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Background
· For many years, the Employment Division was a part of the Department of Human Resources; we were painted as a “social service agency” - connected with welfare recipients and others. This tended to give us the image of an organization advocating for our “social service clients” – and fueled the perception that the only reason we contacted businesses was to get job orders in order to help our applicants. These applicants where furthermore viewed by employers as less than top quality.

· As government we inherit a negative public opinion that we are a political entity, not a service provider. 

· We lack a strong identity, partly because of a lack of marketing, partly because we have so many identities the public has a hard time figuring out just who we are.

· We also must compete in the marketplace with the 3,000 messages a day that consumers encounter. 

Our marketing effort must set us apart from other “social” agencies and separate us from other job placement services. It must overcome perceptions not necessarily rooted in fact, and create a single brand identity that can be tailored to our many services. Businesses need to perceive us as offering them business solutions rather than using them as a source of jobs for our “broken” applicants.

Current Assessment

Overall Image

Citizen Research suggests that overall the Department has a high positive image (55%) versus negative image (23%)
. Those most likely to have a negative impression include students and the unemployed. However – only 12% have a “very positive” image of the department.
Demographics
Those who are most familiar with our services are most likely to have a positive impression (blue/gray collar workers, those without college degrees, students/unemployed individuals and those with lower-incomes. These groups also seem to understand where UI benefits come from. 
ES Programs

Recent research suggests that the image that our applicants are of poor quality may be more perception than reality. For instance:

· 83% of our applicants have a high school diploma or greater
 
· 52% have been employed for 8 or more consecutive quarters 

· 52% have 3 or more years work experience 2

To sum up, our applicants are Educated, Dedicated, and Experienced.

Further, employers who might have held that same perception generally, offer quite a different opinion when asked about specific services provided to them by the Oregon Employment Department.

1. 57% of Oregonians would be likely or very likely to use the department’s job referral service – but 41% describe themselves as unlikely to use this service.1
2. In 2002, personnel decision makers were less likely to use our recruitment services. Only 17% are very likely, while 23% are somewhat likely. We saw a dramatic change to this number in 2003 where 46% were now “very likely” – a jump of nearly 30% in one year! 1

3. We are trending higher on customer satisfaction on the quality of applicants we refer, but have much room to grow 
 (on a scale of 1-10, 10 being highest).
	1996
	5.45

	1998
	6.29

	2000
	6.01


YET:

4. Employers use screened OED applicants almost twice as often as they use private employment agencies. 4
Private

33.9%

OED screened
60.2%

In fact, when surveyed on their preference to find the “ideal” job, consumers chose “a public statewide agency” over private companies in all three categories of “personalized service (59 to 27%), access to your ideal job (53 to 32%), and cost effectiveness (48 to 37%)”1‑

5. Employers are nearly 15% more satisfied with the applicants screened by OED than from private employment agencies. 4
	
	Unsatisfied
	Satisfied/Very Sat

	Private
	26.4
	72.5

	OED screened
	13.6
	86.4


6. When it comes to looking for a new or better job, Oregonians are a slight bit more likely to use newspaper as they would the Employment Department (30 to 27%). This represents a slight decline since 20021. Temp agencies and the Internet ranked below word of mouth (19%-word of mouth, 20% Internet, 8% temporary agency). Interestingly, Monster.com ranked at 1%.

7. Employers say they are Very Satisfied with OED more than any other source for applicants. We are the satisfaction leader. 3
OED Comparison, page 15 & 16

“…the outcome clearly indicates that screened referrals from OED are providing levels of employer satisfaction far in excess of these other services.” 

8. We are excellent in staff knowledge and staff courtesy (customer service) 4
	Staff Courtesy

1996
9.05 (out of 10 possible)

1998
9.17

2000 9.31


	Staff Knowledge

1996 8.30

1997 8.82

2000 8.81




9. We keep our commitments. 4
1996 7.96

1997 8.23

1998 8.70

10. We are fast. 4
1996
7.44

1998
7.56

2000 7.54

UI Programs
1. Oregonians are nearly split when asked for the source of UI Benefits. 33% thought these benefits were paid for from state taxes, 31% think it comes from payroll taxes (unaided) 1.

