Yellow and White Pages –seems old-fashioned, but still the fastest way to find a listing 
of employers in a specific city or area. 

• General Job Search Sites- Find positions that use your skill sets.  What types of 
employers are hiring for those positions? 

 
3. Find contacts 
 

• Networking (see other handouts in networking section of the tool kit) 
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Best Sources Of 
Unadvertised Job Openings 

 
 

PEOPLE 
More job leads are obtained through friends/relatives/acquaintances than any other way.  
Talk to your friends- the ones who are employed now.  Do not be afraid or ashamed to tell 
them you are unemployed and looking for work. Ask them to let you know as soon as they 
hear of a job opening in your field.  Be persistent!!  Do not hesitate to remind them more than 
once. 
 

PEOPLE TO CONTACT 

• Family I see often. 

• Family I do not see often. 

• People I think of as friends. 

• People who are friends of my friends. 

• People in my neighborhood. 

• People in church or club. 

• People I know in the service. 

• People I knew in school. 

• People with whom I formerly worked. 

• People I see often, but do not really know 
 (parents of [children’s] friends, doctors, grocers, etc.) 

• Former employers. 
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Key Marketing Strategies When  
Building Relationships with 

Employers/Businesses 
 

 
1.  Know Your Customers – What They Want and Expect 

 
Before you meet with an employer, do your homework and know what service/product the 
employer provides.  Conduct an Internet search and, when you find their website, check out the 
“news” section to see what innovations/accomplishments the employer/business is promoting in 
the community.  You will impress them and be better able to meet their needs if you know 
something about them.  Questions to answer before your meeting (if you can): 

 

• Who are this company’s primary customers? 

• What distinguishes this company from its competitors? 

• What types of positions does this company have? 

• How does this company typically recruit? (where and how) 

• Does this company contract with any other businesses? 

 
2.  Articulate The Services You Offer – Have A Great Opening Line 
 
Prepare a pitch in which you can describe the benefits of your Senior AIDES Program in 30 
seconds or less.  This is a trick Executives use because you may only get 30 seconds of 
someone’s time.  For example:    
 

“Have you ever considered senior workers?  Let me tell you about my Senior Aides 
program.  At any given time, I am helping as many as (insert your authorized 
number) senior workers get a job.  Senior employees are skilled and dependable.  
Because of their experience, they bring a maturity to the workplace that has a 
positive effect on those around them.  Ability is Ageless.” 

 
3.  Study The Local Business Community 
 
Read the business section of your paper every day.  Reading the paper will keep you informed of 
the environmental issues facing local businesses, what steps businesses are taking to grow and 
progress, what businesses are in trouble and why they are in trouble, what businesses are 
innovating and being recognized for their work. 
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4.  Consider Your Business Card As An Essential Marketing Tool 
 
At a networking event, you need your business card and your co-second pitch.  Collect business 
cards from whomever you speak with and if you need to, jot down on the back of the cards you 
collect, reminders of the person and how they might help you. 
 
5.  Use Past Partners To Make Connections And As References 
 ___________________________________________________________________________ 
 ___________________________________________________________________________ 
 ___________________________________________________________________________ 
 
6.  Build Business Friends 
 
Example:  If you sit on a Board with employers, invite them to lunch to talk about the work that 
you are doing on the Board together as well as help them to et to know you better. 
 
7.  Keep Track Of Your Marketing Activities 
 
By keeping track of your activities, you will find out what works and thus can target your time 
and efforts more effectively.   
 
Example:   If you find that employers you meet through Chamber of Commerce events are the 
ones that hire your Senior Aides and that employers you meet at Job Fairs, don’t…then you 
know to focus more of your effort on getting to know more Chamber of Commerce members. 
 
8.  Build “Credit” With Your Business Partners 
 
If you have a chance to do something that helps a business partner, then that business partner will 
remember that favor and help you in return if and/or when you ask.  Don’t ask for a favor if 
you haven’t first done something to help the business partner. 
 
9.  Ask For The Interview 
 
If you want an employer to interview/consider Senior Aides for job openings, just ask them. 
 
• How many people are they interested in seeing? 
• Does the employer want to set up the interview or can the Senior Aides Program staff set up 

the interview? 
 
10. Provide Outstanding Customer Service 
 
• Identify and prepare Senior Aides for the upcoming interviews.  Send your best matches for 

the position and if you can, send more than one so the employer can choose the best fit for 
his/her needs. 

• Recognize employers that hire Senior Aides publicly (in as many ways as you can: in the 
press; at events where they can get a certificate; etc.) 

• Survey employers informally or formally to keep in touch with what their current needs are 
and how your program can best help them. 




