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Webinar Logistics
• This call is being recorded and access to the 

listening file will be shared with you.
• A copy of the presentation will also be shared.
• When not participating in the dialogue, please 

mute your lines.
• Please do not place your line on hold (no matter 

how lovely your hold music may be)
• Feel free to type thoughts and questions in the 

chat box at anytime!



Roll Call



Portions adapted from Douglas Gould and Associates

Agenda
• Move you toward thinking 

about how you communicate 
the value of your work

• Focus on audiences and messages

• Familiarize you with some 
of the basic communications 
techniques

• START Toolkit

• Discussion



So how does this help?
 Recruit members to partnership
 Effectively tell the value of the partnership 

and what it has accomplished
 Help other members tell a consistent story
 Document the value of your time and effort 

on the partnership
 Tool to gain the attention of key stakeholders 

(employers, funders, students, etc.)
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Developing a plan
• Outcomes – what do you want to happen?

• Target audiences and what you want them to do

– Example

• Employers – we want them to hire our trainees
• Participants – we want them to earn X credential
• Partners – we want them to …..

– Narrowcast not broadcast

• Messages that will persuade them to take 
action

• Tactics for getting out the message

• Repetition – timetable for action

• Evaluation



Telling the Story and 
Communicating to 
Stakeholders

 “Make meaning” of your evaluation/outcome 
data to tell the story

 Develop “champions” across all stakeholders
 Word of mouth is your greatest ally

 Use multiple media to get your message out
 Electronic newsletters, power point presentations, 

brochures, social media (Twitter)
 Make marketing easy for all members
 Basic power point presentations, testimonials, elevator 

speeches  
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How to Think About Messages
Messages do

• Inspire interest
• Invite people in
• Make a connection
• Gear up for more 

information later
Messages do not

• Explain process
• Take the place of accurate 

description
• Convey complicated ideas



What Makes A Good Message?
• True
• Believable
• Connected to people’s core values
• Supported by facts
• Spoken by the right person
• Is about “you” 
• Repeated 
• Framed to win



Features & Benefits

Features
 Hot
 Freshly made
 Large size
 Lowfat milk
 1x a day

......it’s only a cup of coffee

Benefits
 Wakes me up
 Flavorful
 Lasts a long time
 Feels healthy
 Feels special

......it’s a satisfying experience 
I’ll pay for!



From Washington State



PA INDUSTRY PARTNERSHIP ANNUAL REPORT 2008-2009*

Category of Impact Describe Activity Impact?
Incumbent Worker Training e.g. new/revised curriculum or new credentials based 

on industry needs

Organizational Effectiveness (of 
the workplace/business)

e.g. mentorships, management training, career 
pathways, support services, case management

Building the Pipeline e.g. career awareness, job shadowing, internships, 
outreach to special populations

Influencing Regional Institutions e.g. changes by LWIB, one-stops, post-secondary, k-
12, business associations, labor orgs, CBOs, econ. dev. 

Governance, Collaboration & 
Sustainability (of the IP)

e.g. core competencies such as industry analysis, 
capacity building, planning, coordinating, 
implementing, self-evaluating their business impact

Annual Report also includes requests for 1) testimonials; 2) greatest success; and 3) greatest challenge

From Pennsylvania

*Note: Adapted and condensed from 7-page 08-09 Annual Report Template – PA

Overview: Pennsylvania’s Workforce Development system is increasingly focused on promoting Industry Partnerships 
(IPs), a key institutional innovation for meeting the skills needs of businesses, the career goals of workers and the 
economic development goals of the commonwealth. To help improve the effectiveness of IPs, the Department of 
Labor and Industry requires each IP to complete an Annual Report, also known as the High Performance Standards for 
Industry Partnerships.



Think for a Moment

 What do employers want to know about your 
program?
 What information and results are important to 

your employers?



