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Answers to RFP Questions 
January 15, 2020 

 
WorkSource Metro Atlanta Regional  

Targeted Outreach Services 

 

Question: We assume the agency would be working with the ARC directly, who would then 
coordinate with the WorkSource areas for direction, coordination, and billing.  Can you confirm 
this?  
Response: Yes, ARC is the lead agency and will execute a contract with the selected 
consultant.  ARC will work directly with the consultant for project management, invoicing, and 
payments.  ARC will coordinate with the other WorkSource areas as needed.  

Question: Though this contract is capped at $300,000 are there other needs related to 
WorkSource that we should be aware of?  
Response: Not at this time.  If the contract is to be extended, ARC will work with the other 
WorkSource areas to determine a scope of work and budget. 

Question: Is any paid media currently committed for the WorkSource program in the region?  
Response: No regional funds are committed at this time; any paid media currently expended is 
for the individual local WorkSource programs. 

Question:  Can ARC please share the current creative brief and outreach plan referenced in the 
RFP? 
Response:  See Attachment A. 

Question:  Does ARC have any research/analysis on past programs they can share?   
Response: See Attachment B.   

Question:  What has been seen as most successful from past programs? What are the areas you 
are hoping to improve? 
Response: Billboards and digital advertising to drive customers to ATLworks.org was successful. 
These should be continued on are regional scale, along with considerations for outreach on 
transit and the use of videos. Other approaches should be explored as well. 

Question:  What is the hierarchy/priority of the target audiences listed? Are there specific 
groups within the target audience buckets to focus on? 
Response: Job seekers and employers are of equal importance, followed by influencers. Specific 
target groups within these audiences have not been identified. 
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Question:  Are there specific industries to target for job growth?   
Response:  The region has five targeted industries:  Healthcare, Information Technology, 
Manufacturing, Skilled Trades, and Transportation/Distribution/Logistics,  

Question:  For the video content: The RFP only mentions concepting and scripting.  Assuming 
the chosen agency would need to also execute the videos within the current budget? 
Response: Yes, the proposed budget should include executing the videos with in the current 
budget. 

 

 



Atlanta Regional Commission: WorkSource 
CREATIVE BRIEF for AD CAMPAIGN 
May 7, 2018  

Purpose of this Assignment 
The Atlanta Regional Commission is a regional planning and intergovernmental coordinating agency for 
the 10 metro Atlanta counties. Their responsibilities cover a variety of topics from aging to 
transportation, education and workforce. This assignment is to promote WorkSource, one of the 
Workforce programs.   

WorkSource is the name of the program funded by the U.S Department of Labor to help local employers 
find qualified candidates for jobs and to help job seekers find new work opportunities. The program is 
funded by federal legislation known as WIOA. This landmark legislation was designed to strengthen and 
improve our nation's public workforce system by helping to get Americans, including youth and those 
with significant barriers to employment, into high-quality jobs and careers and help employers hire and 
retain skilled workers.  

While these are mostly displaced workers, they cover a much larger group overall. The program not only 
matches people with jobs but provides wrap-around services for them—money for job training 
(certifications or degrees), skills assessments, job search skills training, career counseling and money for 
day care, transportation, supplies, etc. It’s an extensive support system thoughtfully designed to help 
people back on their feet and on track for a better job.  

This assignment is to develop a campaign to promote the WorkSource program. We want to create 
awareness and understanding of the program to both participants and employers.  

Communications Objective 
Our task is to create awareness of the WorkSource program and all that it offers. 

Ultimately we want people to engage with WorkSource by going to the website, one of the county 
Career Resource Centers or the roving resource truck (essentially a mini resource center on wheels). Our 
task for employers is to get them to use the program to: a.) Help fill their job openings, or b) Train current 
or new employees. In either case we want local employers to engage with the program as well—through 
the website or with one of the business services team representatives.  

Customer Target/ Consumer Insights 
We have two primary and one secondary audience: 

1. Job Seekers. These people seek a way to change their lot in life.

They are either unemployed, underemployed, new to an area, rejoining the workforce, in need 
of training to step up their credentials, or aware that they cannot live the life they aspired to on
their current job path. And they don’t know where to go for help or how much help is available.
They may go to the Department of Labor (it’s where they file their unemployment insurance 
claims), but it is very impersonal and offers limited services. They may go to for-profit schools to
get job certifications or training. These can be expensive, are profit motivated and do not come
with the full breadth of wrap-around support. Or they may go through other non-profit
organizations like Goodwill, churches, etc. Again, these are helpful, but again without the full
range of services offered by WorkSource.

2. The second group consists of local employers. This group needs qualified workers. As the
unemployment rate continues to drop, employers are increasingly having difficulty finding
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qualified people to fill their openings.  Qualifications vary. In many cases they require specific 
certificates or documentation that shows the workers are suitable for the job. In others they may 
require a degree, clean criminal record, etc. Employers could be any size, including small 
businesses (such as medical practices). To qualify for the federal dollars, applicants must remain 
in the job for a specified amount of time.  
 

