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Statewide Marketing Materials
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Connecticut Works

Creative Strategy
Background

Connecticur Works is a unique collaboration of state, regional and local organizations whose
purpose is to address the workforce development needs of the state~ both Connecricut’s
residencs who are seeking jobs and the businesses who want to employ them.

Designed by Connecticut’s Department of Labor and 9 Regional Workforce Development
Boards, Connecticut Works coordinates the varied job development services offered by these
organizations, providing them all under a single roof. It’s a new “one-stop” approach to
addressing the state’s employment needs.

A toral of 19 conveniently locared Connecticut Works centers are scheduled to be operating

by the end of 1996.

What we want the advertising to achieve?

- Introduce Connecticuc Works and the new “one-stop” job cencer concept to
prime prospects -- generate broad awareness.
- Stimulate interest/utilization of Connectcuc Works secvices.

Prospect Definition

There are two key audiences:
- Emplovers seeking assistance in locating qualified job applicants. Small to mid-size
companies— service and manufacturing industries in particular.
- Job Seekers . Primarily blue collar, but white collar growing in importance with
increasing frequency of middle managemenc layoffs

Key Prospect Insights

Current atritudes and perceptions held by both audiences have been shaped by generally
negacive experiences in dealing with government bureaucracy- characrerized as inefficient,
complicated, time consuming, lots of regulations, etc. Job seekers, in particular, equate DOL
services with the “unemployment line.” Many employers who have experience with DOL
employmenc services are dissatisfied, especially with the qualicy of job applicants who have
been directed to them.

What We Want Prospects to Think/Feel

I'm surprised. This new employment service sounds really interesting— nothing like what [
would have expected. They seem to really understand my needs and are committed w0

helping me. I've gor to give them a call to find out more about whar they can do for me.



Support/Why They Should Feel That Way

Connecdcur Works has a strong customer orientation— a commitment o providing its services
in a more consumer-friendly environment not normally asscciated with governmencal
bureaucracy. The organization is committed to streamlining the process in which it delivers
many varied services to its key constituencies— breaking down traditional obstacles.

See accompanying literature for more program specifics.
Tone & Manner

Advertising should be aspirational and information-oriented.
Mandatories

- 800# for more information (e.g. nearest locartion, service info., etc.)
- Where applicable tag nearest locatiori(s) (e.g. local newspaper)
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CT WORKS Video Project
Script

(Host On-Camera)
Welcome to Connecticut Works. The changing job market makes it necessary tor us to
rethink the way customers find jobs and businesses find employees.

Whether you’re returning to the workforce, starting your career, or changing jobs,
Connecticut Works gives you the information to make the right decisions.

Connecticut Works centers are part of a national effort to help people find jobs and get the
training they need to be competitive in the marketplace. Connecticut Works also provides
recruitment and placement assistance to employers looking for qualified workers.

(Insert Partner logos here)

(VO)
The Department of Labor, the Regional Workforce Development Boards, and other state
and local agencies are working together to make this happen. We bring together job

seekers and employers.

(Host On-Camera)
Let’s take a brief look at some of these services.

(VO)
If you're looking for a job, we offer a variety of resources to help you:

e Job Search Resources and Assistance;
e Training and Retraining Information;
e Business Services; and,

e Unemployment Insurance.

Depending upon your needs, you can explore our services using;

s Self Service Activities;
e Group Workshops; or,
e One-on-One Consultations.

In the Self Service area you will find Kiosks with computerized job listings, and bulletin
boards with information pertinent to your job search. (spi

VOSCRIPT.DOC &:3/96 l
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(VO)

In our resource library area, you will find:

o Computers to create resumes and cover letters,

e Current employment and training reference materals, including local and national
newspapers and corporate listings:

« Fax machines for quick communications;

+ Copiers;

e Telephones for contacting employers; and,

e Labor Market Information that provides data about growing occupations, prevailing
wages, and hiring trends statewide. (spzj

To further enhance your job search, we offer a variety of workshops and other group
activities at all Connecticut Works centers. These activities may even involve
representatives from the business community. The topics include:

e Resume Writing;
s Interviewing Techmques;
e Starting Your Own Business; and other specialized subjects.

(Host On-Camera)
If you’re not sure what kind of job you’re looking for, you can schedule an appointment

with a member of our staff for a one-on-one conference.

(VO)
We can help you identify your skills, interests, and any training you may need. Are your
job skills up to the standards of today’s changing labor market? Our staff will help you

. find out.

