SOUTH FLORIDA WORKFORCE INVESTMENT BOARD MEETING

THURSDAY, OCTOBER 17, 2013
9:30 A.M.

Doubletree by Hilton Miami Airport Hotel
Convention Center, 2" Floor
711 NW 72nd Avenue
Miami, Florida 33126

AGENDA

Call to Order and Introductions
Approval of Meeting Minutes
a. August 15, 2013
Chairman’s Report
Executive Directors’ Report
Executive Committee
a. Information — Financial Reports
i. July 2013
ii. August 2013
b. Information — Cash Reconciliations
i. July 2013
ii. August 2013
iii. September 2013

Information — CareerSource Florida Implementation Plan

o o

Information — Impact of Government Shutdown on Employment & Training Services

@

Information — Startup Quest Entrepreneurial Training Program

=h

Recommendation as to Approval to Allocate Refugee Program Funds

g. Recommendation as to Approval to Accept Employment Compensation Supplemental
Funds



6. Youth Council
a. Recommendation as to Approval of an Allocation to the National Flight Academy —
Explore Ambition Program for Miami-Dade County Public Schools Students

b. Recommendation as to Approval of an Allocation to the National Flight Academy —
Explore Ambition Program for Monroe County School District Students

c. Recommendation as to Approval of an Extension to the Miami-Dade County Internship
Program’s Completion Date

7. Workforce Systems Improvement Committee

a. Recommendation as to Approval of the Workforce Services Balanced Scorecard Standard
and Performance Measures

b. Recommendation as to Approval of the Refugee Short Term Training: Miami Dade
College -- Hospitality Program

c. Recommendation as to Approval of the Refugee Short Term Training: Miami Dade County
Public Schools -- Automotive Program

d. Recommendation as to Approval of the Refugee Short Term Training: American
Advanced Technician Institute -- Automotive Program

8. Audit Committee

a. Recommendation as to Approval to proceed with the project and negotiate and award the
auditing services to McGladrey, LLP

South Florida Workforce Investment Board is an equal opportunity employer/program. Auxiliary aids and services are available upon request to
individuals with disabilities.



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

AGENDA ITEM NUMBER: 2A

AGENDA ITEM SUBJECT: MEETING MINUTES

DATE: August 15, 2013 at 9:30AM

Doubletree by Hilton Miami Airport
Convention Center

711 NW 72nd Avenue

Miami, Florida 33126

SFWIB MEMBERS IN ATTENDANCE

SFWIB MEMBERS NOT IN

West, Alvin, Chairperson
Piedra, Obdulio, Vice-
Chairperson

Brown, Clarence

Chi, Joe

del Valle, Juan-Carlos
Ferradaz, Gilda
Fils-Aime, Sr., Daniel
Garza, Maria

Gibson, Charles

. Huston, Albert Jr.

. Ludwig, Philipp

. Manrique, Carlos

. Marinelli, Frederick
. Montoya, Rolando
. Perez, Andre

. Regueiro, Maria C.
. Rod, Denis

. Roth, Thomas

. Russo, Monica

. Socorro, lvonne

. Talbert, Gregg

22.
23.
24,
25.
26.
27.
28.
29.
30.

31.
32.
33.
34.
35.
36.

ATTENDANCE

Adrover, Bernardo
Arboleda, Carlos J.
Brecheisen, Bruce
Bridges, Jeff
Carpenter, Willie
Clayton, Lovey
Datorre, Roberto
Diggs, Bill

DuBois, Victoria (non-
voting)

Gazitua, Luis

Jordan, Barbara
Manning, Anne

Scott, Kenneth
Walker, Wanda
Zewadski-Bricker, Edith

Assistant County Attorney
Henry Gillman Miami-Dade
County Attorney’s office —
SFWIB’s Interim Legal Counsel
for Joni Mosely

SFW STAFF

Beasley, Rick
Almagro, Olivia
Almonte, lvan
Alonso, Gus
Butkowski, Dennis
Garcia, Christine
Gomez, Maria
Hernandez, Juan
Jean-Baptiste, Antoinette
Kavehersi, Cheri
Morgan, Myria
Santis, Elizabeth
Smith, Marian




OTHER ATTENDEES

Battle, Jorge — Arbor, Hg

Chambrot, Jason — Dade Medical College
Cooper, Jamie — New Horizons, Inc.
Correoso, Chris — Dade Medical College
Costas, Jorge — Youth Co-Op, Inc.

Cruz, Teresa — Youth Co-Op, Inc.

Flores, Oscar — American Advance Technology
Institute

Gavira, Beatriz — SER Jobs for Progress, Inc.

Guadalupe, Amy — Cuban American National
Council, Inc. (CNC)

Lazoree, Gerri — Watson Rice, LLC

Lightburn, Ray — Cuban National Council, Inc.

Pichardo, Jorge — Youth Co-Op, Inc.

Quiros, Vivian — Sullivan & Cogliano Training
Center, Inc.

Scott, Don - KRC
Thomkins, Carsheena — Watson Rice, LLC

Agenda items are displayed in the order in which they were discussed.

1. Call to Order and Introductions

SFWIB Chairman, Alvin West called the meeting to order at 9:39am, asked the members to

introduce themselves, and noted that a quorum of members had not been achieved.

4, Executive Director’s Report

Executive Director Rick Beasley presented his report and each member received a copy. The
report contained information regarding: (1) Federal — Workforce Investment Act of 2013; and (2)
State — Workforce Florida, Inc. - CareerSource Florida. He moreover reviewed with the Board a
letter from Workforce Florida, Inc. that discussed the implementation of a new statewide unified

brand called ‘Career Source Florida’ unanimously passed by the Workforce Board.

Mr. Marinelli inquired about all potential costs associated with the branding change and Mr.

Beasley provided details. He also asked about a timeline and Mr. Beasley further explained.

Mr. Beasley moreover recommended the name, ‘CareerSource of South Florida’ for region 23

since it oversees both Miami-Dade and Monroe counties.

