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ALABAMA UNEMPLOYMENT
2.9% - January 2024
2.7% - September 2023
2.5% - September 2022
3.0% - September 2021
3.0% - September 2019

Alabama Comprehensive 
Unemployment Rate*

*SOURCE: https://fred.stlouisfed.org/series/ALUR

US Healthcare 
Unemployment – 2.2%

Presenter Notes
Presentation Notes
Even before the pandemic, Alabama has experienced some of the lowest unemployment numbers we’ve ever seen.  In recent months we’ve all heard about an increase in layoffs in certain sectors – like national tech companies.  But in Alabama, that increase has been minimal – and might indicate more people coming back into the labor market that set out for a while rather than a huge jump.

Compared with the rest of the nation – we’re a full 1% point below.  Tennessee is at 3.5, GA at 3.1 and MS at 3.2.  And Healthcare unemployment is still nonexistent – a mere 2.2%.  



HIRING CLIMATE: Alabama CNAs

Relative supply
Low
39 candidate per opening

Typical posting duration
Average
56 Days

Your competition
Decreasing
17.79 % lower

Competitive concentration
Slightly dispersed
Mix of minor and major employers

Presenter Notes
Presentation Notes
Let’s dive into our Gartner – Talent Neuron Dashboards by licensure levels in Alabama – 
Candidate supply is low
Positions take at least 2 months to fill



Relative supply
Low
24 candidate per opening

Typical posting duration
Average
62 Days

Your competition
Decreasing
16.96 % lower

Competitive concentration
Slightly dispersed
Mix of minor and major employers

HIRING CLIMATE: Alabama LPNs

Lessdifficult Very difficult

7
Difficult

Presenter Notes
Presentation Notes
LPN’s are a bit tougher  A little more than 2 months to fill a position



HIRING CLIMATE: Alabama RNs

Lessdifficult Very difficult

7
Difficult

Relative supply
Very low
16 candidate per opening

Typical posting duration
Average
64 Days

Your competition
Decreasing
16.36 % lower

Competitive concentration
Slightly dispersed
Mix of minor and major employers

Presenter Notes
Presentation Notes
RN’s the hiring time increases a few more days.  Supply is Very LOW.  



• Recruitment & retention are a mobius circle
• For every employee retained, businesses save 

months of productivity
• In a tight labor market, business can’t replace 

like they did pre-pandemic
• The great resignation is influencing employee 

sentiment
• With remote opportunities increasing, leaving a 

job for a more lucrative opportunity is easier for 
suburban/rural professionals

Do You Have a Retention Strategy?

Presenter Notes
Presentation Notes
Businesses can no longer afford to hire replacements on a consistent basis. Even if a company hires a talented replacement, it would still take three to four months for the recruit to settle. Plus, there is no certainty whether the new recruit will be able to communicate and complete tasks on deadline with the same proficiency as the previous worker.
It makes more sense for organizations to view recruitment and retention through the same lens. It is a mobius circle that ultimately works in favor of organizations. In fact, organizations that focus on recruitment and retention strategies in the same breath drive growth faster. 

Furthermore, long-term retention of the workforce makes it easier to build valuable work relationships and communicate on a grander scale. It also allows employees to count on each other’s support and ensure commitment.

Therefore, the endgame for companies should not just be about effective recruitment. Retention should also be part of it as it motivates employees and leads to positive reinforcement. Realistically, a high turnover rate also increases the overall expenses and demoralizes the workforce. 
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Experience Ranges
• 19% have 10 or less years
• 17% 11-20 years
• 36% 21-40 years
• 28% more than 40 years

Survey Respondents

Presenter Notes
Presentation Notes
We conducted our nursing survey late 4Q last year.  We’ve been doing this for several years, and it helps us to understand the trends and factors that affect us right here at home, rather than looking at national surveys.  In today’s economy – there’s a big difference between what we experience here in the South and what’s happening in some of our other markets like New Jersey, Cleveland or even Portland.  Unemployment is much higher in these areas – and factors can change from city to city.

