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SUGGESTED MESSAGES FOR DIFFERENT EMPLOYERS &

STAGES OF THE “SALES” PROCESS
This document describes the two major stages of the employer recruitment process: 1) making initial contact and 2) selling the program. As shown below, your goals, messages, and overall role will vary depending on the stage at which you are with a prospect.

This document includes:

· 
The types of employer contacts you may encounter and the different motivating factors for each

· 
Suggested messages for talking with employers at both stage 1 and stage 2

· A sample letter/e-mail for contacting employers

It’s also important to note that this document focuses on recruiting employers that already offer commuter benefits.

For more details on this topic, consider participating in the BWC Network Tele-Seminar entitled "Making the Pitch" (see Network Schedule for details).

	Stage I: Making initial contact

	Goal
	Generate enough interest to get a returned call or e-mail

	Messages
	Should be concise, attention-grabbing, and compelling

	Your role
	Similar to an advertiser

	Stage II: Selling the program

	Goal
	Get the qualified prospects to apply

	Messages
	Must address individual employer needs and concerns—a message you impart during a Stage II interaction with a prospect may be counterproductive in Stage I (see more specific messages later in this document)

	Your role
	Similar to a sales person


Target Audiences
When you contact an employer, remember that different people within the organization will see different opportunities in Best Workplaces for CommutersSM, primarily depending upon their unique role.

	Audience
	Motivating Factor

	Executives
	Appreciate the importance of being recognized as a good place to work and a good corporate citizen

	Human Resource Managers
	Maintaining employee morale is a major challenge today: commuter benefits may be a welcome bit of good news

	Public Relations Managers
	Appreciate the importance of being recognized as a good place to work but tend to say “HR must make this happen"

	Employee Transportation Coordinators
	Say they need help communicating benefits to employees and need templates and other marketing tools


Stage I: Making Initial Contact – Suggested Messages 
	
	Suggested Messages



	Key Considerations


	1
	Mention that the organization came recommended as a great benefits provider 
	· Be sure you can answer "who": anonymous nominations are viewed with skepticism

· Be sure it is a credible local organization (e.g., chamber of commerce, environmental organization)

	2
	Suggest that the employer may already qualify for the list
	· CAUTION: Avoid sound like Ed McMahon, "you may already have won!"

	3
	Position Best Workplaces for CommutersSM as an opportunity to be recognized for offering great benefits
	

	4
	Help your audience understand BWC by likening it to FORTUNE magazine's "100 Best Companies to Work For"
	· CAUTION: small employers may not find this message compelling

	5
	Mention other large, well-respected participants, including competitors, in the area
	· Prompt the question, "Why aren't we doing this?"

	6
	Mention an award from U.S. EPA
	· CAUTION: Small employers may not find this message compelling

	7
	Communicate that very little effort is required of participants
	

	8
	Mention that past BWCs received positive media coverage; provide details
	· Stress positive tone of coverage (large employers fear even the possibility of negative media coverage)

· Name publications and/or media coverage (helps overcome initial skepticism, local media is as important as national, quantifying coverage may help, attach a sample if possible) 

· See the 2003 media flyer or your local campaign Web page, if applicable

	9
	Simplify and streamline text

	· Eliminate wordy, dense prose

· Avoid overwhelming prospects with too much information

	10
	Avoid potentially confusing program terminology
	· Many don't under the National Standard of Excellence - you may want to leave this out of Stage I messaging

· Pre-tax benefits are another term that many are unfamiliar with—may want to leave out this type of discussion

	11
	Present a clear call for employer action


	· Example: "Find out if your organization qualifies for the list by calling…."


Stage I: Making Initial Contact – Messages to Avoid
	
	Messages to Avoid
	Key Considerations

	1
	Don't lead with statements emphasizing that this is a FREE program with FREE resources
	· This is assumed at best: at worst it begs the question "How can it really be easy to participate?”

· Program resources are important to some audiences, but save this for Stage II recruiting

	2
	Don't focus on the "event" aspect of BWC
	· Employers aren't always excited about attending "another boring, stale bagel event"

· Some larger employers don't have the time to attend long award ceremonies

	3
	Don't claim that BWC only recognizes the top 10% of benefits providers unless specifically asked about selectivity
	· Begs the question "If you're so selective, why are you cold calling me?"

	4
	Don't list/talk about program requirements during your initial contact
	


Other Tips
· Employers prefer to be contacted by e-mail or phone!

· An e-mail followed by a phone call may be the simplest, least expensive, and most effective communications media

· "Snail" mail (mail sent via postal service) is not as popular anymore

· Some employers do like getting a follow up mailing after a phone call or e-mail; however, most employers tend not to read the mail.

· Best to offer to send additional materials via mail if they request the materials.

· Don't be shy! Make multiple follow up calls if necessary.

· It's really hard for people to say "no" once you get them on the phone

Stage II: Selling the Program – Suggested Messages
	
	Suggested Messages
	Key Considerations

	1
	Counter negative images of the public sector
	Respond to calls, e-mails and other requests promptly; within one business day

	3
	Ask "open probe" questions 
	· So what do you think of the BWC opportunity so far?

· Do you have any questions or concerns about participating?


	4
	Identify concerns and objections and address them
	· Express empathy

· Address each one with a credible example or illustration:

—   Lots of employers share your concern about the reporting requirement. That's  

       why the program has changed the requirements to make reporting quicker and 

       easier (pre-populated check in sheets and only random selections for surveying)

—    [XYZ company] is saving $X in taxes, which more than covers the administrative 

       costs.


	5
	Walk employers through the online application

	· CAUTION: applying online might not work for everyone.  Some employers prefer a document that they can print and put in the bosses in-box for approval (the BWC online application at <www.bwc.gov/doiqualify> can be printed for this purpose).


ATTACHMENT

Sample E-mail / Phone Script
Dear Jeanne,

Bob from the Cincinnati Chamber of Commerce suggested contacting you.  He believes Acme Co. might qualify for Cincinnati's 2003 "Best Workplaces for CommutersSM" list, sponsored by the U.S. Environmental Protection Agency (EPA). Best Workplaces for CommutersSM recognizes local organizations for offering outstanding commuter benefits, much like FORTUNE magazine recognizes the top 100 companies to work for. 

Last year's Best Workplaces for CommutersSM received an award from EPA and very positive press in the Cincinnati Inquirer, Channel 5 News, and in (trade or professional association publications).  (See the attached article.)  Companies such as XYZ were recognized.  

Please contact me so I can confirm that you qualify—it will only take a few minutes.  I look forward to speaking with you about this unique opportunity.

Sincerely,

Your Name

<Your Organization>