Our centers provide information about schools, training, and financial assistance available
in your area.

At the Connecticut Works center, you’ll have access to a wide variety of training and
retraining programs to prepare you for your first or next job. (so3|

You could also learn a new career by participating in an On-the-Job training or
Apprenticeship program.

(Host On-Camera)
We can direct you to programs and services that assist high school studeats, dislocated

workers, and others. We can provide some assistance for everyorne.

VOSCRIPT.DOC 6/3/96 2
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(VO)

In addition to providing services to individuals, we also reach out to the employer
community. Our computerized job bank provides employers with a labor pool of qualified
job seekers. Employers can also receive manufacturing and technology assistance, along
with consultation and recruitment services. Our Business Services consultants provide in-
house training assessments to help employers find strategies for becoming more effective
and competitive.

We also provide employers with access to our facilities for interviewing or job training.
Our goal is to make it easier for employers to connect with people looking for jobs. (soa

Connecticut Works centers also provide Unemployment Insurance benefits. The new
Tele-Benefits system allows you to file weekly claims for benefits, answer questions about
your claim, or get specific check information from the privacy of your own home.

(Host On-Camera)
Well, there you have it. Connecticut Works centers. One place for all of your

employment and training needs. We're excited to bring these services to you. Be sure to
pick up a brochure with of all of the programs, activities, and resources available here.

On behalf of all of the partners committed to Connecticut Works, welcome.

Our business is jobs...helping job seekers and employers stay competitive in a changing
economy. The future is happening today at Connecticut Works.

VOSCRIPT.COC 6/3/96

Ll
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1
Show Kiosk shot here
2

show LMI Brochure here
;

Add a Nurse's Aid or Computer training—for partner services

-

J

Will be represented by the CT WORKS logo in still frame (04:21.44 on new tape)

7-A-7



CONNECTICUT WQORKS
CREATING AND MAINTAINING A CONSISTENT IDENTITY
January, 1386

Cansistency is essential in marketing Connecticut Warks. Central office and avery
Connecticut Waorks Center and partner must maintain uniform use of cur name and

materials.

Required standards and protocal for use of Cannecticut Warks name, loga, and stationery,
and media contact faollow.

LOGO AND IDENTITY

1

2)

3)

4)

5)

g8}

Connecticut Works is a service markad logo and when printed in color must be
printed in its designated colors. In the calor versian, "Connecticut” and the
descriptive battom line are in green (PMS 354), and "Waorks" is purple (PMS 266).
In the monochromatic version, "Waorks” is black, and the ather twa lines are
screened (65%) to a dark gray. If vinyl materiais are tc be applied as signs, care
shauld be taken to match the colors in vinyl ta the abcve PMS numbers.

The lago must not be altered either in farm or by adding lines or language.

The Connecticut Warks lago must agpear on public entrances whather external ar
internal.

An inside welcoming sign at a minimum must carry the names of partners and
participants including care partners, statawide partners, and community services.
Other partnars and services may be added at the discrstion of the local management

team.

Identity must develop around Connecticut Works rather than onae-stop. When
answering the phone, referencing Cannecticut Works in correspondence or print, or
refarring ta specific locations, Cannecticut Works may be faollowed by "Centar.” It
must not be identified as a "pragram,” "project”, "one-stop”, etc.

The following is a dascription of Connecticut Warks which should be used
consistently by staff and on appropriate public and marketing materials -

Connecticut Warks enhances aconomic develcpment in Cannecticut by
addressing the special employment and training needs of both job seekers
and emplayers. OR

Connecticut Works is an easy access systam for job seekers and employers
helping both stay competitive in a changing econamy. Nineteen centers
focus on custamers by affering warkfarce preparation and business services.
Cannecticut Works is a partnership of the CT Department of Labar, Regionai
Woarkforce Development Boards and state agencies. Local cammunity
organizations enhance each center.

J.1.
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STATIONERY

1) Caonnacticut Warks stationery must be usad far activities cancarning the
center such as anncuncing warkshogps, enroilment in workshops, generai
cammunications anncuncing activities in the Cantar, marketing Connscticut
Warks, individual appointments, etc.

Both DOL and regional warkforce develcpment boards actively carry cut
respansibilities not included in Connecticut Works; and for these procassss,
Connecticut Warks stationery should not be used.

For example, Cannecticut Warks letterhead may not be used in
support of prccesses which involve legal entitlements and rights.