2. 37% think that UI benefits are an “insurance policy benefit.” 32% consider “social service program” to be the best description, while 18% think it is an “entitlement.”1
3. These groups understand where UI benefits come: blue/gray collar workers, those without college degrees, and those with lower incomes. 
Research & Economic Information
1. The Employment Department owns a very strong position when it comes to the expected source of workforce related information (37% versus 25% government in general, and 6% Internet/News). 5
2. When asked about the prime responsibilities of the job of the Employment Department, providing information ranked 3rd. 5
Help Oregonians find jobs (62%)

Administer jobless benefits (19%)

Provide information about the workforce (15%)

Provide job listings (15%)

3. And when asked what services Oregonians have actually used – economic information fell to a distant 5th (3%). 5
4. For those who make Personnel decisions, only 13% would be very likely to use department economic information to help make business decisions. 21% would be somewhat likely, with the same amount somewhat unlikely.5
WorkSource
The top 3 responses for WorkSource include Job Skills/Training (20%), Recruiting services (15%), and job listings (38%). 1
Opportunities and Threats

This section identifies the main opportunities and threats in the external environment facing the Oregon Employment Department.

Opportunities

1. Employers say the department needs to improve the screening and matching services it provides.

2. While employers say that the department should improve its screening and matching services, research shows that they use the department’s services more often than other providers, and also rank the department as the customer satisfaction leader.

3. Employers give the department high marks in courtesy, staff knowledge, and timeliness.

4. Current economic trend of unemployment rates moving higher helps the department add job seekers with diverse skills to the applicant pool.

5. Economic climate focuses media attention toward the department.

6. Employers belonging to the Oregon Employers Council have a higher approval rating of the department than those not involved with the council.

7. Workforce Investment Act allows the department to link with a wider menu of services.

8. Recent survey indicates that stakeholders in Oregon’s Workforce System favor leveraging state, and/or federal funds in a combined marketing effort.

Threats

1. Current economic trend to higher unemployment and company layoffs decreases demand for recruitment services.

2. General perception of the public that devalues services provided by government entities.

3. Negative media coverage of our service delivery performance.

4. Business perception that the department contacts them for job listings only to help our job seeking customers.
5. Legislative movement toward cutting budgets or changing ES/UI laws.
Strengths and Weaknesses

This section identifies the main internal strengths and weaknesses of the Oregon Employment Department:

Strengths

1. We have a large infrastructure including 46 offices in communities statewide.

2. We can provide a wide variety of services to our customers. For businesses, we can bundle these services into four major groups: recruitment services, financial benefits, training and education, staff and support.

3. The department’s research resources provide quality information to assist in informed decisions.

4. The department is aggressively developing a skills-based matching tool that offers greater flexibility for both employers and job seekers. Improved matching results are expected.

5. For years, we have been developing a state-of-the-art electronic infrastructure and offer services through interactive Web sites, e-mail, and touchscreens in public locations.

6. We are perceived by other governmental agencies as being a leader in the use of technology.

7. The department has the largest single source of quality applicants in the state.

8. We are active sponsors of events throughout the state including job fairs, conferences, and educational seminars.

9. Staff members are perceived by businesses as being courteous, knowledgeable, and timely.

10. Approximately 60 Business and Employment Specialists, 15 Workforce Analysts, and two Business Services Specialists are stationed around the state to conduct business contacts.

11. The department is able to offer businesses the use of our facilities.

Weaknesses

1. Our brand is not well developed, nor well known.

2. Current economic conditions are putting pressure on staff to work with job seekers and claimants in the offices. This may reduce the availability of staff who normally work with businesses.
3. Current political climate is sensitive to the placement of advertising given current the current fiscal environment.
OBJECTIVES AND GOALS
The purpose of developing objectives and goals is to identify where the department should go. They are created in conjunction with the OED Strategic Plan in mind and reflect the mission and vision of the department.

Objective 1: Maintain and build on the service identity of the Oregon Employment Department in the marketplace.

The department will promote a host of programs and services by communicating their benefits to customers. These services range from:

A. Reinforcing the concept within the business community that the department is an asset in their quest to find quality job applicants, truly the solution to employment-related issues (including iMatchSkills); and

B. Providing employment information to those seeking new job opportunities including the under-employed or the unemployed, helping them in career transitions;
C. Increase awareness of the products and services provided by the agency’s Research Section following the theme “Quality Information / Informed Choices.”