We like to understand a little about who we’re talking to, so that their responses about job satisfaction and what they are looking for in a new employer are taken in a larger context of who they are – what they care about.  The nurses who responded to our survey have been in nursing for a long time – nearly 2/3rds have been in practice over 20 years.  20% have joined the ranks in the last 10 years.  



Survey Respondents

Why did you become a nurse?

Degree Completion

Presenter Notes
Presentation Notes
Nearly ¾’s of our respondents say they got into nursing for one reason – to help patients.  I’m sure that’s something everyone in this room can relate to.  It’s not the pay, it’s not the prestige – it’s a calling.  Something more.

Nearly 50% have an associates degree or certificate.  30% a bachelors degree.



Survey Respondents

Is there a nursing shortage?

Presenter Notes
Presentation Notes
Most of our respondents believe we still have a shortage of nurses – as I’m sure most of you do too.  IT’s what you live with every day.



Survey Respondents

Why are nurses leaving the profession?

Presenter Notes
Presentation Notes
Why are nurses still leaving the profession – Only a minority believe it’s due to age or mandatory retirement.  Most still see the problem as a lack of managerial support, long hours or even workplace issues.



Survey Respondents

How likely are you to be with the 
same employer in one year?

Presenter Notes
Presentation Notes
A new question that we added to the survey helps us understand, overall, how likely nurses are to be with the same employer in a year.  57% are either confident or somewhat likely they ARE going to stay where they are.  24% are kind of neutral about the question – 19% (that’s nearly 1 out of 5) are saying nope – not likely or certainly – we’re not going to be here in 12 months.  How does that line up with your experience?  Your retention levels – 80%?  Are you churning that much?



Survey Respondents
35% have a second 
nursing job Location of 2nd Job

Why do you work a 2nd 
nursing job?

Presenter Notes
Presentation Notes
35% of workers say they are working a 2nd nursing job – They are at hospitals, in assisted living facilities, urgent care or home health for the most part.  43% are doing it for more money, 27% are looking for more hours – which is another way to say – more money.  



Survey Respondents

How satisfied are you with your current employer? – Overall Results

Changes from 2022 Survey

• Dissatisfaction has 
decreased by 10%

• Satisfied category has 
increased by 12%

Presenter Notes
Presentation Notes
Now let’s get a little deeper and to the questions that gauge what makes nurses Satisfied or Dissatisfied with their current employer.  Overall nurses there are 12% that are more satisfied than when we ran the survey in 2022.  47% are Satisfied or Very Satisfied.  Dissatisfied or Very Dissastisfield has decreased 10% since 2022’s survey – coming in at 20% - about the same amount of people who say they aren’t going to be with you in a year.  31% are just in the “ok” range.  Now let’s dive deeper.



Survey Respondents
How satisfied are you with your current employer? 
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Presenter Notes
Presentation Notes
Now let’s get to the details of job satisfaction.  When we ran the 2022 survey – more nurses were very satisfied with pay than they are today.  Most respondents are still in a good range – while the Very satisfied has decreased, the satisfied or “neutral” group has significantly increased.  So, pay isn’t necessarily a huge pain point.  Erin Thompson and I talked about pay in her most recent podcast – she mentioned to me that increases in pay are something that can make a temporary bump in satisfaction, but after a few months – impact wears away.  

In 2022 Hours dissatisfaction was higher, but overall – a little less than 60% are either neutral or dissatisfied with hours.



Survey Respondents
How satisfied are you with your current employer? 
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Presenter Notes
Presentation Notes
Time with patients seems to be headed toward the wrong end – very satisfied with time with patients moved to Satisfied or neutral, while dissatisfied decreased with an increase in very dissatisfied.  33% are in the dissatisfied range.

Staffing levels have definitely headed in a better direction – Very dissatisfied has decreased, but still – overall dissatisfaction levels total 47%.  

Work environment is also headed in the right direction.  Whether you realize it or not, your responses to the post-pandemic work culture complaints have made a difference with our respondents.  Satisfaction has increased remarkably. Dissatisfaction dropped from 50% to 23%.