Likewise, Connecticut Works letterhead may not be used for regional
warkforce development board pracesses such as board and chief
elected aofficial communications, legisiative communication, propasals
and raquests for proposals, planning activities, purchasing, personnel,
markating, fundraising, funding scurce communications, finances,
sub-cantract wark.

2} Core partners must carry the following language on their arganizational stationery,
and appropriate publications - "A Connecticut Warks Partner”. State agency and
local partners and community services are encouraged to carry the same. A
camputer disc is available for consistent presentaticn.

3) All Department of Labor and Regional Workfarce Development Board staff having
public contact th{ough Connecticut Works Canters must use a Connecticut Waorks
business card which will identify both Cannecticut Works and the staff member’s

emplayaer.

MARKETING AND MEDIA

1) Each Connecticut Waorks management team should designate a media spokesperson
for each Connacticut Warks Center ta insure ccnsistency and a single point of
contact for the media. All madia inquiries concerning local Connecticut Warks
Centars and their servicas should be referred to the designatad local spaokesperson.
Close coordination among the management team is encouraged when responding to

media inquiries.

2) Local marketing or public materials should be develcped in accordance with state
and local plans and must carry the Cannecticut Works loge {sample logo attached
and a computer disc will be provided).

Developed by the Connecticut Warks Marketing Committee, January, 19386
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One-Stop Sustem
Marketing Plan

Prepared buy:
One-Stop System Marketing Workgroup



Introduction

The One-Stop System is a brand new concept for most Ohioans. In order to be successful, people must
become aware of the concept involved in One-Stop. This applies both to our potential customers and to
community agencies who will interact with us.

This marketing plan is intended to be a working document. It will evolve with the One-Stop System.
Information contained in the plan will begin with broad marketing goals and only a few detailed pro-
grams to get the process underway. Details will be developed as the system itself unfolds.

This plan also recognizes that just as One-Stop itself is locally driven, the marketing of the system will
come primarily at the local level with the state level providing unifying elements and resources for the
local systems to use.

1. Target Audiences

This plan must address two basic audience targets. On one level, and of immediate concern, there is a
need to raise name identification of One-Stop in the general public. This needs to happen both at a
statewide level and in the service area of the initial one-stop systems.

The second level of audience we need to reach are those individuals and groups who will have to inter-
act with the One-Stop system. The message for these individuals and groups will have to be custom-
ized to generate the proper reaction from each group (See next section). Possible target audiences
include:

Potential Customers (Unemployed/underemployed workers, students, unions)

Employers (Business groups, JSEC, Chambers of Commerce, trade groups etc.)
Service Providers (One-Stop Partners, other social service agencies, non-profits, churches,
schools/colleges)

Political interests (State legislators, local elected officials)

2. Message

At the base level the message is - and must be - very simple. "One-Stop is the best way to get a new or
better job. It's accessible, easy to use, friendly, all-inclusive and effective.”



For our target groups the same message prevails, but is viewed from their own perspectives:

Potential Customers "I only have to go to one place to get access to help.”
Employers "Now I have a single source for pre-screened, trained, job-ready
workers."
Service Providers " "One-Stop gives me better access to my potential customers and
the resources of all of these partner agencies."
Political Interests "One-Stop provides better service to people and uses tax dollars in

a more cost-effective manner.”

3. Tools

This category breaks down into two groups: Advertising (things that cost lots of money) and Public
Relations (things that cost less money). Within these areas there will be some actions to be done by the
statewide One-Stop System and others to be carried out by local One-Stop Systems with some support
from the state level.

3a.

Public Relations.

At the state level.

Press announcement from the Governor on the federal One-Stop grant (done Aug. 1995).
Photo Op with Governor and targeted press release to One-Stop communities (done Nov. 1995).

Press release announcing next round of One-Stop grants.

Guest editorial column from Lt. Gov. Hollister to every newspaper in Ohio on One-Stop.
Develop mailing list of groups representing target audiences. »

Newsletter articles aimed at the individual target audiences outlined in Item 1 mailed to those
groups periodically.

Establish speakers bureau of One-Stop committee members.

Create talking points that explain One-Stop in simple, non-bureaucratic language.

Schedule speakers into meetings of target audience groups and into local radio and TV talk
shows (primarily in communities where One-Stop is not yet established to prepare them for the
future). .
Include references to One-Stop in presentations and publications of partner agencies.
Schedule Governor, Lt. Governor, or Cabinet Members to be present at grand opening of local
One-Stops or for special tours.