D. Educate citizens on the true nature of unemployment insurance benefits (an insurance policy benefit) and the funding source for UI (payroll taxes).
E. Promoting targeted business programs including JOBS Plus, WOTC, Welfare-to-Work, First Break, Child Care Tax Credit, Workforce Analyst services, and quality information for informed choices.

Objective 2: Gain acceptance level by getting more businesses to list job openings and hire workers through the department.

A major motivation behind this objective is to improve the image of the organization and use existing business customers who are happy with the services of the department to "testify" to other employers concerning the positive benefits of doing business with the department. This will be accomplished by:

A.
Highlighting specific large and small companies that use the department for recruitment services, demonstrating their trust and use of the organization;

B. Improving business perceptions of the quality of our applicants by featuring their characteristics and skills in promotional activities and instituting quality improvement;

C. Creating and promoting a skills-based matching tool.

Objective 3: Increase customer utilization of the department’s Web-based products.

The department has positioned itself as a leader in providing electronic services to complement traditional avenues of service delivery. In partnership with other governmental entities where appropriate, the department will conduct a promotional campaign targeted to customers most likely to use Web products like WorkingInOregon, iMatchSkills, OLMIS, OTTER/SETRON, Oregon.gov, and our internal EDWEB.

Objective 4: Increase staff awareness of the department’s varied menu of products, services, and activities; promote understanding of our marketing approach; and enhance the existing Esprit de Corps among employees.

The Communication Section will explore new and innovative methods of interacting with employees. Ideas being developed include increasing in the section’s EDWEB capabilities, creating computer-based video and learning, producing the agency’s newsletter electronically, and recognizing individual and group successes. The section will also provide support to field offices by reviewing local forms and publications and making suggestions concerning consistency of look and message with statewide plan.

Objective 4: Childcare marketing objectives.
The Child Care Division received funds from WP 7b for marketing initiatives, including: outreach to field offices, reprinting customer materials, revising and publicizing Employer Tax Credit info and creating a TV campaign focused on employers talking about the importance of childcare to the workforce.
Objective 5: Take a lead role in establishing WorkSource Oregon as Oregon’s workforce identity. 
The agency has developed a workforce brand identity in WorkSource Oregon. This includes a graphic logo that will be shared with other workforce agencies and partners.

Objective 6: Assist customers, staff, and stakeholders to be aware of changes to the unemployment service delivery model and learn how to continue getting UI services.
See the Strategic Plan Communications Implementation Plan for details.

Objective 7: Assist local offices in their marketing efforts by providing marketing grants.
Two series of grants have been allocated and local offices are placing ads in theaters, radio, newspaper, and other markets.
MARKETING STRATEGY

Position Statement

The mission of The Oregon Employment Department is to Support Business and Promote Employment 

How we accomplish that mission:

•
Support economic stability for Oregonians and communities during times of unemployment through the payment of unemployment benefits.

•
Serve businesses by recruiting and referring the best qualified applicants to jobs, and provide resources to diverse job seekers in support of their employment needs.

•
Develop and distribute quality workforce and economic information to promote informed decision making.

•
Provide access to child care that is safe, high quality, and affordable. 
In short: “The Oregon Employment Department provides businesses with employment-related solutions and helps people with career transitions.”

The marketing strategy describes the general "game plan" by which the department hopes to accomplish its objectives. There are several facets to this strategy:

· Position our image as the leading source of employment-related solutions;

· Explore ways to make our identity more recognizable and memorable, maintain a consistent look through creation and use of a style guide;
· Position WorkSource Oregon as the primary workforce brand in the state.
· Conduct public-awareness research to gauge current position in the market and to assist in message development;

· Develop and execute an institutional advertising campaign clarifying the department’s identity and purpose;

· Promote targeted business products and “bundle” them in three or four understandable categories;

· Develop new promotional materials and purchase a stock of promotional specialty products;

· Train staff in marketing, presentation skills, and media relations;

· Encourage field offices to develop and carry out local marketing strategies by offering grants from the marketing budget to accomplish well-defined local marketing goals not covered by statewide efforts.