Survey Respondents
How satisfied are you with your current employer? 
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Presenter Notes
Presentation Notes
The final two categories are about the praise and recognition nurses receive on the job – and the opportunities for career development and advancement.  Nurses are feeling heard and recognized to a greater degree in our last survey.  Neutral was the gainer – about 10%.

Career Development programs and opportunities have lost satisfied/very satisfied respondents.  Overall that group has dropped from 50% of respondents to 25% of respondents.



Survey Respondents

Most Important job factors

1. Staffing Levels – 48% rank #1
2. Flexible Hours
3. Higher Pay

Presenter Notes
Presentation Notes
This next group of questions asked resondents to consider what would attract them to another employer.  While the previous questions should help you with retention – this set should help you focus in on how nurses are looking at new opportunities – what’s attractive and important.

We asked respondents to rank 5 job characteristics in order of importance – 1 to 5 – Higher Pay, Staffing Levels, Flexibility of Hours, Praise and Recognition received on the job and the chance to advance their career through their new employer.

The overwhelming #1 ranking  is Adequate Staffing Levels – 48% said if a future employer could demonstrate they had adequate staffing levels to support the open position, that would be the highest importance to them.  The second most popular #1 was higher pay.

The #2 rank was a near tie between Higher Pay, Staffing Levels and Flexible Hours

#3 spot was won by hours followed by Pay.  Praise and Recognition and career advancement opportunities are stronger in the lower ranks.  

What does this show us?  Staffing levels are key to luring someone away.  Pay is important too –if it’s not there, staffing levels may not be enough – but Staffing is key with the right pay and the right hours in combination.  We’ll talk about how to leverage this information in the upcoming section.



• There are more open jobs than job seekers 
• If you only advertise on job boards, you won’t get 

enough applicants
• Developing a passive recruitment strategy is the only 

short-term increase the domestic talent pool

THERE AREN’T ENOUGH 
PEOPLE LOOKING

of potential candidates are currently employed and 
open to hearing about new job opportunities but also 
too hesitant to apply.*73%

*Source Zippia “23 Recruitment Statistics [2022]

Presenter Notes
Presentation Notes
To meet the growing demand for skilled workers in most Alabama industries, there aren’t enough workers actively seeking employment to meet the community’s needs. That means, a hiring strategy that only relies on job postings, isn’t going to get you what you need.  There just aren’t enough people on those job boards, looking for jobs, to meet the demand in the marketplace.  

That’s why employers are going to have to start going after a new audience – the person who is currently employed, and not actively looking for a job.  We call this person – the Passive job seeker.  

A good talent marketing strategy launches tactics to reach candidates at every point along the passive-active axis. But, getting the attention of these non-active seekers or “passive” candidates isn’t easy. The same tactics that consumer goods marketers use to create demand, engage customers, and turn them into buyers are what those companies need to do to create a demand for their jobs. 
Moving a prospect from uninterested to interested or passive to active isn’t like the flip of a switch. It’s more of a spectrum, and workers tend to move up and down on that line based on several factors motivating their interest and their behavior.




• Job seekers aren’t responding to the same recruitment 
practices that worked 5 years ago

• Workers are people – and they are influenced by a lot of 
factors

• Social media, economic news, advertising and industry trends 
affect can make move a passive seeker to become more active

• Companies can become influencers – going beyond the job 
board to win

A NEW RECRUITMENT STRATEGY:
FOCUSING ON PASSIVE CANDIDATES

Presenter Notes
Presentation Notes
Employees are influenced every day whether they are aware of it. Economic news and trends influence how workers feel about their industry and their job security. Uncertain economic news may move them towards the active seeker spectrum. 

Many influencers move workers either towards passive or active status – from social to economic to personal circumstances. All of these are outside of a company’s control. But there a lot of things companies can do through recruitment marketing to move workers from the passive side of the spectrum towards the active. 



• Branding your workplace helps job seekers better 
understand your company as something more a 
paycheck and benefits

• In a tight healthcare market, Children’s of Alabama 
uses brand marketing to tell the medical community 
about their culture and values

• Employment decisions aren’t just made in the head.  
Emotion plays a part and creating a relatable brand 
helps candidates make an emotional connection to 
your workplace brand.

