



Phoenix Workforce Connection Marketing Plan
OBJECTIVE:

To gain name and logo recognition among employers, job seekers, and our communities 


while building awareness of available programs and services.
I.  Executive Summary

· Phoenix Workforce Connection Career Centers need to be a place where job seekers and employers have easy access to information and services. It is a place where services are streamlined and resources are plenty.
· The Employer is the Ultimate Customer according to the Phoenix Workforce Investment Board (WIB) and the individual job seeker is the product offered by the Phoenix Workforce Connection Career Centers. 

· The Phoenix Workforce Connection name needs to be well branded.

· Phoenix Workforce Connection and its partners need to be consistent in their use of a name for the program.

· A cohesive, consistent message must be portrayed of quality, service and respect throughout the system.

· The USP, Unique Selling Proposition, which differentiates Phoenix Workforce Connection Career Centers from its competition, is “a single source supplier for both employers and job seekers”.

· Markets to reach include: employers, job seekers, (adults, older workers, people with disabilities and youth).
· Marketing Strategies will be both internal and external. Tools will include: image enhancement devices, brochures and marketing materials, public relations, community relations, and advertising.
· A Slogan or marketing theme should be adopted to support the name and capture the interest of employers and job seekers to motivate them to use the Phoenix Workforce Connection Career Centers.
· Phoenix Workforce Connection must create an Accessibility Team to insure compliance with ADA which requires accessibility that meets both programmatic and architectural standards.

II.
Situation Analysis

A. 
The workforce system has historically been driven by the dynamics of the supply side, namely the job seeker. This one-sided focus clearly ignored the demand side, the employer.  In August 2000, the Phoenix Workforce Investment Network, (PWIN) recently replaced by Phoenix Workforce Connection took a bold step to shift this paradigm by initiating programs and services that focused on elevating business as the primary customer.


This concept was simple. If you can meet and maintain the workforce needs of private industry, (the demand side), the job seeker (supply side), would be the beneficiary.


To expand the workforce penetration into businesses and communities, the Phoenix Workforce Connection and its partners are initiating a marketing strategy that will engage a full partnership between Workforce, business and our communities.


The marketing strategies will be focus on internal and external tools including: image enhancement devices, brochures, media and public relations, networking, community relations and strategic advertisement.


A slogan or marketing theme will be adopted to support the Phoenix Workforce Connection and its logo and capture the interest of employers and job seekers to motivate them to use the Phoenix Workforce Connection Career Centers and its services.


Phoenix has developed a standard name, Phoenix Workforce Connection and logo which  appear on its stationary, business cards and marketing materials. The eight separate locations within the network will be consistent in their signage, marketing and in manner in which the telephones are answered.

B.
The Program Concept


As a result of the marketing effort, the Phoenix Workforce Connection Career Centers will be a place where employers, job seekers and youth will have easy access to all  available information and services. The system will be a place where services are streamlined, customers will have choices and where employers will play a significant role in setting the direction for program development.

Our senior leaders will set new directions, create customer orientations, and establish clear and visible values with high expectations. Senior leaders will ensure the creation of strategies, systems and methods to achieve excellence, innovation and building knowledge capabilities. These strategies and values will help to guide all activities and directions of the Phoenix Workforce Connection Career Centers.

Objectives:

· Provide a wealth of customer information to assist job seekers and youth in making informed career and academic choices.

· Serve employers by providing one central location to call and place job openings.

Benefits:

Job Seekers
· save time

· receive up-to-the-minute current information

· improve lives with better jobs

Employers

· save time
· receive up-to-the-minute current information

· pre-qualified  applicants

· fill job openings

· have source of stable workforce supply

· provide tax credits

· other value added services/benefits

Services:
· Career information

· Recruitment

· Employer services

· Financial services

· Rapid response 

· Access to job postings

· Electronic job banks

· Resume' banks

· Job matching services

· Placement assistance and referrals

· Education Assistance

· Employment Statistics

· Information on the Labor Market

· Information on Training Providers

· Reference Materials

· Word Processing Software for resume writing

· Equipment to use such as phones, computers and printers, Internet and free e-mail, fax and copy machines.

III.
Goals and Objectives of the Marketing Program


Through this coordinated marketing effort, Phoenix Workforce Connection will gain name and logo recognition among employers, job seekers and our communities while building awareness of available programs and services.

IV.
Markets to Reach

A. Employer, the primary market

B. Job seekers



1. Adults: employed, under-employed, unemployed



2. Dislocated workers



3. Youth



4. People with disabilities
                          
5. Community-based organizations

6. Chambers of Commerce
V.
Marketing Strategies


A.
Identity

The Phoenix One-Stop system has developed its name (Phoenix Workforce Connection) (PWC) and logo that will be used on all printed materials such as brochures, business cards, stationary, advertisement and Web site. We will engage in discussions to place signage at all PWC centers to display our name and logo.