Target Markets

The department’s priorities, as outlined in its Strategic Plan, include providing effective employer services and first rate customer service. The department will emphasize an employer customer focus in its marketing strategy. This does not mean marketing efforts will ignore other customer groups, but that businesses are identified as critical to the success of our labor exchange function and other services. Unlike other types of customers, employers directly fund agency operations and have the most potential for becoming repeat customers. Making businesses satisfied Employment Department customers would indirectly impact funding by winning acceptance and support for our programs and services.

Research by Peter Drucker, author and authority on business management, shows that the current status of a customer will help determine the way to pursue the relationship. Marketers have a one-in-sixteen chance of selling to a new prospect, a one-in-four chance of selling to an inactive customer, and a one-in-two chance of selling to an active customer. 

In terms of allocating limited staff time for marketing, priorities could be (in decreasing order):
1. Current employer customers (1:2) 2. Past employer customers (1:4) 3. New prospects (1:16).

Oregon Businesses

	Type
	Description
	Target Outlook

	Growth Accounts
	Current customers with a high potential for increasing number and/or quality of listings
	A one-in-two chance of selling to an active customer.

	Maintenance Accounts
	Current customers with less opportunity for increasing number or quality of listings
	A one-in-two chance of selling to an active customer.

	Dormant Accounts
	Past customers who listed between 13-20 months ago, but have not listed in the past 12 months
	a one-in-four chance of selling to an inactive customer

	Acquisition Accounts
	Customers who have never listed or have not listed in the past 24 months
	a one-in-sixteen chance of selling to a new prospect


Job Seekers

	Type
	Description
	Target Outlook

	Claimants
	Job seekers who have filed for and are claiming weekly benefits
	High potential, increase awareness of reemployment services

	Profiled Workers
	Claimants who are not employer attached
	High potential, increase awareness of reemployment services

	Non-claimant, Job Ready
	Job seekers enrolled for ES services, but not claiming
	High potential, increase awareness of Web services

	Non-claimant Needing Supportive Services
	Enrolled job seekers that may need additional services to be job ready
	Low potential

	Students & other non-enrolled
	Those not enrolled for services, may be unaware
	High potential, students may have future need for services


General Public, Legislators, W.I.A. Partners

	Type
	Description
	Target Outlook

	General Public
	Public at large
	Target for institutional ads

	Legislators
	Federal, state, local officials
	Target for institutional ads

	W.I.A. Partners
	OWIB, RWIB’s, partner agencies
	Target for institutional ads


Internal Staff

	Type
	Description
	Target Outlook

	Field Staff
	Those delivering services locally
	Target for internal communication

	Central Office Staff
	Those providing support for service delivery in field offices, executive management, large host of other functions
	Target for internal communication


Business Marketing Approach

Businesses are tired of being approached by “job developers” and being asked to provide a product for job-seeking customers (positions). Staff practices will be more effective by shifting to a “business development” approach. Our efforts to find out specific priority needs of businesses are central to the department’s strategic plan and marketing strategy. Therefore, staff making business contacts should employ a business relationship-management approach to communicating with employer customers. This approach involves a problem-solving attitude and behavior rather than focusing on getting job orders. The actions of contact staff should concentrate on building relationships, discussing problems, negotiating solutions, and influencing outcomes. Increased job listings will be a natural outcome of increasing customer trust and satisfaction.

Business Contact Guidelines

· Be in the customer-satisfying business – not the job-order business.

· Be a business consultant who solves problems.

· Listen with enthusiasm; give the customer the first three minutes.

· Communicate the benefits of our services – not just the features.

· Focus on the quality of services, build credibility and rapport.

Satisfied business customers will be more willing to provide testimonials for use in the department’s promotional campaigns. In addition, these customers will help spread the word about the positive benefits of doing business with the department, and will become a needed source of repeat business.

MARKETING PROGRAM

In order to accomplish the marketing goals, the department will pursue a series of specific actions. Included are training programs, event sponsorships, business targeting strategies, maintenance of our business contacts program, institutional and product advertising campaigns, and the development of enhanced promotional tools.