TALENT ACQUISITION 
DOESN’T WORK WITHOUT 
MARKETING YOUR BRAND

Presenter Notes
Presentation Notes
Many companies think marketing is reserved for business development. If companies are going to meet their talent needs, they must market their workplace the way a consumer goods company markets a brand. Workplace culture is a brand, and every company workplace brand has a reputation – good, bad, or neutral - that is either helping or hindering your recruitment efforts.



THE PATH TO HIRE HAS CHANGED:
BUILDING THE PLAN AROUND THE JOB SEEKER

Presenter Notes
Presentation Notes
Winning the recruitment game in this tight economy means resetting our view of the job seeker journey to see if from the perspective of the job seeker.  




Stage 1: Aware but Not 
Interested

What the Candidate is Doing:
• Noticing brand ads
• Reading news articles about the company
• Browsing social media
• Clicking on a blog post about your company 
event
• Impressed by your company’s diversity post
• ‘Liking’ a post about a company volunteer day

Presenter Notes
Presentation Notes
The candidates in stage one are just like you and me.  Maybe happily employed, not looking, but aware of what’s going on in their industry and their economy.  (Describe typical behavior)



Aware but Not Interested

Marketing to Stage 1:

• Introduce yourself: build brand recognition – candidates 
need repeated exposure to your brand name

•  Grab their attention with captivating creative imagery.
• Differentiate your workplace 
• Call to action: invite them in with a “Learn more about 

us”

Marketing Channels
• Organic and paid social media
• Digital display advertising
• Sponsored content.

BRANDING WITH IMAGERY THAT GRABS ATTENTION

HOW ARE YOU DIFFERENT?

YOUR COMPANY VALUES IN ACTION

Presenter Notes
Presentation Notes
• Introduce yourself: build brand recognition – targets need repeated exposure to your brand name
and taglines, so they start to recognizing you.
• Grab their attention with captivating creative imagery IN DIGITAL ADS AND SOCIAL ADS
• Say what you do (your capabilities) and differentiate your company’s strengths to stand out from
competition – explain who you are and what are your strengths.
• Call to action: we’re not looking for clicks, but if someone is ready to engage more deeply, invite
them in with a “Learn more about us” call to action. – DRIVE THEM TO YOUR WEBSITE – TO LEARN MORE



Stage 2: 
Exploring the 
Possibilities

• Engaging with your company’s social 
media posts – mostly on LinkedIn 
and Facebook (Twitter for company 
news posts)

• Reading blog posts they saw on 
social media or in a sponsored 
article on news website

• Browsing work culture sections of 
your company website – curious to 
see if you have a culture they would 
fit into

What the Candidate 
is Doing:

Presenter Notes
Presentation Notes
Have you ever been surfing LinkedIn and seen job alerts? Do you get the occasional “Congratulate your
friend” notice when they get a new job? Everyone does, and for some it tickles their curiosity. Even if
its just for a short time, they become curious about the possibilities and open a bit to the idea of a new
job. If your acquisition strategy includes the right advertising with the right messages, then you can get
the attention of candidates as they start to become curious and draw them closer.



Stage 2: 
Exploring the 
Possibilities

Marketing to Stage 2:
• Be relevant to talent targets: show how your 

company and culture is relevant to them.
• Be the expert: create blogs and whitepapers 

that show you are the thought leader.
• Build trust: answer the question ‘Why should 

I leave and come to your company’

Marketing Channels
• Paid social media boosting – put articles and blog posts in 

front of candidates through complex targeting
• Sponsored content
• GeoFence large competitors
• Digital display advertising to continue to increase brand 

awareness

Presenter Notes
Presentation Notes
This is the stage where the candidates start to dig a little deeper.  THE CHANNELS ARE SIMILAR TO STAGE 1 – SOCIAL MEDIA, DIGITAL ADVERTISING, BUT THE THIS TIME WE’RE ADDING IN STOREIS ABOUT YOUR COMPANY’S CULTURE AND EMPLOYEE LIFE THAT ENGAGES THE RIGHT AUDIENCE.  This could be through content that reads like a news feature on a news websites AND blogs on your website that are promoted through social media advertising through LI, FB, or galleries in Instagram or even short vids on TikTok if targeting that generation.