Mr. Piedra recommended a cost assessment be conducted by staff.

[Ms. Maria Regueiro arrived]

Mr. West recommended creating a mini taskforce that would assess service impact and gather

feedback from providers.
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Mr. Perez announced that the next state board meeting will be held in West Palm Beach and
welcomed stakeholders to attend. He noted the primary discussions will be regarding rebranding
and resources for veteran services.

Mr. Piedra asked whether the state will recommend a list of qualified vendors to regional
workforce boards, or whether SFW would follow Miami-Dade County’s procurement process.

[Ms. Maria Garza arrived]

[Mr. Juan Carlos Del Valle arrived]
[Dr. Denis Rod arrived]
[Mr. Joe Chi arrived]

6d.

Mr. West requested introductions from the above members and noted that a quorum had been
achieved.

Executive Committee
Recommendation as to Approval to Accept Local Veteran Employment and Training
Supplemental Funds

Mr. Alvin West introduced the item. Mr. Beasley further discussed and read into record the
Executive Committee’s recommendation for the Board’s approval to accept $12,000 in local
veteran employment and training supplemental funds.

Mr. Clarence Brown moved the approval to accept local veteran employment and training
supplemental funds. Motion was seconded by Mr. Frederick Marinelli; Further Discussion (s):

Mr. Perez requested a task force be created to discuss additional services for the veteran
population.

Motion Passed with Unanimous Consent

Recommendation as to Approval to Accept an Extension of the End Date of the
WIA NEG OJT Grant.

Mr. Alvin West introduced the item. Mr. Beasley further discussed noting the Executive
Committee’s recommendation for the Board’s approval to accept an extension of the end of date
of the grant award of the Workforce Investment Act National Emergency Grant On-the-Job
Training (WIA NEG OJT) grant, the continuation of the previously approved allocations, and a
modification of the FY 2013 — 14 budget to reflect the time extension and allocations.

Dr. Rolando Montoya moved the approval to accept an extension of the End of the Date of the
WIA NEG OJT grant. Motion was seconded by Dr. Denis Rod; Motion Passed Unanimously
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6.e.

6.f.

6.9.

6.h.

6.1.

Recommendation as to Approval to Accept Emergency Employment and Re-employment
Supplemental Funds

Mr. West introduced the item. Mr. Beasley further discussed noting the Executive Committee
recommendation for the Board’s approval to accept $46,794 in emergency employment and re-
employment supplemental funds.

Mr. Clarence Brown moved the approval to accept emergency employment and re-employment
supplemental funds. Motion was seconded by Dr. Denis Rod:; Motion Passed Unanimously

Recommendation as to Approval to Re-Allocate Refugee Program Funds

Mr. West introduced the item. Mr. Beasley further discussed noting Executive Committee’s
recommendation for the Board’s approval to reallocate $200,000 that was previously designated
for Foreign Medical Professionals Training and Re-Certification project to the On-the-Job
Training component of the program.

Mr. Joe Chi moved the approval to re-allocate refugee program funds. Motion was seconded by
Ms. Gilda Ferradaz; Motion Passed Unanimously

Recommendation as to Approval to Allocate $25,000 for an Information Technology
Penetration Testing Services

Mr. West introduced the item. Mr. Beasley further discussed noting Executive Committee’s
recommendation for the Board’s approval to allocate $25,000 in SFWIB Reserved funds for IT
Penetration Testing Services.

Dr. Denis Rod moved the approval to allocate $25,000 for an Information Technology Penetration
Testing Services. Motion was seconded by Ms. lvonne Socorro; Motion Passed Unanimously

Recommendation as to approval to Transfer $488,860.13 from Program Cost to Training
and Support Services

Mr. West introduced the item. Mr. Beasley further discussed noting the Executive Committee’s
recommendation for the Board’s approval to transfer 488,866.13 in program funds to training and
support services.

Ms. Monica Russo moved the approval to transfer $488,860.13 from program cost to training and
support services. Motion was seconded by Mr. Philipp Ludwig; Motion Passed Unanimously

Recommendation as to Approval to Accept and $35,000 in Supplemental Nutrition
Assistance Funds

Mr. West introduced the item. Mr. Beasley further discussed and read the item into record noting
the Committee’s recommendation for the Board’s approval to accept $35,000 in Supplemental
Nutrition Assistance Funds and allocate the funds to SFWIB Facilities operation.

Mr. Frederick Marinelli moved the approval to accept $35,000 in supplemental nutrition
Assistance Funds. Motion was seconded by Ms. Monica Russo; Motion Passed Unanimously




Youth Council
Recommendation as to Approval to Allocate Funding to Career Center Providers for the
Work Readiness Young Adult Employment Program

SFWIB Chairman Alvin West introduced the item. Youth Council Chairman Clarence Brown
further discussed noting that Youth Council meeting did not have quorum. However, the
consensus of the members present recommended the approval to allocate funding to career center
providers for the work Readiness Young Adult Employment program.

Mr. Albert Huston moved the approval to allocate funding to career center providers for the Work
Readiness Young Adult Employment Program. Motion was seconded by Mr. Joe Chi; Motion
Passed Unanimously

[Mr. Rolando Montoya stepped out of the meeting room]
[Ms. Maria Garza stepped out of the meeting room]

7.b.

7.C.

Recommendation as to Approval to Allocate Funds to Miami Dade College — Take Stock in
Children Scholarship Program

Mr. West introduced the item. Mr. Brown further discussed noting the Council’s recommendation
for the Board’s approval to allocate funding in an amount not to exceed $425,000 to support the
Take Stock in Children Scholarship Program (TSIC). Mr. Brown additionally noted the
recommendation for SFWIB to waive the competitive procurement process.

Mr. Juan-Carlos del Valle moved the approval to allocate funds to Miami Dade College — Take
Stock in Children Scholarship Program. Motion was seconded by Ms. Monica Russo; Further
Discussion (s):

Mr. Marinelli requested additional information regarding the procurement waiver process and Mr.
Beasley further explained.

