
Employer Engagement Marketing Analysis and Strategy Plan

28

San Francisco OEWD – Employer Engagement Marketing Analysis and Strategy Plan. 

Proprietary and Confidential. Design Media.

Some suggested terms and language:  

• Think about how to combine individual   
 organizational names for four regions   
 (OEWD, NOVA, Work2Future, America’s  
	 Job	Center)	into	one	unified	name,	“Bay		 	
 Peninsula Workforce Development.” 

• Instead	of	calling	the	community-based	 
	 organizations	you	work	with	“provider, 
	 community-based	organization	or	grantee” 
	 simply	call	them	“partner.”	

• Consider	switching	the	term	“client”	 
	 to	“applicant.”	

• Call	the	“Workforce	System”	“our	process.”		

This is a closed-loop system, meaning everything 
is related in terms of value. You provide value 
to the community organization through helping 
them employ local candidates, and bring value 
to the employers by helping them connect to 
community organizations and a diverse, local 
workforce. Thinking of it as a circular system can 
be very useful (see diagram below). 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Think of yourselves as valuable intermediaries 
in this process, as the connector between the 
employer and the community partner.  

Recommendations for messaging:  The 
website should quickly answer these questions as 
employers enter the process:  

• How will you help me? 

• Where and how do I start? 

• What actions do I have to take to get  
 what I need? 

Call to action: Drive them to a single phone 
number to connect to a live person. In an 
increasingly digital world, where contact 
information is hard to find, it can be refreshing to 
see a phone number on the landing page of  
a website. 

Research shows that users will leave a website 
if they are not engaged within the first 
seven seconds. The Bay Peninsula Workforce 
Development website must be visually engaging 
for employers, with a simple, clear hierarchy of 
messaging and content, a clear value proposition, 
and a call to action that is relevant and apparent.   

Build for mobile: A majority of users access the 
internet via mobile devices. Everything created 
should be mobile-friendly, simple, and easy to 
understand and access. A welcoming site can be 
created through the use of color, with friendly 
and engaging messaging and graphics that 
represent your unique, high-touch service. 

Recommended touchpoint: 
Website. The number one need 
is a website as the main digital 
touchpoint for the group. The 
website needs to be very simple and 
clear in communicating the value 
proposition to employers.  
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