The key to good content is relevance and authenticity.  We don’t try to make ourselves something we’re not – It’s authentically telling our story by and showing applicants who we are so they can see how they fit with us.  If we find people who see themselves in our workplace culture – see a fit – then the next stage is where we start to build that relationship – that stickiness that draws them to us.




Stage 3: Considering 
Available Opportunities

What the Candidate is Doing:
• Reading as much info as possible about your 

company culture
• Looking for “day in the life” and “why I chose 

_____” themes
• Diving deep to uncover your diversity initiatives
• Trying to understand how you support work-life 

balance
• Reading posts about a specific team or 

department
• Proactively visiting your social pages and looking 

at past posts to get a better feel for your 
company’s brand and personality

Presenter Notes
Presentation Notes
If a candidate likes what they see through the curiosity stage, they gradually start to dig deeper. If your
company’s marketing got them to this point, they already have a sense of loyalty to your company
and your brand. Trust has been built, and they’re diving in to answer the questions they have before
deciding to apply – will I be happy here; how serious are they about what I care about; what will my life be like working for this company?)



Considering Available Opportunities

Marketing to Stage 3:

• Candidates should be able to find testimonials from people that look like them
• Remessaging campaigns should be segmented matching pages visited
• Distributing blog posts and social content around company culture
• Creating and distributing content showcasing your service lines
• Creating and distributing video testimonials
• Actively targeting candidates where they work by geo-fencing companies with 

similar positions

Marketing Channels
• Hyper-targeted digital display 

Segmented remessaging
• Pre-roll/Mid-roll/Post-roll 

videos
• Paid social media video
• SEM and SEO

TESTIMONIALS

TARGETED DISPLAY ADVERTISING

Presenter Notes
Presentation Notes
Candidates should be able to find testimonials from people that look like them and have similar backgrounds and job titles
Remessaging campaigns should be segmented to fit the pages visited by the candidate
Creating and distributing blog posts and social content around company culture – send these to the right candidates in the funnel or use ads to target them or retarget them if they’ve visited your site.
Creating and distributing content showcasing your capabilities – Candidates want to work for companies who are doing amazing things.  They want to be impressed with your capabilities, just like your prospects and customers do.
Creating and distributing blog, social and video job testimonials
Actively target candidates where they work by geo-fencing companies with similar positions

Marketing Channels:
• Hyper-targeted responsive digital display featuring blog content and videos
• Remessaging with messages and creative based on the pages visited by the candidates
• Pre-roll/Mid-roll/Post-roll videos
• Paid social media videos on LinkedIn and Facebook
• SEM and SEO so your company is top of search rankings when candidates do deeper research on
position titles and companies.




Stage 4: 
Tell Me More
Reaching out for 
advice

• Seeking someone on the inside they know  
• Filling out a webform or short application
• Reading company reviews on job boards 

and review sites
• Rereading company blogs and social media
• Watching or reading employee profiles on 

your site and social media channels

What the Candidate 
is Doing:

Presenter Notes
Presentation Notes
In the first three stages, we have relied on our HR marketing assets to do the job – our ads, our blog articles, testimonials, and web site pages.  But now it’s time to ask the candidate to engage with us – an maybe for us to engage a little bit with them.  They might not be ready to apply, but IF we give them the opportunity, they might be ready to tell us directly – I’m ready to learn more.




Stage 4: 
Tell Me More
Reaching out 
for adviceMarketing to Stage 4:

• Create candidate advisors – someone who can 
talk with candidates before they apply 

• Create a short-form application or “learn 
more” form on your website 

• Create a webinar or short video that answers 
the most common FAQ’s asked by 
applications. 