Motion Passed with Unanimous Consent

Recommendation as to Approval to Allocate Funding to Miami Dade College — Future
Bankers Training Program

Mr. West introduced the item and Mr. Brown further discussed noting the Council’s
recommendation for the Board’s approval to allocate funding in an amount not to exceed $32,000
for the period covering Program Year July 1, 2013 to June 30, 2014 to support the Miami-Dade
College Future Banker’s Training Program. Mr. Brown additionally noted the recommendation
for SFWIB to waive the competitive procurement process.

Mr. Joe Chi moved the approval to allocate funding to Miami Dade College — Future Bankers
Training Program. Motion was seconded by Mr. Albert Huston; Further Discussion (s):

Ms. Regueiro inquired about the program’s success rate and requested that in the future, staff
provide this information to the Board.

Mr. Perez requested that the funds be immediately disbursed in order to recruit as many
participants as possible.

Mr. Talbert requested staff provide an update on the balance scorecard.
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[Mr. Carlos Manrique arrived]

Motion Passed with Unanimous Consent

[Mr. Manrique stepped out of the meeting room]

[Ms. Garza returned]

[Dr. Montoya returned]

7.d.

[Mr.

7.e.

Recommendation as to Approval to Allocate Funding to Miami-Dade County Public School
Board Project

Mr. West introduced the item. Mr. Brown further discussed noting the Council’s
recommendation for the Board’s approval to allocate youth funding in an amount not to exceed
$50,000 for the period covering Program Year July 1, 2013 to June 30, 2014 to support the cost
of a teacher/counselor position for the Department of Juvenile Justice/MDCPS Project serving
adjudicating and foster care youth.

Mr. Frederick Marinelli moved the approval to allocate funding to Miami-Dade County Public
School Board project. Motion was seconded by Ms. Monica Russo; Motion Passed

Unanimously

Manrique returned]

Recommendation as to Approval to Allocate Funding to the City of Key West — Fire
Academy Training Program

Mr. West introduced the item. Mr. Brown further discussed and read the item into record noting
Council’s recommendation for the Board’s approval to allocate youth funding in an amount not
to exceed $37,000 for the period covering Program Year July 1, 2013 to June 30, 2014 to support
the City of Key West Fire Academy Training Program.

Mr. Any Perez moved the approval to allocate funding to the City of Key West — Fire Academy
Training Program. Motion was seconded by Mr. Joe Chi; Motion Passed Unanimously

[Ms. Maria Garza stepped out of the meeting room]

[Mr. C
7.1.

larence Brown stepped out to the meeting room]

Recommendation as to Approval to Allocate Funding to Miami Dade County Internship
Program

Mr. West introduced the item and Ms. Gilda Ferradaz further presented on behalf of the Council
Chairman who left the meeting room as a result of a declared conflict. She read the item into
record noting the Council’s recommendation for the Board’s approval to allocate funding in the
amount of $280,500 for the period covering Program Year July 1, 2013 to November 30, 2013 to
support the Miami-Dade County Internship Project.

Mr. Charles Gibson moved the approval to allocate funding to Miami Dade County Internship
Program. Mr. Juan Carlos del Valle seconded the motion; Further Discussion (s):
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Mr. Marinelli commented that he felt this would be a great experience for those seeking careers
in government/ public service, as he noted that Miami-Dade County Deputy Mayor, Alina T.
Hudak began her career in government as a management intern. Mr. Gibson concurred and said
that he also began his career as a management intern with Miami-Dade County Aviation
Department. Ms. Regueiro asked whether staff had any report showing how many students were
placed after completing the internship program, and the probabilities of interns being placed this
year.

Mr. West responded and clarified that this request is to extend the internship program as this
program has already started.

Motion Passed with Unanimous Consent

[Ms. Maria Garza returned]
[Mr. Clarence Brown returned]
[Mr. Charles Gibson stepped out the meeting room]

8. Economic Development and Industry Sector Committee

8.a. Recommendation as to Approval to Support the Creation of Statewide Skills Development
Fund

SFWIB Chairman Alvin West introduced the item and EDIS Committee Chairman Perez further
discussed, noting that the Committee meeting did not have a quorum. However, consensuses of
those present recommended the approval to support the legislation to create a statewide skills
development fund. Mr. Beasley further explained the primary purpose and noted that this request
is in regards to the One Community One Goal Targeted Industry report, which identified the
need for additional resources. He additionally noted into record that staff did not draft this
legislation.

[Mr. Gibson returned]

Mr. Marinelli asked whether an economic impact assessment had been done, and if so, whether
the report is available to members, as he was very concerned about the impact on small
businesses. Mr. Beasley provided additional details regarding the proposed legislation, and
noted there would be no additional increase.

Mr. Ludwig moved the approval to support the creation of statewide skills development fund.
Motion was seconded by Mr. Frederick Marinelli; Motion Passed Unanimously

9.  Workforce Systems Improvement Committee
9.a. Recommendation as to Approve Workforce Services Balanced Scorecard Standards

SFWIB Chairman Alvin West introduced the item. WSI Committee Chairman Daniel Fils-Aime
further discussed and read it into record, noting the Committee’s recommendation for the
Board’s approval to have Workforce Services contractors meet at least 65% of the PY 2013-14
Balanced Scorecard performance measures for renewal and/or future contract consideration.

Mr. Fils-Aime moved the approval to renew existing workforce services provider contracts for
Program Year 2013—14. Motion was seconded by Ms. Gilda Ferradaz; Further Discussion(s):
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Mr. Piedra inquired about having a potential action plan for providers that fail to meet the newly
required threshold. Mr. Beasley provided details.

Mr. Manrique questioned the fact that only a few providers met performance for the reporting
period. Both Mr. Beasley and SFWIB Programs Manager, Juan Hernandez explained. Mr.
Manrique also asked whether the Workforce Services Contractors Performance Summary report
is year-end or quarterly. Mr. Hernandez responded, year-end, and provided further explanation.
He moreover informed the Board of the two centers that did not meet performances. They were
Transition, Inc. at 53% and Key West Career Center at 63%. Mr. Manrique requested
information regarding providers that run multiple career centers. Mr. Hernandez further
explained. Mr. Manrique expressed concern regarding the standardized threshold for career
centers.

