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Leveraging the Statewide Behind Every Employer Campaign
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• Market challenges in engaging 
employers 

• Why employers need different 
messaging than students

• Components of the statewide 
campaign and the benefits of 
participation

• Key timelines for campaign rollout
• Overview of the campaign tools and 

the purpose of each

Webinar Topics
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Part 1:
Employer Engagement Challenges
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Poll #1
What are your top challenges in engaging employers? Check all that apply. 

• Employers aren’t aware of our services & initiatives 
• Lack of advertising dollars 
• Bandwidth challenges 
• Competing priorities at our college/program
• Employers don’t know what we do exactly
• Other: put in the chat
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Key Employer Engagement Challenges

• Lack of advertising dollars 
• Embedded in college’s websites & 

processes 
• Bandwidth issues to penetrate the 

market 
• Dedicated teams to both marketing 

& sales
• The market’s understanding of 

noncredit, adult education & the 
benefits
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Do employers even know that you exist? 
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Do they understand the value propositions you bring to the table? 

https://behindeveryemployer.org/join-the-movement/



Addressing the Engagement Challenges
• Use B2B strategies for employer messaging
• Speak in terms of benefits versus features of your employer solutions 
• Understand the value of participating in the statewide campaign 
• Use the campaign materials & tailor them to meet your needs 
• Identify your localized USP for your employer market (Webinar #2) 
• Use a consultative process when engaging employers (Webinar #3) 
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Part 2:
Employer Messaging Strategies
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Workforce & Education: B2C and B2B Audiences

Employer Partners 
Industry Leaders 

Elected Officials/Policy Makers 
Economic Developers 

CBOs
News Media 
Influencers

Students 
Adult Learners 

B2B & B2C require different 
storytelling strategies! 

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj-hseu8vfVAhVM02MKHWurAMEQjRwIBw&url=https://botcompanybook.com/b2b-or-b2c-cc45b9597364&psig=AFQjCNGhYJLHirPOlBiGOpNclw3EAIKMeg&ust=1503939654967321
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B2B & B2B Messaging Differentiators
Engagement Fueled by Emotion & 

Basic Human Needs

Brand Appeal: Personal & Emotional 

Engagement  Motivated by Business 
Goals, Budgets & Relationships

Brand Appeal: Competency, 
Expertise, Problem-Solving 

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj52rqCgfjVAhVFLmMKHVHaBecQjRwIBw&url=https://tapfame.com/app/695510638/b2b/&psig=AFQjCNEXyB09S_3XXi6lJlxKC5ZsIl5WWA&ust=1503943667786079
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjg2_a-gfjVAhUB92MKHV47B1QQjRwIBw&url=http://www.b2c-me.com/&psig=AFQjCNG2Y17H6GLgVqxoGK5phixpY_vmcQ&ust=1503943773880551
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Characteristics of B2B Storytelling: Employers
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More Sophisticated
Complex Decision-Making Processes
More “Rational”
More Demanding
Personal Relationships Are More Important
Motivated by Saving $$$/Time, Increase Profitability, Improved Productivity
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Challenges with Employer Stories
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Workforce & education organizations are passionate about those they help. 
However, employers have different motivators!
You need to tell their story  - - their pain points within their organization (not the students/adult 

learners) and how your solutions work to solve their challenges & the issues that are important to 
them (not you).
The storytelling framework is the same for both audiences, but the story and focus is different 

than those you serve.
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https://www.wdbccc.com/business-highlights/

Telling B2B Stories
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B2B Storytelling Framework in Action! 
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https://www.youtube.com/watch?v=9CwbxVc8pbY&list=PLZWKbyjKXQl0lhULnxzlBfsbrmAg3PhQ8&index=7
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Asking for the Story! 
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Hi (Name of Employer Hero): Our team 
has really enjoyed helping your company 
(insert what you did for the employer). 
We would like to highlight your company 
and the story of working with us on our 
website and social media platforms and 
in marketing materials and media stories. 
Would you be open to taking 10 minutes 
to chat with me? I really think your story 
would inspire others to take advantage of 
our services.



Part 3:
Components of the Statewide 
Employer Engagement Campaign

18



19

Campaign Summary
Goal: To make the Illinois system of noncredit and adult education providers top of mind with employers when considering 
solutions to help them compete.

Strategies: 
1. Increase awareness about the collective employer solutions of noncredit and adult education providers for Illinois 

employers. 
2. Improve employer market penetration for noncredit and adult education providers. 
3. Increase employer engagement across the state by building the capacity of noncredit and adult education providers to 

have an “employer first” mindset. 

Tactics: 
Statewide lead generation digital campaign 
Campaign toolkit 
Professional development webinars



Part 4:
Campaign Toolkit
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You need multiple tools and rich content for B2B marketing
Challenges with Garnering Strategic Touchpoints
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Campaign Landing Page
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https://behindeveryemployerillinois.org/

https://behindeveryemployerillinois.org/


Campaign Landing Page
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https://behindeveryemployerillinois.org/

https://behindeveryemployerillinois.org/


Campaign Landing Page
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https://behindeveryemployerillinois.org/

https://behindeveryemployerillinois.org/


Explainer Video
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https://behindeveryemployerillinois.org/

https://behindeveryemployerillinois.org/


Testimonials
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https://behindeveryemployerillinois.org/

https://behindeveryemployerillinois.org/


Lead Generation 
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The Behind Every Employer Illinois digital ad campaign will generate employer leads for community colleges and adult education 
providers across the state. Once an employer completes the contact form on the landing page, a member of the Illinois Community 
College Board will determine which program participant is the best fit based on location and area of expertise needed. 

Lavon Nelson, Alex Weidenhamer, and Stephanie Sloan will work with the community colleges, and Kathy Olesen-Tracey and Rupa 
Sameer will work with the adult education providers. Each team will set up a leads sheet for your organization to access and keep 
track of your follow-ups and results when connecting with the leads.  
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Approximate Campaign Timeline 



Proud Partner Logo
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Press Release 
Template – Draft 
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Social Media Posts & 
Graphics  

32



Fact Sheets
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eNewsletter 
Template & Content 
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How do you tailor your Toolkit?
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We’ve developed cheat sheets on how to tailor the 
following items to add your logo, change photos, and 
changing content!

• Fact Sheets
• eNewsletter Template
• The other items are in WORD documents for your 

editing ease. 



Poll #2
What Toolkit items are you most interested in using? Check all that apply. 

• Proud Partner Logo
• Campaign Video 
• Social Media Posts 
• Fact Sheets 
• eNewsletter Template & Content
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Part 5: Next Steps
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• Start gathering employer success stories & 
testimonials 

• Download the Toolkit
• Begin to tailor the Toolkit items 
• Identify lead follow-up process
• Attend Webinars:

Webinar #2: Local USP Development
Webinar #3: Consultative Sales Process 



Upcoming Webinars
Webinar #2: Building your Local 
Unique Selling Proposition 
This webinar helps colleges and adult 
education practitioners understand the 
process of developing a unique selling 
proposition (USP) to attract local 
employers to their offerings. 
July 8th
3pm – 4pm CST 

Webinar #3: From Prospecting to 
Engagement 
This webinar assists colleges and adult 
education practitioners in closing 
prospects from the campaign leads. 
July 18th
3pm – 4pm CST 
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