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Mational Economic Impact Scorecard Initiative
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Investment
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FCM 2011 International Davey Award winner

The Warkforce Investment Waorks campaign was selected for the 2011 Davey
Awards, judged annually by the International Academy of the Visual Arts (18]
The project was a collaborabive initi ative between Full Capacity Marketing, Inc.

Press Releases
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Maryland Marketing Source, Inc.
?%" Bay Area Research, LLC
Y

Our Maryland Project Partner
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Agenda

» Intent of the Project
» Project Phases

» Your Participation
» Next Steps
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Project Purpose & Intent

The Branding, Communications and Outreach (BCO) Initiative:

 Collaborative process between state and local workforce investment system

stakeholders
 Develop systems, strategies and tools that help position the importance of

our work
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Market Position: Workforce Development

1.
Awareness \

SO {— positior
t
Partner osition
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Why this Is critical?

The Funding Dilemma
Congressional Climate
Negative Reports
Negative Press
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Workforcelnvestment

WORKING FOR AMERICA
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Digital.  FINS  Smar{Mency

THE WALL STREET JOURNAL.

Today's Paper = Video = Blogs = Journal Community

World » U.S.+ New York ~ Business »~ Markets - Tech - Personal Finance » Life & Culture » Opinion » Careers - Real Estate ~
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World Revs Up U.S. Profits BF Sues Transocean, Cameron
Internati...

IPhones Power

Loan Upt
Apple's Growth

Business

WsJ BLOGS

Search Real Time Economics iSEARCH;
Economic insight and analysis from The Wall Street Joumnal, )
Florida Gives Superhero Capes to Jobless
Article Comments (34) REAL TIME ECONOMICS HOME PAGE
E| Email Print [#] Permalink ElLke confirm [) +More = | Text |+ Latest Economy News:

By Conor Dougherty
States have come up with a lot of ideas for reducing the nation’s high unemployment rate, but

Florida labor officials have come up with an unique approach to reduce the state's 11.1%
unemployment rate (the nation is at 8.8%).

Their idea; Distributing “satiny” superhero
capes to the unemployed as a way to raise
awareness about services offered by
‘Workforce Central Florida — a labor
development agency. But some some say
the approach might be too unique.

From the Orlando Sentinel:

The campaign, revealed Saturday in a

report in the Orlando Sentinel, was met
with derision by many unemployed who
questioned spending more than $14,200
on capes and $2,300 on foam cutouts of “Dr. Evil Unemployment.” They said the

Dr. Evil Unemployment
Most Popular

campaign’s tone risked minimizing the severity of the region’s laber problems, Read | Commenied Al Blogs
See a gallery of job seekers taking on Dr. Evil Unemployment. 1. Mothers With First-Born Girls Work More

A partnership of: E 6 full capacity marketing, inc.
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Workforce Communication Challenges

Lack of thoughtful and research-based brand strategies among the 47+ programs
that represent the workforce investment system

Various administrative structures of workforce boards:
County
City
Nonprofit
Joint Powers Agreements
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Project Intent

Answers/Solutions to these Questions:

What are the various local environments in which workforce boards operate?

What is the current market position of the Maryland Workforce Investment system?

Given the answer to these question, what is the appropriate brand architecture?

What are the broad-based communication strategies that should happen at the state level?
What communication tools are needed at the local level to support efforts?

How do we work together to build market position?
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Collaborative Process: Committee

Barbara Kaufmann | Director, Division of Workforce Services Department of Economic
Development, Montgomery County

Bruce England | Executive Director, Susquehanna Workforce Network (SWN), Inc.,
Susquehanna Region (Cecil and Harford Counties)

George Littrell 1ll, CRPC® | Vice President, Financial Advisor Morgan Stanley Smith
Barney

Kym Nelson | Chief of Staff, Office of the Secretary

lleana O’ Brien | Special Projects Manager, Office of the Secretary

Paulette Francois | DWDAL Assistant Secretary

Ellen Flowers-Fields | DWDAL Deputy Assistant Secretary

Elizabeth Williams | DWDAL Chief Operating Officer

Latesa Thomas | DLLR Acting Chief of Procurement

Sheree Finley | Director, DWDAL Workforce Development

Susan Kaliush | DWDAL Communications & Outreach Manager

Crystal Terrell Jewette | DWDAL Branding Project Manager

Steve Gallison | Manager, DWDAL Business Services, Staff Development, Early
Intervention & Professional Outplacement Assistance Center (POAC) Director
Stephen Harrison | Labor Exchange Administrator (LEA), Anne Arundel County
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Your Voice: Local Input

Kickoff Webinar — Recorded and posted on the wiki.

Initiative Wiki — a wiki is a collaborative online workspace in which
documents are posted and discussions occur among members.

LWIA Interviews — FCM will be scheduling detailed interviews with the
local workforce investment areas’ executive directors.
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LWIA Interviews

Interview Points:

Desired outcomes of project

Perceived challenges/barriers to implement
Define “good customer service”

Perceived awareness among businesses
Desired support from the State

Brand architectures used

Communication strategies & tools used
Business services approach

VVVVVYVYYVYY

Interview Dates:

One-hour time slots

5/16, 5/21, 5/22, 5/23

11:00 am EST — 5:00 pm EST
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Project Methodology: Four Phases

. 2
Market Intelligence:

Brand Strategy:

4

. 3.
Tactical Execution

Communications &
Qutreach Plan
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Market Research: Business Survey

» Baseline Brand Survey: MD Businesses

= Are businesses aware of their local
system?

= Do they know that there is a statewide
system that provide local services?

= |fthey are aware, do they understand
the services the local system
provides?

» Have they used services?

= What are their perceptions?
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Target: High Growth Sectors

File View Help - B2

- Aftendee List (2| Max 26)
a — & [ = NAMES-ALPHABETICALLY -~
Aerospace b _L O Jason V (Organizer, Presenter)
Bioscience [= B LS
Construction @
Education ‘0 = e
Energy ¥ ;“g-l{-;::eghg;ieakers (test)
Finance and Insurance % i
Healthcare o
. ] c——
Healthcare Information Technology é T |
Hospitality and Tourism =
Information Technology Using the chat feature, please type inany | sson i Al aire Autience
. high growth sectors from your local area R
Man UfaCturlng that are not represented in this list.
Retall [Type message here] A
Transportation and Warehousing s S
I r.weenn?%?ﬁ:;\;maou
| GoTlolMeeting
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Four Phases: Timeline Overview

1.
Market Intelligence:

2 Ends 7/20/12

Brand Strategy:

Ends 6/20/12

4. 3.
Tactical Execution Communications &
Qutreach Plan

Ends 10/12/12
Ends 8/31/12
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Immediate Next Steps
FCM Tasks

»  Send recorded Webinar & PowerPoint to Local Areas
»  Finalize wiki & post documents

»  Distribute wiki invitation

»  Kick off Market Research

L ocal Executive Directors

»  Establish time with Celina for one-hour interview
»  Distribute recorded Webinar & PowerPoint to local teams
> Join wiki

DLLR

»  Send Celina final input on employer survey
B
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Contact Information

Celina Shands Gradijan — President/CEO
Full Capacity Marketing, Inc.

3525 Del Mar Heights Rd. #296

San Diego, CA 92130

(858) 793-6694 - phone

(858) 793-1728 - fax
Celina@FullCapacityMarketing.com

Web: www.fullcapacitymarketing.com

Questions or Comments?
Contact Us!
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