Ms. Ferradaz commented that she felt 65% seemed to be a high standard. Mr. Manrique
concurred, and noted he would not vote in favor of this item. Mr. Manrique further inquired
about staff’s decision to increase the required threshold. Both Mr. Beasley and Mr. Hernandez
further explained.

[Mr. Obdulio Piedra left]

Mr. Talbert inquired about potential impacts and Mr. Beasley provided details.

Ms. Garza requested staff explain why some career centers have less performance measures than
others. Mr. Beasley explained. She additionally requested information regarding other regional
workforce board’s performance measures in comparison to this region (23). Mr. Beasley
explained that the performance measures are not standardized.

Dr. Montoya asked whether those that fail performances will be prohibited from reapplying for
any future contracts. Mr. Beasley responded, “No”.

Mr. West recommended this item be brought back to the Committee for further review and
recommendation, due to the many concerns raised by members of the full Board.

Mr. Marinelli requested the item be tabled and Mr. Manrique seconded; Further Discussion (s);

Mr. Huston explained the decisions made by the WSI Committee to have staff invite
representatives from the two career centers that failed performance.

Mr. Manrique requested staff review with the Board the Workforce Services Contractors
Performance Summary report for clarification. Mr. Hernandez explained in details.

There was continued deliberation.
Call a question was made by Mr. Daniel Fils-Aime

Item Tabled



SFWIB Meeting Minutes
August 15, 2013
Page 6

9.b. Recommendation as to Approve Related-Party Paid Workforce Experience Training
Agreement

Mr. West introduced the item. Mr. Fils-Aime further discussed, noting the Committee’s
recommendation for the Board’s approval of a related party Paid Work Experience (PWE)
Agreement.

Mr. Andy Perez moved the approval of related-party Paid Workforce Experience Training
Agreement. Motion was seconded by Dr. Denis Rod; Motion Passed Unanimously

2.a. Approval of SFWIB Meeting Minutes for June 20, 2013

Mr. Clarence Brown moved the approval of June 20, 2013 meeting minutes. Motion was
seconded by Ms. Monica Russo. Motion Passed Unanimously

[Mr. Charles Gibson left the meeting room]
[Mr. Andy Perez left the meeting room]

[Mr. Carlos Manrique left the meeting room]
[Mr. Gregg Talbert left the meeting room]
[Mr. Rolando Montoya left the meeting room]

5. One Community One Goal Update

Mr. Beasley introduced the Beacon Council’s Vice President of Strategic Planning & Market
Development, Joe Hovancak, who presented the One Community One Goal update.

No further questions or discussions.
6.a. Information — May 2013 Financial Statements

Mr. West introduced the item and SFWIB Finance Assistant Director, Gus Alonso reviewed
with the Committee the following highlights to the financial report unaudited accompanying
notes for the period of July 1, 2012 through May 31, 2013:

Budget Adjustments
Revenues:

v' AWI Pass-Thru increased by $109,594
Expenses:

v Youth Services decreased by ($134,070)

v’ Training and Support Services increased by $444,632
v Other Programs & Contracts increased by $900,000
v Unallocated Funds decreased by $1,100,968
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Explanation of Budget Variances

v Refugee Services — under budget at 54.7% vs. 92%
v’ Training and Support Services — low (34.4% vs. 92%)
v Other Programs and Contracts — low (21% vs. 92%)

Deferred Items:

3. Chairman’s Report

6.b. Information — Cash Reconciliation for June 2013

Meeting adjourned at 11:06am.



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013

AGENDA ITEM NUMBER: 3

AGENDA ITEM SUBJECT: CHAIRMAN'S REPORT
AGENDA ITEM TYPE: INFORMATION
RECOMMENDATION: N/A

STRATEGIC GOAL: Premier National Provider of Employment and Career Training
STRATEGIC PROJECT: N/A

BACKGROUND:

N/A

FUNDING: N/A

PERFORMANCE: N/A

NO ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013

AGENDA ITEM NUMBER: 3

AGENDA ITEM SUBJECT: EXECUTIVE DIRECTOR'S REPORT
AGENDA ITEM TYPE: INFORMATION
RECOMMENDATION: N/A

STRATEGIC GOAL: Premier National Provider of Employment and Career Training
STRATEGIC PROJECT: N/A

BACKGROUND:

N/A

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5al

AGENDA ITEM SUBJECT: FINANCIAL STATEMENTS

AGENDA ITEM TYPE: INFORMATION

RECOMMENDATION: N/A

STRATEGIC GOAL: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: N/A

BACKGROUND:

Per the amended SFWIB By-Laws approved at the Board’s January 5, 2012 meeting, the Executive Committee
subsumes the role of the Finance Committee. The Executive Committee has reviewed the un-audited finanical
report for the month of July 2013. The July 2013 financial report is being forwarded to the South Florida
Workforce Investment Board.

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5a2

AGENDA ITEM SUBJECT: FINANCIAL STATEMENTS

AGENDA ITEM TYPE: INFORMATION

RECOMMENDATION: N/A

STRATEGIC GOAL: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: N/A

BACKGROUND:

Per the amended SFWIB By-Laws approved at the Board’s January 5, 2012 meeting, the Executive Committee
subsumes the role of the Finance Committee. The Executive Committee has reviewed the un-audited finanical
report for the month of August 2013. The August 2013 financial report is being forwarded to the South Florida
Workforce Investment Board.

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5B1

AGENDA ITEM SUBJECT: BANK RECONCILIATION

AGENDA ITEM TYPE: INFORMANTION

RECOMMENDATION: N/A

STRATEGIC GOAL: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar/ One-Stop Performance Consistency

BACKGROUND:

Based on the Internal Control Procedures recommended by the State, the Finance Committee at its April 2, 2009,
meeting requested a monthly cash reconciliation report be provided to it. Per the amended SFWIB By-Laws
approved at the Board’s January 5, 2012, meeting, the Executive Committee subsumes the role of the Finance
Committee. Accordingly, the Executive Committee has reviewed the reconciliation report for July 2013. The July
2013 reconciliation report is being forwarded to the South Florida Workforce Investment Board.