• Promote the short form application, 
application advisor program and FAQ videos 
through remessaging campaigns

Marketing Channels
• Remessaging to digital display networks
• Remessaging to Facebook

REMESSAGING DISPLAY

Presenter Notes
Presentation Notes
What the Marketing Should Do:
• Coordinate with HR to create a candidate advisor – someone who can talk with candidates before
they apply so they can ask questions outside of the high-pressure interview process and before
they submit an application.
• Create a short-form application or “learn more” form on your website for candidates who have
high degrees of interest but aren’t ready to fill out the full application.
• Create a webinar or short video that answers the most common FAQ’s asked by applications. Use
employees to narrate and answer team-related questions instead of professional talent or HR.
• Promote the short form application, application advisor program and FAQ videos through
remessaging campaigns to website visitors who viewed worker testimonials, team and division
“day in the life” blogs and other relevant pages. 

Marketing Channels:



Marketing in Stage 5:
• Add candidates to e-Newsletter lists
• Proactively send candidates blog links based on their area of 

expertise and interest
• Test your application process with an eye to improve 

customer service and reduce friction

Marketing Channels
• Company website and 

applicant tracking system
• Organic social channels

Stage 5: OK, I’m In!
Applying for the Position

TEST YOUR APPLICATION PROCESS 
IDENTIFY ANY FRICTION POINTS AND SOLVE FOR THEM

What the Candidate is Doing:
• Digging deep into company information
• Interviewing with hiring managers

Presenter Notes
Presentation Notes
What happens during the application process – This is the make or break moment for candidates.  The time when they could be pre-sold on you and your company – or repelled by the process they have to go through.  

If you don’t have a way to reach out and let people know your HAPPY they applied, then they might not wait around long enough for you to reach back out to set up the first interview.  If your internal processes aren’t buttoned up – high touch – high levels of welcoming and invitation – candidates might not wait around.

Beyond the interview process, you can design email touchpoints that proactively give candidates information about your benefits, holidays, growth opportunities and culture.  You can proactively send them reminders, and most importantly – quickly, but compassionately let them know if they don’t fit your job pre-requisites or timing – so they can move on – but with positivity at the way they were treated.





Stage 6: 
Hired!
Becoming a Brand 
EvangelistMarketing in Stage 6:

• Company likes and shares the employees 
personal shoutout

• After onboarding and trial period, use 
employee testimonial on blog and social media 
and promote to like applicants

• Connect employee to support groups (diversity 
based or interest based) and encourage them 
to share on social media

Marketing Channels
• Company website and organic social channels

What the Candidate is Doing:
• Shouting out the new job on personal social media
• Coworkers comment and welcome them on social media

62% of job seekers 
go to employees to 
see if they post 
about their 
job/experience

Presenter Notes
Presentation Notes
Stage 6 is the best of all – but often overlooked by many companies.  You can turn the hiring stage into a recruitment campaign for future employees – and a chance to build team morale.  

When we publically shout-out and celebrate new team members publicly – tagging them on social channels – even boosting the posts to get them seen more broadly by our employees, prospects and customers – we show what a great supportive partner we are in our employee’s success.  Our workplace “brand” is seen by more people and is given a human face.  Also, current employees can be encouraged to publicly welcome new employees and join together in the onboarding of a new teammate.



JOB BOARDS ALONE
WON’T WORK

To find the right candidate, you have 
to reach people who aren’t looking.

70% of the global workforce 
is made up of passive talent who 
aren't actively job searching but 
would consider a new 
opportunity*

*LinkedIn: Top 100 Hiring Statistics for 2022

EMAIL
MARKETING

VIDEO
MARKETING

SEARCH ENGINE 
MARKETING

CONTENT
MARKETING

SOCIAL
MEDIA

ONLINE DISPLAY
ADVERTISING

Presenter Notes
Presentation Notes
Let’s recap – In a world where there is virtually no healthcare unemployment and an imbalance between nurse graduation rates and retirement rates, You have to use new tactics to build a workplace brand that attracts the talent you need away from where they are working today.  
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Presenter Notes
Presentation Notes
No matter how short the shortage, how low the unemployment rate, hiring and retaining employees is something you can do with the right strategy and tactics. The bottom line is – You can do this – We can help.

Thanks for your time today.
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