One central telephone number (602 506-WORK) with a standard greeting will be in place in the near future, which will provide information to employers and refer jobseekers to the PWC Career Center closes to them. This central telephone number will make it easier to promote the program business services, as well as be simpler for the public and employer to access information and services. Phoenix Workforce Connection and Maricopa Workforce Connection will share the responsibility of answering this number.
B. Collateral Materials

1.
Brochures will be produced for distribution to employers and other targeted audiences explaining the benefits of using our PWC Career Centers, programs and services.

2.
Posters will be designed and produced to reflect programs and services and will be posted at targeted locations throughout the city.

3.
Information will be prepared for insertion in Notes, and the city’s water bills.
4.
A PWC booth will be designed for use in trade shows, job fairs, employer meetings and other targeted networking events.

5.
Advertising specialties will be purchased for handouts at employer meetings, job fairs, employer visits and other targeted events.

6.
Signage will be designed and developed for use at all PWC Career Centers locations.

C.
Public Relations

Staff will work with the City’s Public Information Office to obtain pro-bono publicity in newspapers, magazines, radio and television. This type of communication effort will build awareness of our PWC Career Centers. This publicity will reach all targeted audiences.

Staff will work through the Public Information office to schedule or attend editorial board meetings of major newspapers to inform them of the PWC Career Centers to encourage support and editorial coverage. (If possible)
Employer awareness events will be scheduled quarterly or annually to continually provide private industry with the information relative to any new and innovative programs/services available through the PWC Career Centers. The Community and Economic Development Department will be vital partners in developing these meetings.

Employer Networking Lunches sponsored by Phoenix Workforce Connection Board members will provide a platform for board member to network with private industry. These meetings will be scheduled at the availability of local board members.

Community awareness events will be scheduled quarterly/annually to provide ongoing information to the community on available programs and services.
A Press Kit will be prepared as a background about the PWC Career Centers.  The press kit folder will contain inserts such as:  program fact sheet, list of PWC Career Centers locations, and news release about programs and services, including success stories and testimonials.

News Releases will be developed in conjunction with the Public Information Office to bring PWC Centers to business editors of major newspapers that will reflect personal success stories from the employer and job seekers angles.  Job fair will be presented and publicized under the Phoenix Workforce Connection banner.

D. Networking

Networking throughout the community will be an important method to get the word out about the PWC system and to increase awareness and usage of the program.  Representatives within the PWC Centers locations as well as City of Phoenix personnel and partner representatives should be trained to participate in this Speakers Bureau and make appointments for presentations to community organizations.  A Power Point presentation could be helpful in presenting the information and would insure consistency in delivery of message.   Some of the organizations could include:


Business & Trade Groups

Arizona Chamber of Commerce


Phoenix Chamber of Commerce


Arizona Association of Industries


Arizona Builders Alliance


Arizona Contractors Association


Arizona Employers’ Council


Arizona Masonry Contractors Association


Arizona Restaurant Association


Arizona Retailers Association


Arizona Small Business Association


Arizona Tooling & Machining Association


Arizona Vocational Association


Associated Builders & Contractors


Phoenix Chapter, National Association Women Business Owners

Society for Human Resource Managers

American Society for Training and Development

American Society for Performance Improvement


City of Phoenix

Community & Economic Development 

Human Services (various divisions)


Housing


Park and Recreation 


Police


Neighborhood Services


Human Resource Managers-Trainers

Communicate with PWC approved training providers


Social Service Organizations

Civic Groups-Business

Kiwanis Clubs


Society for Human Resource Managers


American Society for Performance Improvement


American Society for Training Development

E. Internet Web site

A Phoenix Workforce Connection website is being developed that will be easily accessible by the public and will contain the following:


1.  Phoenix Workforce Connection Career Centers locations


2.  Program information


3.  Available services


4.  Eligibility requirements


5.  Partner linkage


6.  Linkage to other resources

Once the Web site is complete, it will be important to market the Web site with publicity, public affairs and print advertisement.
F. Advertising strategies

While advertising is costly, it can be a valuable way to reach the masses quickly, including employers and job seekers.  A wide variety of advertising outlets exist in the Phoenix area from television, street fliers to major newspapers.  We will outline here the most relevant of the mediums to consider, realizing that not all will most likely fit the budget.

1. Billboards.  Strategically placed, with good graphics, can build name awareness with employers and job seekers.

2. Movie theatres.  Allows for “regionalization” of the message in neighborhoods.

3. Classified display newspaper ads reach the job seeker.

4. Business Journal ads reach the employer.

5. Cable television advertising also can be regionalized by neighborhoods and can reach the job seeker.

6. Radio advertising.  Two ads should be created.  One to reach the employer, and the other to reach the job seeker.  Also, stations can be selected that appeal to each audience.  Stations also can be selected for the age of their intended listeners from teens to seniors.
7. Television (it is unlikely a paid schedule will occur on television due to the need to budget considerable sums to purchase time and produce submitted to local TV and Cable channel stations).

8. Yellow page advertising and Phoenix directory should be considered.

9. Electronic message boards should be considered for the interiors of the PWC locations.
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