Establish and maintain Webpage on the Internet for One-Stop information.

One-Stop presence at Ohio State Fair and similar events.

At the local level.

Hold Grand Opening event for One-Stop Centers.

Hold periodic open houses at One-Stop centers for target groups.

Generate local press coverage of One-Stop success stories.

Establish speakers bureau.

Use talking points from state and visit local target group meetings, and radio/TV talk shows.
Using tapes and ad copy produced at the state level (see next section) seek free public service
radio and TV time and newspaper ad space.

Set up One-Stop booth at local county fair and festivals and job fairs and trade shows.



3b. Advertising

At the State Level.

n Develop a One-Stop logo for use on all publications and display at One-Stop Centers.

n Print color decals of One-Stop logo for display at entrances of One-Stop Centers.

n Produce and distribute One-Stop newsletter.

u Print and distribute an initial leaflet outlining what "One-Stop” is about.

= Once the initial round of systems are operating, prepare, print and distribute a second brochure

focusing on the success story of One-Stop.

L Prepare handout items featuring One-Stop logo (pens, pencils, notebooks, etc.).

= Produce One-Stop poster.

n Produce both generic and customized ad copy for use by local systems.

n Produce radio and TV commercials promoting One-Stop for use by local systems.

a After first group of systems are operating, produce 8-10 minute video focusing on success
stories of One-Stop concept (for use by both state and local speakers bureau).

At the Local Level.

| Purchase radio/TV time and newspaper ad space.

u Incorporate One-Stop logo into business cards and referral cards left in public places.



4. Budget

The following are some of the projects listed in the previous section with estimated costs. These figures
are for budgeting purposes only. We may not chose to do all of the projects and we may decide to do
them in larger or smaller quantities. We undoubtedly will add more projects to the list as the need
arises.

Iem Quantity Cost

"1 STOP" Decal 500 $500.00

First Brochure (3 color) 50,000 $2,500.00
Second Brochure (full color) 100,000 $5,400.00
Poster (full color) 1,000 $2,400

Radio commercial/PSA* 1 $1,000

TV commercial* 1 $2,000 - 7,000
8 to 10 minute video* 1 $4,000 - 30,000

*The costs noted would cover production of a basic radio and TV spot for One-Stop. To be effective
these spots should include a customized element for each local One-Stop System so people know where
to go to receive "one-stop" service. This would cost in the neighborhood of $100 per one-stop system
for radio and $200-500 for television. The variables in price on the TV spot reflect the option of
producing the spot at the lower amount at OBES or at a higher amount at a Columbus Video produciton
studio.
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THE WORKFCRCE DEVELOPMENT CENTER - MARKETING PLAN

MARKETING PLAN DIRECTIVES

WORKFORCE DEVELOPMENT CENTER MISSION STATEMENT:

The purpose of the Workforce Development Center is to advance the economic
well-being of the region by developing and maintaining a quality workforce

and by serving as the focal point for local and regional workforce development
initiatives. This is to be achieved through the co-location and integration

of employment, training, education, and economic development services for
job seekers, workers, and employers.

All marketing goals and strategies shall be a reflection/reinforcement of
The Workforce Development Center mission and its objectives.

The central focus of all marketing shall be customer driven. Through instituting
a stronger "service organization" concept and establishing a "customer comes first"
attitude.

Marketing goals and action strategies shall be determined after assessing customer
desires, needs, and abilities; and shall be substantiated by appropriate workforce
related research. Research shall include surveys, focus groups, and other
methodologies, utilizing the expertise of the partner agencies in the Center,

the Employer Advisory Committee, and other professional and community organizations.

The Marketing Plan shall be a product of staff participation, interaction and input,
and be under the supervision of the Marketing Committee.

An evaluation/measurement component shall be an integral part of the Marketing Plan
in all appropriate areas.

Printed materials: 1) must meet quality standards and adhere to Workforce Development
Center logo criteria; 2) shall be regularly up-dated; 3) have a distribution plan and
inventory control system.

This document reflects an ideal Marketing Plan, which is subject to availability of
resources.

The Marketing Committee of the Workforce Development Center shall present the
Marketing Plan to the Management Team for review/revision and formal approval.