Tactics
· Contract with graphics design vendor to develop logo for use in all agency marketing efforts (completed 06-02).
· Conduct public-awareness telephone survey to gauge awareness levels and assist in message development (Baseline survey completed 06-02, followup survey completed 06-03).
· Redesign promotional materials to highlight agency position statement. (completed 12-02)
· Develop revised staff training on marketing, presentation skills, and media relations training.
· Bundle offered business services into three or four more understandable groups (recruitment services, financial benefits, training and education, staff and support).
· Develop and execute an institutional advertising campaign based on public awareness research and buy media giving statewide coverage.
· Create and communicate messages that unemployment insurance is a stabilizing force in communities during periods of economic downturn; and that U.I. is not a social service, but a benefit from an insurance policy and is paid for by employer payroll taxes. Unemployment insurance is an insurance policy, not a social service program.
· Initiate promotional campaigns for targeted products needing marketing.
· Feature the department’s skill-based matching system as the premier online matching system in agency media campaigns.
· Feature the quality of our applicant pool and the quality of our matching and screening services to employers in agency media campaigns.

· Advocate quality improvement efforts in our matching.
· Sponsor appropriate events like job fairs, employment-related conferences, and seminars.
· Support and expand participation of employers in the Oregon Employer Council.
· Encourage a business targeting strategy based on growth industries.
· Create a CD designed for marketing agency services to businesses or other digital media products as needed.
· Distribute agency promotional materials through local business visitation programs and at point of sale locations.
· Conduct an internal communication campaign featuring enhanced capabilities to EDWEB, including electronic newsletter, computer-based video and learning, fun activities for learning new products, and staff recognition. (completed 04-02, revised 05-03)
· Better customer service through consolidated unemployment insurance centers using innovative new ways to file your claim and get information over the phone and online.

Messages

Messages will highlight the key customer benefits of individual products being promoted and will be tailored to the target audience. Planned public awareness research will assist in shaping the overall message of the department’s core institutional advertising campaign.
	Audience
	Message

	Businesses
	Our recruitment services are valuable and cost effective.

	Businesses
	We offer specific programs that can lower costs and help your bottom line (WOTC, Jobs Plus, Child Care Tax Credit, etc)

	Job Seekers
	We provide more and better job opportunities.

	Business Decision Makers
	You can make more informed choices by using our quality information.

	General Public
	Our services help stabilize and make Oregon’s economy more efficient. 

	General Public
	Unemployment Insurance is a benefit from an insurance policy, and is funded through employer payroll taxes.


Staffing

The objectives cited in this plan are heavily dependant on a sufficient allocation of staff being assigned to accomplish the stated goals. A diverse group of staff will participate from various sections, operating in different capacities to implement the tactics of the plan.

Communications and Marketing Advisory Committee

This committee will review the department’s publications, promotional materials, and electronic initiatives to ensure consistency in the look and feel, readability, and conformance with style, and advise originators of methods of improvement. The committee consists of three subcommittees specializing in forms and publications, electronic media, and marketing.

Communications Section

Staff in the Communications Section will carry out the department’s long-term external and internal communication process. They are responsible for primary media contacts, developing press releases, assisting in materials development, coordinating with other sections in response to media requests, and enhancing internal communication. The central goal of this section is to develop understanding of the department’s purpose and to create psychological goodwill.

Employment Services Programs

Staff in this section act as program coordinators for employer services and marketing. They provide training primarily to field staff in marketing, presentation skills, and develop processes for delivering services to employers. They also work closely with the Communications Section in promotions and internal communication. A staff member chairs the Marketing Subcommittee.

Employment Economists & Workforce Analysts

Oregon’s nine regional economists are widely viewed as “the expert” on employment and labor force trends within their local region(s). They issue news releases, write publications, give presentations, and respond to direct customer information requests at the local level. Fourteen workforce analysts are located in field offices around the state. The primary focus of workforce analysts is to provide labor market information to employers on a 1 on 1, customer driven basis. This frequently involves gathering & delivering information on recruitment, skills, and wage issues at the local and regional level; as well as assisting and educating employers on how to access labor market information and the labor exchange systems electronically. Workforce analysts give presentations, contribute to publications, and provide substantial direct customer service to employers and employer associations in Oregon. The Workforce Analysts are part of the Workforce Analysis sub-unit of the Research section. Workforce analysts and regional economists assist employers with technical and informational needs, but their role in placement services and programs is primarily liaison between businesses and the field office staff actually providing those services.