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT



South Florida Workforce
Reconcile Cash Accounts

Reconciliation Date; 7/31/13

Cash Account: 1102 Cash -General Operating Account

Beginning Book Balarnce
Less Checks Drawn

Plus Deposits
Checks Voided

Deposits
Plus Other [tems
Unreconciled Items:
Ending Book Balance
'Bank Balance
Less Checks Qutstanding
Other Ttems:

Plus Deposits In Transit
Transfer to operating

Unreconciled Ttems:

Reconciled Bank Balance

Unreconciled difference

Amount ($)
2,523,319.14

(6,682,433.30)

31,589.49
6,746,950.45

(105.19)

2,619,320.59

4,106,567.21

(1.487,2446.62)

2,619,320.59

———— e e A e ——

0.0

Prepared by WW/ ‘?/ﬁ‘%}% ’

Qdell J. Ford Jr. ’

Approved by: Q M/W f/{/ ’3

Number of
Transactions

288

70

66

N/A

N/A

N/A

g/g//g



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5B2

AGENDA ITEM SUBJECT: BANK RECONCILIATION

AGENDA ITEM TYPE: INFORMANTION

RECOMMENDATION: N/A

STRATEGIC GOAL: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar/ One-Stop Performance Consistency

BACKGROUND:

Based on the Internal Control Procedures recommended by the State, the Finance Committee at its April 2, 2009,
meeting requested a monthly cash reconciliation report be provided to it. Per the amended SFWIB By-Laws
approved at the Board’s January 5, 2012, meeting, the Executive Committee subsumes the role of the Finance
Committee. Accordingly, the Executive Committee has reviewed the reconciliation report for August 2013. The
August 2013 reconciliation report is being forwarded to the South Florida Workforce Investment Board.

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT



South Florida Workforce
Reconcile Cash Accounts

Reconciliation Date; 8/31/13

Cash Account: 1102 Cash -General Operating Account

Beginning Bool Balance
l.ess Checks Drawn

Plus Deposits
Checks Voided

Deposits
Plus Other Items
Unreconciled Items:
Ending Book Balance
Bank Balance
Less Checks Qutstanding
Other Items:

Plus Deposits In Transit
Transfer to operating

Unreconciled Items:

Reconciled Bank Balance

Unreconciled difference

Number of
Amount ($) Transactions
2,619,320.59
{4,649,584.74) 235
25.28 1
4,083,535.22 69
{200.00) 1
2,053,096.35
3,457,955.50
{1,404,859.1%) 54
N/A
N/A
N/A
. 2,053,096.35
0. {}0

Prepared by: ﬂ a me/%'

Od@ll 1; Fard Jr.

Approved by;

7/5‘//3

ﬁ o ‘7//»;?



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5B3

AGENDA ITEM SUBJECT: BANK RECONCILIATION

AGENDA ITEM TYPE: INFORMANTION

RECOMMENDATION: N/A

STRATEGIC GOAL: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar/ One-Stop Performance Consistency

BACKGROUND:

Based on the Internal Control Procedures recommended by the State, the Finance Committee at its April 2, 2009,
meeting requested a monthly cash reconciliation report be provided to it. Per the amended SFWIB By-Laws
approved at the Board’s January 5, 2012, meeting, the Executive Committee subsumes the role of the Finance
Committee. Accordingly, the Executive Committee has reviewed the reconciliation report for September 2013.
The September 2013 reconciliation report is being forwarded to the South Florida Workforce Investment Board.

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT



South Florida Workforce
Reconcile Cash Accounts

Reconciliation Date: 9/30/13
{'ash Aceount: 1102 Cash -General Operating Account

Number of
Amount ($) Transactions
Begiming Book Balance ' 2,053,096.35
Less Checks Drawn (5,547,946.76) 244
Plus Deposits
Checks Voided 370,018.17 6
Deposits 4,168,911.28 43
Plus Other Items (15.38) 1
Unreconciled Items:
Ending Book Balance | 1,044,(_]9_.'1:_@_6_
Bank Balance 2,426,595.67
Less Checks Outstanding (1,382,532.01) 80
Other ltems; N/A
Plus Deposits In Transit
Transfer to operating N/A
Unreconciled ltems: N/A
Reconciled Bank Balance 1,044,063.66
Unreconciled difference ___Lee
Prepared by: /QM / é/ A %/ / / 6’/ 5// / j
Frd gr,

Approved by:




SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5c

AGENDA ITEM SUBJECT: CAREERSOURCE FLORIDA IMPLEMENTATION PLAN

AGENDA ITEM TYPE: INFORMANTION

RECOMMENDATION: N/A

STRATEGIC GOAL: Celebrated, Benchmark Leader in Best Practices

STRATEGIC PROJECT: PR or Media Utilization when Positive Outcomes are Percieved to be Efectual
BACKGROUND:

In May of 2013, WFTI entered into a new milestone for the board and for Florida's workforce system. Florida’s
workforce system was reinvent as CareerSource Florida following the board's unanimous vote to approve the
rebranding recommendation.

All 24 regions and literally hundreds of stakeholders, partners, employers and job seekers participated in this
major undertaking that will truly benefit our state for years to come -- enhancing the accessibility of everything
our multifaceted system has to offer to help businesses, communities and Floridians prosper.

Florida's Workforce System is embarking on the important next steps that will result in significantly greater
awareness and enhanced brand affinity for the Florida Workforce System. That's no small feat.

WEFI has released the CareerSource Florida Implementation plan to maximize opportunities and minmize potential
brand confusion in the marketplace. The plan serves as the State's unified playbook.