WORKFORCE DEVELOPMENT CENTER MARKETING TARGETS

EXTERNAL CUSTOMERS:

XN A LN

Customers/Applicants/Participants

Business/Industry/Employers

Supportive Services Providers/Education and Training Institutions
Legislators

The Media

General Public/Taxpayers

Civic and Professional Organizations

Unions

INTERNAL CUSTOMERS:

PN~

Workforce Development Center Partner Agencies
Workforce Development Center Staff

Local Elected Officials

Waukesha County Government
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MARKETING INTENT, METHODS/TOOLS FOR TARGET GROUPS

Applicants/Participants:

Intent: View applicant/participant as a true customer who is purchasing our

services-selling him/her on the benefits and opportunities.

Methods/Tools:

1.

Printed materials/brochures -

a) broad, general brochure or flyer based on customer desires, needs and abilities
to help them understand how we can help

b) directed brochure/flyers detailing specific programs.

Billboard - calling attention to job seekers and broadly identifying
the Workforce Development Center as a resource.

Newspaper ads promoting the WFDC and specific programs.

PSA's, feature stories, news releases as appropriate.

. Plan special events: Job Fairs, to match employer and employee needs,

and Seminars such as Apprenticeship Pool, Women in Non Traditional
Occupations, etc.

Help make the customer waiting area an information/education center through
use of photos, video displays and printed materials.

Business/Industry/Employers:

Intent: Create within the minds of employers: “The Workforce Development Center...

1.

A goldmine of resources for recruiting, training and developing a reliable
workforce.” Develop a partnership concept with employers and promote the
wide range of resources available, including technical assistance and financial
resources for business development.

ds Is:

Develop printed materials: general/overview "image" brochure to build trust-

based relationships based on employer expectations and concepts.

7-C-3



2. Develop a quarterly report on new ideas and solutions.

3. Develop a quarterly Newspaper to give recognition to employer partnerships,
to provide a roster of job ready job seekers, to provide information of value
to them, such as new trends in the labor market, transportation initiatives,
new training programs, etc.

4. Develop ads targeted to employer needs.

5. Establish criteria for an excellence award to be presented in a framed certificate
to exemplary OJT employers/Work Supp employers/ (or similar rationale for award).

6. Invite employers to participate in focus groups to drive the development of
literature, improvement or addition of services. Such events should be held at
the Center and include refreshments.

7. Host seminars for business to relate important information and usable knowledge.

Supportive Services Providers/Education & Training Institutions:

Intent; Qur success with customers is based on coordination with other agencies and
partners as well as education and training institutions.

Methods/Tools;

1. Publish together to better educate and inform the public and reduce
duplication of effort.

2. Vocalizing concern for saving funds and sharing resocurces and benefits
when possible.

3. Continue to encourage tours/presentations at Center to increase community
awareness and help develop materials for presentations.

7-C-4



Legislators

Intent: Create a positive image with legislators who have the power to
alter our funding/regulations/requirements and significantly impact
our services.

Me Is:

1. Mail all Workforce Development Center news releases and publications to state
and federal legislators representing the SDA as a matter of information and on-
going communication.

2. Invite legislators to participate in special Workforce Development events when
appropriate.

The Media
Intent: Recognizing that people today probably spend more time occupied with mass
media (newspapers, television and radio) than any other activity, it is important

for the Workforce Development Center to recognize the power of the media and
utilize this communication network effectively.

Methods/Tools:
. Conduct a special briefing for media representatives about the Workforce
Development Center facilities and services. Invite media input as to types of

news that would be of interest to them related to our programs, customers, and
services.

2. Develop public service announcements for appropriate WFDC programs, events.
3. Develop a response/measurement system for all paid ads.

4. Develop a schedule to suggest features about WFDC programs/customers
on television/radio news programs. and for print publications.

5. Continually update media mailing list for SDA.

6. Make personal phone calls and business visits with media representatives
on a scheduled basis.

7. Conduct news conferences when warranted, especially as related to new
JTPA/JOBS amendments and state initiatives.
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General Public/Taxpayers

Intent; To create a basic understanding of the purpose of the Workforce
Development Center in the minds of the public, and thus enhance our image
as a pro-active service organization.

M ols;

1. A general brochure for wide distribution that outlines the WFDC purposes.

2. Create a "Speaker's Bureau" (composed of members of the partner agencies,

their boards, and local officials) to make presentations to appropriate
civic clubs and organizations showing the WFDC video and distribute

other printed materials).

3. Utilize opportunities, such as WCTC Job Fairs, Career Expos, and other similar
events to create a better understanding of WFDC's programs and services.