3. Influencers. Finally, as we develop the program we want to communicate with influencers; the 
many people who come in contact with job seekers in the process of finding employment. This 
group includes workers at the DOL, financial assistance staff at technical schools, staff at non-
profits (such as churches, Goodwill, etc.).   

 
Single-minded Proposition 
WorkSource helps people find the right job for their particular needs. They do it in a way that 
demonstrates genuine concern for their success.  
 
WorkSource helps employers fill job openings with qualified, motivated people. Because WorkSource 
finds the right people for the right jobs, the workers are more likely to be motivated and prepared to be 
successful employees. 
 
Reason to Believe 
There are many.  
The tangible benefits of the program: 

• For job seekers:  
o When job seekers come in, a navigator greets each individual. Their job is to get the job 

seeker on the right track. They help them understand what is offered at the 
WorkSource center and what they need to bring in to qualify for the services.  

o The next step is an assessment to identify strengths and fit for various jobs.  
o They teach them how to find work (networking, resume writing, interviewing, elevator 

pitch, etc.) 
o They provide computer access, printers, copy machines (for resumes and 

correspondence), etc. 
o They share specific job leads when appropriate.   
o The implement the federally funded WIOA benefits. This provides up to $8,000/year for 

training or schooling in approved programs (occupations of need). 
o They also offer financial support (such as day care, meals, transportation 

reimbursement, supplies, access to affordable health insurance) for related job search 
and training.   

o This is all funded through the federal government (which means the funding is coming 
from a reliable source). 

• For Employers: 
o WorkSource provides On-the-Job Training for candidates with kills gaps. 
o Workplace Fundamentals for candidates who need basic workplace skills training. 
o Customized Training for specialized training 
o Incumbent Work Training to provide skills training that will upgrade worker capabilities 

and avert a layoff.  
o Registered Apprenticeship programs.  

And the intangible support the WorkSource team provides: 
• Everyone going through training is assigned a career counselor. This person not only provided 

guidance, but support and as necessary ‘tough love’.  
• The approach and culture of the Atlanta Regional programs is remarkable. The WorkSource 

team puts people over profit or process. From the navigator to the JobSmart instructors, to the 
career counselors, the WorkSource team invests themselves in the participant’s success.  

• Individualized service. They assess, guide and customize their services for each individual.  



• This is an unexpected boost. The people who go through the program feel like they receive 
support and attention they never expected. They give credit to the program and to their career 
counselors who they keep in touch with throughout the program.  

• For employers, the WorkSource program is like an extension of their HR department, identifying 
qualified candidates, training when necessary, and helping to build a pipeline of talent as 
necessary.  

 
Character / Personality 
Heroic, empowering and affecting change 
Sage-like; wise and helpful 
Caring; concerned, supportive and looking out for their participants’ well-being 
 
What do you we need? 
A campaign idea that captures the essence of this program.  
Proof-of-concept executions. 
 
Creative considerations 
• Since the personal stories of people who have gone through the program are so moving, we should 

explore a way to incorporate testimonials as part of this campaign. But we should explore other 
ideas as well.  

• The campaign should capture the dignity (pride / self worth) of job seekers and the emotional impact 
the program has on them: 

o The support they feel as they progress through the program 
o The feelings they have when they realize someone is on their side 
o The pride of personal transformation 
o The respect they feel from the WorkSource team 

• The campaign must overcome the stigma of government programs. 
• We need to stay away from the overused clichéd images and phrases utilized by technical training 

schools.  
 
Call to Action 
We are looking for engagement from both job seekers and employers. Specifically we want people to: 

• Go to ARC website landing page (https://atlantaregional.org/workforce-economy/services-for-
job-seekers/career-resource-centers/) 

• Call, or go directly to a county career resource center.  
• Contact someone from the WorkSource business services team. 

 

https://atlantaregional.org/workforce-economy/services-for-job-seekers/career-resource-centers/
https://atlantaregional.org/workforce-economy/services-for-job-seekers/career-resource-centers/


8‐29‐2019 Meeting

MOTIONDirector’s Report
Outreach Campaign

The plan we implemented was designed to guide job seekers through their 
career journey:
• Making them aware of the program
• Guiding them to the website,
• Ultimately signing them up for an appointment with a career counselor at

a county career resource center.

Similarly, the program was designed to appeal to employers so that they 
would schedule an appointment with a representative from the Business 
Services team.
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MOTIONDirector’s Report
Outreach Campaign – Plan Highlights

• The plan kicked off on June 17th with 16 billboards and radio ads on 2 
stations

• In July, digital advertising was launched including pay per click and Google 
key words

• Created a job seeker brochure for distribution at job fairs, community 
centers, DOL’s, churches, libraries, et. al. And created a separate brochure 
for employers.

• Job seekers were directed to either go to a Career Resource Center or to 
the new ATLworks.org website landing page, where they could sign up for 
more information. 

• Employers were also directed to the website where they were connected 
to a Business Service Manager to guide them through the program.
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MOTIONDirector’s Report
Outreach Campaign – Examples
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MOTIONDirector’s Report
Outreach Campaign – Results
Since June 17th when we kicked off the program, we recorded 2461 sessions with 
3,542 page views and 21.3% or 753 of them filling out the form.
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