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Raise your hand, or just groan, if you are
having problems with finding candidates
these days.

From laborers to engineers, and from
California to the Carolinas, there are
vacancies for nearly every position within
nearly all industries across the country.
A recent Forbes headline seems to put it
perspective: “We’ve Become a Nation of
Quitters: 4.4 Million Americans Left Their
Jobs in September.”1

According to the latest Bureau of Labor
and Statistics figures, there are 10.47 million
new positions that need filled within the
U.S., yet continuing to grow is the number
of total separations, which increased in
12 states.2 The largest increases occurred
in Texas (+80,000), Hawaii (+30,000) and
Louisiana (+22,000).

Breaking down the separation figures
further, the number of quits increased in
13 states. The largest increases occurred in

Texas (+69,000), California (+40,000) and
Colorado (+25,000). Nationally, the number
of quits increased more than 164,000.

WHY ARE JOB OPENINGS NOT
BEING FILLED?
It depends on who you ask. We all want to
blame someone or something, and there are
so many factors that we can blame. Com-
mon reasons cited by employers include
disruptions from COVID-19, unemploy-
ment and stimulus benefits, lack of skilled
tradesman and STEM entrants, and/or the
entitlement expectations of Millennials
and Gen Z.

The hiring signs up and down the street
and online list entry-level retail, hospitality,
fast-food and customer-service positions
available by the millions. Even if a candidate
took the time to find a “dream job,” there
are many positions available that would fit
the bill.
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When we look at the reality of having
millions of available workers and millions of
jobs available, there is still a disconnect. Can
we realistically consider:

• whether or not to vaccinate

• low-wage jobs

• customer-service jobs that interact with,
at times, an angry public

• poor benefits (if any)

• lack of positive culture

• Millennials and Gen Zs prejudged
as entitled.

With so many reasons to throw blame
around, it is important to remember that in
order to move forward, we may need to
stay on the side of fixing what may be bro-
ken—staying focused the solution(s), not on
the problems.

The generations are shifting and, as we
may be reminded from our own generation-
al rebelliousness against those who came be-
fore us, this is normal behavior. If you are a
Baby Boomer, you were a trendsetter railing
against the traditionalists. The same is true
with Gen X, Millennials and the newest
generation entering the workforce, Gen Z.

Why should trusted health and welfare
advisors care? From the outside, these issues
do not appear to be about benefits at all.

The reason to care is that, for the
progressive advisor, health and welfare
benefits is a human capital management
component and is part of a total rewards
system. The total-rewards concept is not
new HR lingo. Instead, it is a strategic
holistic approach to managing the human
capital within an organization to support
the attraction and retention of employ-
ees. This in turn expands the delivery of
benefits to more than just health, dental,
vision, disability and life. If advisors are
operating purely in this model, they are
missing the mark. Bringing a strategic ap-
proach to their clients, and a holistic vision
of managing the workforce, can lead to the
stability and longevity of the organization.

THE CANCEL-CULTURE
MOVEMENT
In educating the health and welfare industry
to the human capital management concept,
we should also take into consideration the
Gen Zs. Making up roughly 24% of the
workforce3 in 2020 and being a generation
that is larger than the Millennials, Gen Zs
are willing to put in the effort at work, yet
they question incongruities in employer
messaging and challenge the status quo.
Why is a company investing in new (fill in
blank) but not willing to pay competitively
or give out a raise? Why is one person cho-
sen over another to do “easier” or “better”
work? If the answer is not provided or is not
a reasonable response, Gen Zs are leaving
for companies with a culture that includes
effective communication and, most import-
ant, inclusiveness.

The expansion of social media provides
the opportunity for boycotts and protesters
to far extend the reach that once existed in
the community. Nowadays a video can be
shot within the exact moment a perceived
“wrong” is being committed and posted
to be viewed worldwide. It is not unusual
for postings to reach a million people in
seconds with just the tap of a button. This
tactic has led to culture changes within
companies such as Google, Amazon and
Whole Foods as they try to avoid being
in the center of the negative spotlight that
often starts with social media. The expec-
tation is that public shaming will either
change a practice or the audience will

“cancel” that company, product or person
by withdrawing financial support.

SOLUTION PROVIDER
Having the trust of the C-suite, advisors are
in a position to bring a holistic approach to
the table, ensuring the culture of the compa-
ny supports the wellbeing of the employees
for the long-term benefit of both workers
and the company. This strategy allows
employees to be healthy financially, socially,
emotionally and physically, thereby allowing
the company to have healthier assets, busi-
ness, people and culture.