The Statewide Brand Implementation Plan focuses on the development of six strategic areas identified as top
priorities for effectly implementing and activating the CareerSource Florida Brand:
e Naming Strategy
Brand Materials and Universal Implementation Tasks Strategy
Digital Outreach Strategy
Communications Strategy
Internal Brand Orientation Strategy
Measurement Strategy
Brand Launch Strategy



The plan objective is to create a well-coordinated, system-wide brand transition at the state and local levels that:
Resonates and clearly communicates with all stakeholders currently engaged in the system;

Attracts interest and action from stakeholders who would benefit from being engaged in the system;
Generates attention and support from those with influence; and

Elevates our public outreach system-wide to build and sustain greater awareness and understanding of the
CareerSource Florida System’s capabilities and contributions to building and maintaining a globally
competitive workforce.

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT
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Dear Florida Workforce System Partners:

It is with great excitement and anticipation that Workforce Florida
Inc. shares with you this Statewide Brand Implementation Plan. The
purpose of this plan is to guide the Florida Workforce System’s
transition to a new, unified statewide brand identity: CareerSource Florida.

Through ongoing assistance and collaboration with our regional workforce board and
Florida Department of Economic Opportunity partners, we have developed this plan to
serve as a roadmap (a dynamic, living plan) aligning the efforts of state and local workforce
entities as we implement and activate the CareerSource Florida Brand. The plan, which will
continue to evolve with our transition work, identifies and provides perspective on our
collective stakeholders; conveys system-wide messaging and recommends best-practice
communications strategies; and maps critical milestones through a transition timeline that
will lead to a statewide public rollout of the new brand in early 2014.

/

. -~
We all recognize that the brand transition process won't happen overnight; in fact, it's a process

that will continue even after we’ve publicly launched the CareerSource Florida Brand. Our priority is to use
proper planning to transition in a coordinated and collaborative manner — as we did to develop the new brand
— to full market adoption and application of the CareerSource Florida Brand. Ultimately, we expect our unified
brand to allow our nationally recognized system to achieve significantly higher market awareness and serve as
a more cohesive and stronger foundation for helping our system better serve Florida businesses, job seekers
and workers.

As our extraordinary and historic journey to a universal statewide brand continues, | offer special thanks and
recognition to those leaders who have served on the Branding Advisory Panel, all of whom have and will
continue to play an integral role in the development and implementation of the new brand:

Rick Beasley, Executive Director, South Florida Workforce

Judy Blanchard, Industry Relations Director, Brevard Workforce

Laura Byrnes, Communications Manager, Workforce Connection

Rick Fraser, President, Center for Business Excellence

Kenny Griffin, Business Services Coordinator, Chipola Regional Workforce Development Board
Candace Moody, Vice President of Communications, WorkSource

Pamela Nabors, President & CEO, Workforce Central Florida

Lois Scott, Program Manager, Division of Workforce Services, Department of Economic Opportunity
Kim Tesch-Vaught, Executive Director, FloridaWorks

Jamie Titcomb, Chairman, Workforce Alliance Board of Directors

Tom Veenstra, Director, Corporate Communications and Information Technology, Workforce Alliance

Workforce Florida — soon to be CareerSource Florida — is honored to be working with each of you on this
transformational initiative. Thank you for your continued support and guidance.

I’'m looking forward to taking this journey with you!

Sincerely,

Adriane Glenn Grant
Vice President, External Affairs and Board Relations, Workforce Florida Inc.
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WELCOME!
IMPLEMENTATION OVERVIEW

We are embarking on the important next steps that will result in significantly greater awareness and enhanced
brand affinity for the Florida Workforce System. That's no small feat.

Properly executed, this journey will ultimately increase the number of Florida residents and businesses who
know about and engage our services. We know — because you've told us — that helping Floridians and
businesses prosper is why we all get up in the morning. It's what drives us to do the work we do.

Together, we've created a new, system-wide, unified brand — CareerSource Florida. This strong, powerful
name is represented with an equally compelling logo, and both market-tested extremely well among Florida
employers, job seekers and workers. Now we have the large and complex job of transitioning from a system of
more than 25 disparate identities to a single master brand with complementary regional signatures for each of
Florida’s 24 regional workforce boards and the nearly 100 One-Stop Career Centers they direct. To maximize
our opportunity for success and minimize potential brand confusion in the marketplace, we must execute this
transition together, at the same time, with the same tools, using the same playbook. This plan serves as our
unified playbook.

Let's start with some frequently asked questions.

What is the Statewide Brand Implementation Plan?

The Statewide Brand Implementation Plan is a roadmap to guide state and regional workforce leaders and
professionals through the planning, preparation and launch of Florida's new unified workforce system brand,
CareerSource Florida. We have worked together to create this exciting, common brand. Now we must achieve
an even greater level of collaboration to ensure a well-timed, well-coordinated and, ultimately, successful
public launch. In this plan, you will find information on key audiences affected by the transition as well as
strategies to guide the work ahead in areas such as our naming convention, brand materials, communications
and internal brand orientation.

How do | use the Statewide Brand Implementation Plan?

The Statewide Brand Implementation Plan should be used as the foundation for local and state brand transition
efforts leading up to and throughout the public brand launch and brand activation. The plan provides the
perspective of key stakeholders and what the brand transition means to them; the plan offers a common
messaging platform so that we all speak from the same core set of facts to position the system in a cohesive
and clear manner in the marketplace. The plan also highlights a host of templates and other resources that will
help guide the use of the new brand at the state and local levels. We expect to add to and refresh this
document as additional tools are created and as we continue to refine our collective strategies.

Do | have to follow the Statewide Brand Implementation Plan?

Yes. This plan is being developed collaboratively among state and regional workforce leaders including
communications professionals to best position us individually and collectively to introduce the CareerSource
Florida Brand and its 24 regional signatures. It serves as a guide to all workforce partners and should influence
local brand transition planning. Our transition will be scrutinized by our partners, the Florida Legislature and the
news media. But, most importantly, it will directly affect our customers. It is precisely because of our system’s
customer focus that the brand transition and launch are enthusiastically embraced, will be meticulously
planned and must receive our full commitment to coordination.
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What will our new name be?