Business and Employment Specialists

Many business and employment specialists are assigned to major field offices to conduct business visitation programs and carry out local marketing plans. Some staff may concentrate in special programs such as JOBS Plus, veterans’ services, or agricultural services. Offices may also assign staff the coordination of local OEC activities and seminars. Some office may employ an “account executive” process where selected staff handles all service delivery functions for an industry group.

Distinction between and the roles of the Business Representative and Account Representative

Business Representative - Individuals within the workforce development system who make direct contact with businesses to facilitate the delivery of services by workforce providers.  This entails a combination of sales, coordination, and facilitation roles to bring business needs and workforce partners together.  Those filling this role are often Employment Department Field Office Managers, Account Representatives, local workforce partners, members of the region's "Workforce Response Team", as well as designated staff who may coordinate OEC or other similar business outreach activities.  These individuals concentrate on offering workforce solutions available through the One Stop system to businesses.  When the Business Representative identifies the needs of a company, they share that information with the appropriate agency for follow up and service delivery purposes. 

Account Representative – OED or partner staff that are the single point of contact for a business with employment needs.  These staff will develop a close relationship with the business to best meet their needs primarily in the areas of recruitment, selection, and referral of job seekers for job listings.  Account Representatives also work with partner agencies to assist the business in receiving appropriate training/assessment needs. 

Preliminary Timetable

	Radio campaign Internet IC’s

WorkSource Oregon (not PDX)

OPB sponsorship
	iMatch launch media campaign

WorkSource Oregon (not PDX)

OPB sponsorship
	iMatch launch media campaign

WorkSource Oregon (not PDX)

OPB sponsorship
	Radio campaign recruitment Svcs

iMatch launch media campaign

Hispanic outreach
	Radio campaign recruitment Svcs

Statewide marketing conference

Hispanic outreach
	Radio campaign recruitment Svcs

Hispanic outreach
	Radio campaign quality info
	OPB sponsorship
	OPB sponsorship
	OPB sponsorship

Seasonal help campaign
	OPB sponsorship

Seasonal help campaign
	OPB sponsorship

	Dec
	Jan
	Feb
	Mar
	Apr
	May
	June
	July
	Aug
	Sept
	Oct
	Nov


 Implementation Timetable


	OPB sponsorship


	OPB sponsorship


	OPB sponsorship


	Radio campaign recruitment Svcs

Hispanic outreach
	Radio campaign recruitment Svcs

Statewide marketing conference

Hispanic outreach
	Radio campaign recruitment Svcs

Hispanic outreach
	Radio campaign quality info


	OPB sponsorship


	OPB sponsorship


	OPB sponsorship

Seasonal help campaign
	OPB sponsorship

Seasonal help campaign
	OPB sponsorship


	OPB sponsorship\


	OPB sponsorship



	Dec
	Jan
	Feb
	Mar
	Apr
	May
	June
	July
	Aug
	Sept
	Oct
	Nov
	Dec
	Jan



Budget 2003-2005

Requested
$500,000

Allocated
$500,000

Budget breakout, including program resources
	Area
	Budget

	
	

	Production
	$50,000.00

	
	

	Presentation
	$25,000.00

	
	

	Placement
	$150,000.00

	
	

	FO Grants
	$150,000.00

	
	

	Evaluation
	$50,000.00

	
	

	Promo Items
	$75,000.00

	
	

	Total
	$500,000.00


ASSESSING SUCCESS

· Study results of a customer - awareness survey (baseline & follow-up)

· Monitor service counts and usage level of LMI data & web trends

· Track conversion Rate (% of employers that list with us and hire 1 customer in a year.) and acceptance rate (% of employers out of total in state that list with us at least once in a year.)
· Track Web trends reports and compare with timing in ad campaign

· Track results of next customer satisfaction survey

· Monitor specific program goals

ACCOMPLISHMENTS

Marketing efforts during the past few years have concentrated on increasing awareness of, and driving customers to the department’s electronically based services, many provided on WorkingInOregon.org. Promotional materials and advertising campaigns all contained the call to action of visiting the department’s Web site. Below is a graph showing the growth of use during the time corresponding to those efforts.