4. Encourage WFDC staff and leadership to network with local organizations to
develop job leads, partnerships, mentoring relationships, etc.

Unions
Intent; Maintain good working relationships with Union groups.

Methods/Tools;

1. Work cooperatively with Unions to produce materials and communications
when companies who are closing or having massive lay-offs are Union affiliated.

2. Encourage Unions to regularly update the WFDC on apprenticeship programs.
Workforce Development Center Staff
Intent: The success of the Marketing Plan, which has included input and
preparation of staff members, hinges on Workforce Development Center

partner employees. They must understand and accept the plan and
commit themselves, as individuals and as a team, to its implementation.

Methods/Tools:
1. Conduct Marketing Plan staff orientation after completion and adoption.
2. Continue to publish the Marketing Update to help keep staff informed.

3. Assist in the development of a calendar of events, media conferences, etc.
and post/or utilize the E-Mail system for dissemination of information.

4. Help develop formats and or messages for an internal monthly newsletter.



WORKFORCE DEVELOPMENT CENTER

MARKETING AND PUBLIC RELATIONS GOALS, OBJECTIVES AND STRATEGIES -1995-36

OBJECTIVES:

STRATEGIES:

NOVEMBER -

Heighten general awareness of the Workforce Development Center and
its services among all Waukesha County residents with a special
emphasis on promoting the Center to those seeking employment.

Heighten general awareness of the Workforce Development Center and
its services among all Waukesha County employers with special emphasis
on promoting their involvement and partnership with the Center.

Evaluate current communication vehicles used to promote the Center
and its services to ensure they are portraying a cohesive and coordinated
image for both internal and external customers, taxpayers, politicians
state government and funding sources.

Position the Workforce Development Center in the community as a leader
in the area of warkforce development initiatives, a model for collaborative
efforts, as a center of resources for employment and training, as well as
a communication hub for job seekers and employers

Develop a media campaign that promotes the Workforce Development Center
as a one-stop resource center for the community.

Promote Workforce Development Center partnerships that meet the workforce
needs of the area.

Promote the Center's communication network and develop mechanisms for
the public to access information such as the Career Center phone bank.

Evaluate the results of the marketing efforts in terms of public awareness
of the Center.

‘95 1. Develop ad for WCTC student tabloid.

2. Write content for Center brochure, get bids and

choose printer.
3. Distribute videos to all Waukesha county libraries.
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DECEMBER - '95

JANUARY - '96

FEBRUARY - '96

MARCH - '96

APRIL - '96

MAY/JUNE - '96

No o

o0k

hob-=

-

onk

NoahkwhN-~

Photo shoot of Center and staff (by WCTC) on November 16th for
use in a variety of formats.

Develop info formats for video loop in lobby of Center.

Design image for billboard and finalize with ABC Outdoor Adv.
Develop response mechanism for paid ads.

. Have brochure printed.
. Develop guidelines for printed materials/audio visual

materials with WFDC logo.

Design job seeker recruitment flyer and determine
distribution.

Complete Exhibit Display for Shows.

Design ADVO card image and message.

Develop signage for WFDC Recognition Day in January.

Secure bus company partnership for signs on buses.
Develop image and message for bus signs.

Jab Fair Press Releases.

Distribute recruitment flyers.

Billboard Up.

Start Speaker's Bureau and format for publication.
Develop a Media Forum for local media people.

Success story in newspapers.

Promote WFDC seminars, i.e. Diversity, etc.
Develop video for NEWA grant.

Evaluate efforts of Nov., Dec., Jan.

. Promote Women in Non Traditional Occupations Seminar,

Press Releases, Ads, etc.
Develop a Best Practices Video with Community Cable Co.

. Develop format and/or arrange for presenter on

local radio or TV talk show.

Develop Yellow Pages ads

Develop newspaper column on specific Center services
for the job seeker.

. Promote summer jobs, mini job fairs, newspaper ads, radio PSA's, etc.

Special mailing to employers regarding specific service and/or special
seminar.

Host focus groups to determine viability of publications and current
media campaign efforts.

Evaluate effectiveness of media campaign for last 6 months.
Collect data to publicize successes.

Write plan for next six months.
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Certified by

Texas
Workforce
Commission

Logo Specification Sheet

Use one-color logos for signage,
letterhead and business cards.
Overprint in PMS 280 if not using
existing ink and stationery.

Two-color logo available in
multiple formats. Contact

Texas Workforce Commission,
Design/Graphics, Rm. 112A-T
(512)463-2359 for additional media.