Workforce Florida Inc., as the statewide workforce investment board, will become CareerSource Florida for
public purposes. Each of the 24 regional workforce boards, along with the One-Stop Career Centers they
direct, will assume an aligned regional signature or regional brand name using “CareerSource” followed by a
geographic locator or regional identifier. For example, Region 1 will become CareerSource Escarosa and
Region 8 will become CareerSource Northeast Florida. The entire statewide workforce system will be referred
to as the CareerSource Florida System. Any workforce region that hasn’t done so should submit its Unified
Brand Regional Name Request to Workforce Florida for review and approval.

When can we start talking about the new brand?

Right now. It's no secret that the Florida Workforce System is adopting a unified brand identity, which we know
will result in significant public-facing name changes and a brand transition directly affecting all 24 local boards
and the nearly 100 One-Stop Career Centers. So, if someone asks, share the exciting and important news
about the coming changes. But please do so in a strategic manner as we still have a great deal of work to do
before we fully launch the brand. There is a timeline to which we aspire that charts an implementation course
and ensures our entire system is prepared to fully activate our new, aligned identities in the marketplace.
Efforts to inform internal associates (namely our professional staff and boards) after the Workforce Florida
Board of Directors approved the new, universal brand for the Florida Workforce System on May 22, 2013, are
underway and continuing, even as we introduce key external partners to anticipated changes and prepare
internally to rebrand our system. The transition to a statewide, unified brand will allow our customers and the
public to better identify and understand us and benefit from our expertise and resources. Our transition efforts
will culminate with the formal brand rollout to the marketplace in early 2014. The timeline actively covers
approximately six months — September 2013 to February 2014. (See Tab V for more details.) As a system —
and at the state and local levels — we will not officially begin using the CareerSource Florida and affiliated
names until our public launch. Until that time, we should all refrain from using our new brand names, new logo
and even the new brand colors and graphics, as outlined in the CareerSource Florida Brand Standards Manual,
in any advertisements, printed materials, live websites, external forms, brochures, business cards, etc.

PURPOSE PRIVEN

When will we start using the new brand?

In September 2013, Workforce Florida, working with regional workforce board leaders and the Department of
Economic Opportunity, will identify a first quarter 2014 target launch period for the public rollout or deployment
of our new brand. The launch date will be finalized based on the estimated date of readiness by local and state
partners to convey and represent the new, unified brand. (Workforce Florida has been using February 2014 as
a tentative target for its early planning purposes, which is reflected in the rollout timeline in Tab V.) As much as
we would all like to flip a switch, we realize there are many moving parts — from printing business cards to
installing signage and launching newly designed websites. We do expect that by working and planning
together — using the same timeline — we can affect a rapid external deployment of our new brand within a
one- to two-week timeframe in early 2014.
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What do we have to do before the launch?

There is a great deal to plan and prepare. This document will assist us with the brand transition process. By the
date of the external launch, each region and Workforce Florida should have, at a minimum, completed most, if
not all, of the items on the CareerSource Florida Transition Checklist (Tab VI).

Do we need a new website?

Workforce Florida and each regional workforce board will need to ensure our website reflects our new name,
logo and the graphic standards for the CareerSource Florida Brand. To do so, every partner should reevaluate
the content of its website and adapt a new branded and cohesive look consistent with the Brand Standards
Manual and the CareerSource Florida unified brand implementation guidance to be released by the
Department of Economic Opportunity. The good news: design templates for state and local websites, just as
with business cards and other tools, are in development to save us time and money. The website changes are
an important part of a broader Digital Outreach Strategy that is highlighted on page 24 and will be more fully
developed through partner collaboration with subject matter experts from across the system.

How do we pay for this historic brand transformation?

Workforce Florida's Board of Directors responded on May 22, 2013, to the strong statewide backing for a
unified brand and the call by regional workforce board leaders for state-level funding assistance to transition to
a unified brand by allocating $1.5 million for the 2013-2014 Fiscal Year to the 24 local boards. These funds will
be distributed as outlined in the unified brand implementation guidance to be released by the Department of
Economic Opportunity. The funding is allocated as follows: small regions will receive $47,500 (2, 3, 4,5,6,7,9
and 19); mid-size, $62,500 (1, 10, 11, 13, 16, 17, 18 and 20); and large $77,500 (8, 12, 14, 15, 21, 22, 23 and 24).

The state board also approved $1 million in incentive funding available to qualifying regional workforce boards
that achieve six significant criteria. These criteria will advance statewide brand implementation readiness
positioning our system, through significant actions and outcomes, for a brand rollout in early 2014. Regional
workforce boards will be eligible for a proportionate share of the incentive funding based on workforce region
size. Small regions will receive $31,667 (2, 3, 4, 5, 6, 7, 9 and 19); mid-size, $41,667 (1, 10, 11, 13, 16, 17, 18 and 20);
and large $51,667 (8, 12, 14, 15, 21, 22, 23 and 24). More information on the 2013-2014 Evaluation Criteria for
CareerSource Florida Unified Brand Implementation that was approved by the state board on August 29, 2013,
can be found in Tab VI. More information on the use of these funds by qualifying regions will be available in the
unified brand implementation guidance.

How will we all stay in touch over the next few months?

You should have received the first edition of "Brand News," a new electronic newsletter developed exclusively
for workforce system leaders and professionals. In this monthly (and sometimes more frequent) communiqué,
Workforce Florida will bring you the latest information on the brand transition, spotlight milestones and
upcoming dates, and share best practices and new ideas from regional partners. Additionally, Workforce
Florida, working with Team IDEAS of Orlando, is developing an online brand portal where all our collective
brand assets — logos, brand standards, templates, “Brand News” archives and more — will be available for
easy access. The Branding Advisory Panel will continue to meet to help address transition issues. Along the
way, as significant milestones are achieved, informational webinars and training opportunities will be planned
for key leaders such as regional board chief executives, communications professionals and Brand Champions.
And, of course, the inboxes for Workforce Florida communications staff and Team IDEAS, the statewide
branding consulting team, are always open. If you have a question, suggestion or comment, please share.
Ongoing communication and collaboration among state and regional partners have been pivotal to our
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success to date in developing the new statewide brand. We want to continue this important collaboration
through implementation planning and brand activation. Let’s keep the lines of communications open and
active.