This leaves employers facing the greatest
challenges in finding candidates, especially
in the hourly work sectors. Brand, mentor-
ship, doing the right thing and transparency
are key components of a culture that is
drawing Gen Zs. Human resources has been
sharing this message over the past several
years and employers are just now seeing the
effects that their lack of attention to devel-
oping a culture that will attract and retain
employees is producing.

To reiterate, we can see there are many
workforce dynamics—the outside influences
that impact the continuity of business oper-
ations—in play here. So how do employers
keep themselves in the center of the hiring
frenzy? The solutions are largely tried and
true but necessary now more than ever.

HR professionals have been talking about
a holistic philosophy for several years, and
those employers that are slow to move now
are finding themselves deep in the thick of
these challenges. Trusted advisors have the
attention of the employers that are facing
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the issue of worker shortages and are open
to think through changes they might be able
to enact on their end to attract, and retain,
qualified candidates. For some, it’s past time
to start moving to new strategies.

Here are a few strategies to consider:

• Ensure that your company values and
mission match the culture.

• Market your company brand as a “THE
Best Place to Work.” When the competi-
tion is no longer just about the company
next door but across the country, the
competition is growing.

• Consider increasing salaries, if possible.
Is your company paying competitively for
the work expected?

• Relax policies. For example, Amazon is
removing marijuana from its drug testing.

• Be creative in work/life balance.
COVID-19 taught us we can virtually
work from anywhere in the country, or
world, and be just as productive with
accommodations, flexibility and some
ingenuity.

• Expand those who can be in the role and
consider if accommodations can be more
readily available to get the job done.

• Does supply and demand need to be
rebalanced in order to meet production?

MARKETING YOUR COMMUNITY
TO ATTRACT NEW EMPLOYEES
We’ve addressed many of the best prac-
tices that employers need to be focused in
on establishing their recruiting strategies,
including:

1. Understanding the different needs of each
generation in the workforce.

2. Elevating HR within the organization to
be strategic versus task-oriented.

3. Recognizing that outside influences
(workforce dynamics) disrupt business

continuity and play a vital role in the abil-
ity to attract and retain quality employees.

4. Employees are the greatest asset a com-
pany has and that should be the focus of
strategic initiatives used to attract and
retain a viable workforce.

But once an employer has worked to
develop its inclusive and holistic culture,
what is the next step worth adopting in the
recruiting and retention strategy? Marketing
their community.

Often overlooked, this strategic branding
opportunity helps highlight the benefits of a
specific region or city while demonstrating
to employees the opportunities that exist to
live out the lifestyle that embodies the work/
life balance they seek.

Once the story is created, the next step is
to generate the interest of applicants. How
does this information get shared? Employers
should promote it on the company website
or in job-board advertising. The goal is to
be creative. Companies can create videos
around the community and look for commu-
nity and civic leaders to be part of the videos.

Be enthusiastic about the opportunity
that is offered. Today it is not about what the
candidate brings to the table; it is about what
the employer has to benefit the candidate.

Employers should understand that
employees bring to the job each day all the
positive and negative experiences that occur
in their lives. These experiences impact both
employee and employer. Positive experienc-
es result in a productively engaged employee
interacting positively within the workforce.
Negative experiences create stressors, which
can result in injuries, absenteeism, presen-
teeism and accidents—all of which impact
productivity and drive down revenue.

CONCLUSION
The trusted advisor is in a position to
influence the employer and show how the
profitability of the employer is impacted
by company culture. Holistically healthy

employees lead to fewer health insurance
claims and less downtime, absenteeism and
turnover. This fosters a happier, healthi-
er and more productive workforce. How
much more will your clients appreciate the
relationship and creative solutions that are
brought to the table? Your holistic solutions
will earn the respect of the employer and
lead to long-term relationships.

1 www.forbes.com/sites/jackkelly/2021/
11/15/weve-become-a-nation-of-quitters-
44-million-americans-left-their-jobs-in-
september/?sh=46570e7893e0

2 www.bls.gov/news.release/pdf/jltst.pdf
3 https://online.csp.edu/resources/infograph-

ic/generation-z-in-the-workforce/#:~:text=-
Gen%20Z%20makes%20up%20the,and%20
consumer%20population%20by%202020
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