Texas
Career
Center
Certified by

Texas
Workforce

Certified Texas Career Center

Commission

"

Texas
Career
Center
Certified by

Texas
Workforce
Commission

_|_

Minimum Letterhead/Business Card Overprint

Texas
Career
Center

Certifted by
Texas
Workforce
Commission

Susan T. Johnson
Manager

Lake Jackson Gulf Coast Careers
491 This Way
Lake Jackson, TX 77566-0588

(512) 463-2818
Fax: 463-2220

Business Card Blank and Mockup



This page intentionally left blank.

Insert blank page here when making double-sided copies.



ATTACHMENT 7-E
SAMPLE PAGE FROM GENERAL STATE ONE-STOP
MARKETING BROCHURE: “CONNECTICUT WORKS:
OUR BUSINESS IS JOBS”
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vé‘anﬂecf/cul

Connecticut W - [ /
> C cticut Works- Partners ~\",

onnecticut Works 1s a collabarative initiative

led by Connecticut’s Department of Labor '(‘l

and nine Regional Workforce Oevelopment OUR B US/N[SS /S JUBS

Boards. They are represented in each of the
19 individual centers along with services
from all or some of the following:

= Department of Labor
= Regional Workforce Development Board
= Department of Education
= Department of Higher Education
= (epartment of Social Services
w»- Department of Economic and
Community Development
= State Library
= Department of Motor Vehicles
= Community Organizations

To locate the Connecticut Works
center nearest you
Call 1-888-CT WORKS
Toll Free

V Cannect/cut
~\\
l ﬂnl‘ KS

OUR BUSINESS IS JOBS

Connecticut Works Coordinator
Department of Labor
200 Folly Braok Blvd.
Wethersfield, CT 06109-1114

Egual opportunicy emotover Auxtiiary aids and services
are available upan reguest to individuals with disatviies

You Should Know... S N




e ~,§..,..- -
: > Who We Are

Connecticut Works™ s a unique
collaboration of state, regional and local
organizations whase purpose is ta address
the workforce development needs of the
state — bath aur residents who are seeking
jobs and the businesses who want to
employ them.

Designed by Connecticut’s Department

of Labor and nine Regional Workforce
Development Boards, Connecticut Works
coordinates the varied job development
services offered by these arganizations,
providing access to them all at each center.
It's a new “one-stop” approach to
addressing the state’'s employment needs.

A total of 19 conveniently located
Connecticut Works centers are scheduled
to be operating by the end of 1997.

> What We Do

>

Simply stated, Connecticut Works helps to
bring job seekers together with potential
employers through easy access to a wide
variety of job and career-oriented information.
Services offered job seekers facus on
counseling, skills training and job search
assistance, while businesses receive
recruiting, job training and related support.

Our Mission

To enhance economic development in
Connecticut by addressing the special
employment and training needs of both
job seekers and employers.

Connecticut Works~ staff at any of
these current and future centers will he
glad to provide assistance:

ANSONIA 555 Main St. (203) 734-3367

BRIDGEPORT 2 Lafayette Sq. (203) 576-7030

Customer Services

Job Seekers

= Career Assistance

= Self-Service Resources

w Job Search Suppart

w- Education and Training

w Workshops

= [ndividual Counseling

» Unemployment Insurance Benefits

Employers

= Workforce Development

w Recruitment

» Workplace Consultation

= Business Development Services
= Apprenticeship

w Customized Job Training

w Seminars




ATTACHMENT 7-F
SAMPLE FROM EARLY MARKETING BROCHURE FOR
THE STATE OF OHIO: “ONE-STOP CAREER CENTER
SYSTEM: BRINGING JOBS AND TRAINING TO YOU”
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ATTACHMENT 7-G
SAMPLE PAGES FROM BALTIMORE MARKETING
BROCHURES TARGETED TO EMPLOYERS: “EMPLOY
BALTIMORE” AND “MAY THE WORKFORCE BE WITH
YOuU”
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ATTACHMENT 7-H
SAMPLE PAGE FROM LOCAL MARKETING
BROCHURE: “WELCOME: MINNESOTA WORKFORCE
CENTER, BLAINE, MINNESOTA”
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Minnesota Worlzforce Center
1201 89th Avenue NE, Suite 230
Blaine, MN 55434

ORKFORCE
CENTER

WHAT IS THE WORKFORCE CENTER?