Think for a Moment
Delivery is Key:
 Who delivers the message?
 How is it delivered?
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Tactics
• Lots of tactics for promulgating messages
• Choose ones most likely to reach audience
• Tactics could include:

– Website
– Emails

– Media outreach
– Publications – brochures, pamphlets, studies, etc.
– Events, speeches, presentations
– Videos
– Social media

Constant Contact, Everything You Need to Know About Permission-based Email Marketing: 
http://blogs.constantcontact.com/permission-based-email-marketing/

Federal Trade Commission, CAN-SPAM Act: A Compliance Guide for Business: 
https://www.ftc.gov/tips-advice/business-center/guidance/can-spam-act-compliance-guide-business

http://blogs.constantcontact.com/permission-based-email-marketing/
https://www.ftc.gov/tips-advice/business-center/guidance/can-spam-act-compliance-guide-business


Website
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Brochures

• Leave behind for presentations
• Succinct and answers key questions like what, 

why, how









Case Studies of Real People
(Faculty and Students)

• Seven Steps to Compelling Testimonials for Nonprofit Organizations: 
http://gettingattention.org/articles/60/branding/compelling-
testimonials-nonprofits.html

• What Makes a Good Testimonial: https://www.eply.com/blog/how-
to-ask-for-a-great-testimonial/

• Writing Success Stories for Program Enhancement and 
Accountability: http://www.joe.org/joe/2002april/tt2.php

http://gettingattention.org/articles/60/branding/compelling-testimonials-nonprofits.html
https://www.eply.com/blog/how-to-ask-for-a-great-testimonial/
http://www.joe.org/joe/2002april/tt2.php




Lewis and Clark





CHARTS AND 
INFOGRAPHICS
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Brief Standardized PPT 
Presentation
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VIDEO

• Use in presentations

• Put on the website





What Have You Tried

• What has worked?
• Where have you gotten stuck?
• What might you do differently?



Sustaining What Works

Later discuss with your teams:
• What are the innovative (and effective) practices 

and policies that you want to institutionalize and 
sustain for the long-term?

• What are your core competencies- what do you 
do better than others?

• What has been the most successful or highest 
impact activities/products produced?



Tools and Resources
 Workforce GPS: 

https://www.workforcegps.org
• Where the Rubber Hits the Road: How a Sector Strategy Plays 

Out at the Service Delivery Level, (garnering key roles with 
industry) May 20th

• Moving from Engaging Business to Developing Industry 
Champions (Industry Engagement 101) May 20th

• Sector Strategies Virtual Institute Closing Plenary May 20th

 START Toolkit: http://www.starttoolkit.org/

https://www.workforcegps.org/
https://www.workforcegps.org/events/2016/04/20/11/03/Where_the_Rubber_Hits_the_Road-_How_a_Sector_Strategy_Plays_Out_at_the_Service_Delivery_Level
https://www.workforcegps.org/events/2016/04/20/11/13/Moving_from_Engaging_Business_to_Developing_Industry_Champions_-Industry-Engagement-101
https://www.workforcegps.org/events/2016/04/20/11/25/Sector_Strategies_Virtual_Institute_Closing_Plenary
http://www.starttoolkit.org/








Any Final Questions?

Thank You!!
kfrazier@skilledwork.org

bmurphy@skilledwork.org

mailto:kfrazier@skilledwork.org
mailto:bmurphy@skilledwork.org

	Communicating and Marketing Your Program’s Success��A BIB Consortium Webinar�May 19, 2016
	Webinar Logistics
	Slide Number 3
	Agenda
	So how does this help?
	Developing a plan
	Telling the Story and Communicating to Stakeholders
	How to Think About Messages
	What Makes A Good Message?
	Features & Benefits
	Slide Number 11
	PA INDUSTRY PARTNERSHIP ANNUAL REPORT 2008-2009*
	Think for a Moment
	Think for a Moment
	Tactics
	Website
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Lewis and Clark
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	What Have You Tried
	Sustaining What Works
	Tools and Resources
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Any Final Questions?