The Files graph below shows how the utilization of this web site has grown each month. This is the number of files accessed, including job lists, job search results, job displays, and all informational web pages. (does not include graphics)

	Employment Department 
Main Site - Monthly Hits
	Average for 13 months
	Jan-03
	Dec-02
	Nov-02
	Oct-02

	Total Number of Requests
	11,760,247
	13,088,549
	10,784,856
	10,319,730
	13,834,507

	Job List Program
	3,265,669
	2,884,608
	2,224,952
	2,354,392
	3,711,545

	Online Claim System
	1,178,549
	2,186,032
	2,152,542
	1,745,002
	2,597,344

	Job Display Program
	2,205,162
	2,171,488
	1,581,124
	1,657,972
	1,623,928

	Oregon Employment Department Home Page
	589,291
	738,560
	611,261
	553,858
	682,684

	Job Search by Occupation (step 2 - location)
	509,393
	567,488
	429,482
	415,855
	586,392

	Begin Job Search
	369,013
	411,605
	313,576
	319,974
	418,449

	Employment Services (Jobs Page)
	337,893
	375,828
	293,784
	289,755
	386,010

	Job Search by Occupation (step 1 - occupation)
	295,071
	321,304
	243,207
	246,515
	349,545

	Job Search by Location
	241,352
	282,523
	212,065
	209,916
	272,492

	Self Referral Program (total usage)
	189,354
	184,049
	165,353
	192,462
	223,323

	Job Shopping Cart
	125,408
	96,145
	75,393
	86,067
	153,236

	Job Search by (keyword, date, category, location)
	88,807
	84,887
	64,730
	70,490
	95,654

	Link to Government Jobs
	66,827
	78,152
	64,067
	52,140
	66,102

	Link to State of Oregon Jobs
	36,808
	40,164
	32,665
	21,125
	24,932

	Link to Federal Jobs
	17,326
	17,989
	14,141
	9,047
	15,020

	Job Search by Order Number
	12,268
	11,230
	8,038
	4,879
	8,459

	Job Order Entry Program
	5,669
	3,252
	2,904
	4,645
	4,155

	Self Referral Program (new jobseekers)
	3,814
	3,121
	2,295
	3,488
	3,710

	Directly related to Job Browsing
	9,974,996
	9,705,321
	7,308,900
	7,596,694
	9,566,880


Other accomplishments include:

· A jump in almost 30% in the likelihood that HR decision makers will use OED’s recruiting services.

· Organization of first-ever statewide marketing conference, MarCom 2003, 100 staff attended

· Development of Marketing I & Marketing II online courses
· In-person delivery of Marketing I & Marketing II in eight sessions at various statewide locations

· Multiple regional offerings of “Selling Workforce Solutions” and “Consultative Selling” workshops presented by John Garofalo
· Creation and expansion of WorkSource Oregon and Employment Department logos/brands

· Establishment of inventory and ordering system of promotional specialty products used in business contacts and promotional events

· Opportunities for field offices to apply for local marketing grants. Two rounds of grants awarded totaling $135,000 for local efforts

· Creation of various local advertisements fulfilling field office requests

· Development of upgraded promotional folders and publications, including data sheets highlighting recruiting services, financial incentives, and quality information

· Template for local customized development of recruitment services one-sheet flyer

· Production of seven radio commercials highlighting specific products that are aired statewide according to media plan

· Sponsorship of Oregon Public Broadcasting news programs
· Replacement of exhibit display graphics with new look and the purchase of six additional displays for field offices
· Creation of cinema advertising for use in the Medford, Klamath Falls, Baker City, La Grande, and Hermiston markets
· Business brochure highlighting workforce solutions

· New “Thank You” card and envelope

· Informational brochure for employers to give to laid-off workers featuring unemployment insurance benefits and employment services
· Veterans’ brochure explaining services and veteran representatives

· Brochure explaining obligations of federal contractors to list openings and the benefits of hiring veterans

· Improved EdWeb Intranet site with style guide, logos, templates, letterhead, policy & language resources
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� Riley Research 2003


� Source: SIS


� Source: OLMIS


� Source: OED Customer Satisfaction Surveys 1996, 1998, 2000


� OED Customer Service Satisfaction Survey 2000