FINDING A JOB

CAREER DECISIONS

SPECIALIZED SERVICES

EMPLOYER SERVICES

7-H-1



YOU DESERVE IT ... A GOOD JOB !

+ UNEMPLOYED - and looking for a job?? - OR-
+ EMPLOYED - but seeking a new career??

THESE FOLLOWING JOB SEARCH SERVICES
ARE AVAILABLE TO EVERYONE AT NO FEE !

IOB LEADS
Cb-rr—l—i)ater scanned resumes for ‘jc;bb m££d11ng .
Job postings from area employers

Job hotlines and civil service procedures
Register for Job Service

JOB SEARCH RESQURCES
Personal computers available to create great resumes and cover letters
Telephones for you to use during office hours
Job Search Club -- support, motivation, and action!
Videos, directories, library books
Labor Market Information -- where will the jobs be?

o o o, i
"’ ’.. ’.. O'. :

. . K2 ) K2
L x4 0" 0,0 o

EEK Wi HOP.
Figure out what your skills are and how to sell them to employers
Develop a winning resume and cover letter
Find job leads other people don't know about
Learn interviewing techniques that will land you a great job

L2
”n

(7 S 2
@ 0.0 0..

FINDING A JOB

CAREER DECISIONS

SPECIALIZED SERVICES

7-H-2



ATTACHMENT 7-1
SAMPLE PAGE FROM BROCHURE FOR THE CITY OF
SAINT PAUL WORKFORCE CENTER: “WORKING
TOGETHER...BUILDING SAINT PAUL’S WORKFORCE”
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City of Saint Paul The City of

Workforce Center § I
215 East Ninth Street Saint Pau

Saint Paul, MN 55101 Workforce

Contact us at: Ce nter
(612) 228-3283 (Voice/TTY)

Working
Together...

Building

Saint Paul’s

Workforce.

7-1-1



T

Looking for a job? An Employee?

Welcome to the Saint Paul Workforce Center, a
unique blend of locally-based, community, city,

and state agencies working together to provide

vou with one-stop shop options in finding work
or skilled workers.

Our customers come first at the Saint Paul
Workforce Center. They're people just like you,
searching for your first, new or better job oppor-
tunity and they are employers seeking to hire
new, more skilled workers.

Whatever the case may be, we're committed to
providing you with individualized, flexible and
responsive employment related services.

At no cost to you, we're here to provide the
following services:

« How to find a job, get a job and keep a job.

« Career counseling, information on schools
and the labor market.

* Reemployment Insurance benefits.

* Employer services.

For more information on the services
available to you, call the Saint Paul
Workforce Center offices at 612-228-3283
(Voice/TTY) or stop by at 215 East Ninth
Street in downtown Saint Paul.

We're ready to direct you to the service or
services that are right for you!

RN

YN
1

7-1-2

Discover the right career...
not just a another job!

A successful job search begins with an under-
standing of your strengths and abilities, what
motivates you and what makes you valuable.

You need to know where the jobs are, what
Career areas offer the best opportunity. The
Saint Paul Workforce Center has the trained staff
and resources to help you.

Check out the Resource Center

Need information on specific occupations? What
the hot jobs will be? Need to develop “knock ‘em
dead” interviewing skills?

Visit our Resource Center. Accessible to everyone,
you'll find a wide variety of books, publications
and videos.

* Publications on employment outlook,
salaries, economic trends;

* Local business publications;

* Books on career opportunities, resume
writing, interviewing skills;

* Directories of services for the blind and
visually impaired persons;

* Vocational biographies, job bank lists;

* Instructional videos on career choices,
interviewing and resumes.

Computer access to other services:

* Several on-line job banks, some direct to
employers via computer;

* The Minnesota Career Information System
matches your skills and interests to careers,
training and educational services.

SADIAHIS NOLSND 801 HNOA ONIAONI4 SND04 H33HVD

SIDIAHIS HIAOTdNI
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ATTACHMENT 7-J
GENERAL LOCAL CENTER MARKETING BROCHURE
FOR WAUKESHA COUNTY (WISCONSIN) WORKFORCE
DEVELOPMENT CENTER: “WHAT IS THE
WORKFORCE DEVELOPMENT CENTER?”
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ATTACHMENT 7-K
A LOCAL MARKETING BROCHURE ORIENTED TO
JOB-SEEKERS: “THE DES MOINES WORKFORCE
DEVELOPMENT RESOURCE CENTER: A PLACE TO
INVEST IN YOUR FUTURE”
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