What if | get a call from the news media about the new brand?

Each region has communications professionals on staff to field local media inquiries. Similarly, Workforce
Florida and the Department of Economic Opportunity have communications professionals on staff. State and
local communications staff often work collaboratively and should continue to do so when responding to media
inquiries about the new brand. If a media outlet has questions regarding statewide implementation of the
CareerSource Florida Brand, please direct those questions to Adriane Glenn Grant, Workforce Florida’s Vice
President of External Affairs and Board Relations, using the contact information below. If a media outlet has
questions regarding local implementation of the unified brand, local communications professionals should be
prepared to address them. Some general talking points related to brand implementation are included in the
Communications Strategy portion of this plan. Like the Digital Outreach Strategy, the Communications Strategy
will be further refined through collaboration with regional and state communications professionals.

Please direct media questions about statewide implementation of the CareerSource Florida Brand to

Adriane Glenn Grant, VP of External Affairs and Board Relations, Workforce Florida
(850) 921-1119 (main)

(850) 921-1122 (direct)

agrant@workforceflorida.com
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HOW DID WE GET HERE?
OUR BRAND JOURNEY

Briefly, the Florida Workforce System’s brand story begins as such: On July 1, 2012, the Regional Workforce
Boards Accountability Act — passed by the Florida Legislature and signed into law by Governor Rick Scott on
March 28, 2012 — took effect, calling for the system “to evaluate the means to establish a single, statewide
workforce system brand.”

Why? Because there were two state agencies, 24 regional workforce boards and nearly 100 One-Stop Career
Centers directing and delivering workforce services in Florida, none of which looked anything alike. Although
the 24 local boards and their One-Stop Career Centers serve the same customers — job seekers, workers and
employers — and provide similar employment and training services, each organization has its own name,
brand, graphics platform, website and outreach materials.

In response to the new law, Workforce Florida, the statewide workforce investment board responsible for
setting policy for the system, and its regional workforce board partners, along with the Department of
Economic Opportunity, began a research-based and collaborative process to develop a new, unified brand.
This process started with research to uncover what those who work in the system think of their mission and
daily work, and how the system is perceived externally by the customers we serve and the broader
marketplace. More than 1,500 workforce system leaders, staff and stakeholders, including Florida consumers
and employers, contributed to the research and development of the new brand.

The research showed that our system has a strong sense of purpose, but it is not well known by job seekers,
workers or employers with jobs to fill (See Culture Mapping Report, employer research results and job seeker
research results, which will be available on the new CareerSource Florida Online Brand Portal, for more

PASSIWNATE

At a two-day gathering of a cross-section of local and state workforce, business, education and economic
development leaders, the system’s vision and mission were examined through engaging dialogue that led to
the development of a charter for the new brand (Tab VI). This charter was important in the selection of a brand
identity — the new name and logo. Logo concepts for the top five proposed names were tested in the market
for clarity and overall appeal. The clear winner on both fronts: CareerSource Florida.

On May 22, 2013, the Workforce Florida Board of Directors unanimously approved the new name and logo as
well as the unified brand charter. After careful brand strategy deliberation, the CareerSource Florida Brand
architecture or naming strategy was developed in June 2013, creating an aligned regional naming structure to
complement the statewide master brand. At the culmination of the transition, Workforce Florida will change its
name to CareerSource Florida, while regions across the state will pair “CareerSource” with a geographic
locater or regional identifier such as CareerSource Escarosa.
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WHO DO WE NEED TO TALK TO (AND WHY SHOULD THEY CARE)? | | |
OUR KEY BRAND TRANSITION STAKEHOLDERS

As we consider the primary audiences directly affected by implementation of our new, unified brand, it’'s worth
briefly reflecting upon each of these key stakeholder groups to ensure we take the necessary and important
steps (as a system and as individual workforce entities) to educate them about our brand transformation at the
appropriate time. Our outreach to these key stakeholders should be strategic and well-coordinated to ensure
we are positioning our system — and each individual workforce entity — to maximize the many benefits of a
unified brand. Just as important is the need to minimize opportunities for market and public confusion.

While the Florida Workforce System has a long list of stakeholders, there are four primary groups that should
be the main focus for the brand transition:

- Internal Associates (Workforce Professionals)

- State and Regional Workforce Board Members and Chief Elected Officials
- System Customers (Job Seekers, Employers and the Public At-Large)

- Strategic Partners

Internal Associates

Internal associates — our dedicated workforce professionals from
executive staff to front-line employees — are the most important
audience during our transition. No matter what role they play, these
workforce professionals will become brand ambassadors and can be

the most credible, effective means for delivering our brand experience.

In most instances, these associates are directly involved in serving
customers; their actions have an immediate impact on how the new brand
is perceived.

Internal associates want to be informed of major decisions affecting their organizations and expect to receive
such information from an authoritative source — an immediate supervisor, department leader or chief
executive. Workforce system leaders appreciate that associates don't want to read about changes in the
newspaper or first learn about them from others outside the organization; therefore it's essential to
communicate with workforce staff regularly throughout the transition in a consistent, strategic and open
manner. As deemed appropriate, executive leaders are welcome and strongly encouraged to share relevant
state and local brand implementation plans with workforce professionals throughout their organizations. A
good rule of thumb already followed by many of our system leaders: Don't communicate externally if you
haven't first done so internally.

"How Am | Affected?"

During an organizational change, internal associates tend to almost immediately internalize the news and want
to understand how the change will affect them personally. For instance, associates may wonder:

« Does this impact my employment with the organization?
- Is my job description changing and am | getting additional work or new requirements?

« Is this change going to make my job harder or easier to do?

Taking such concerns off the table is an important step you may want to undertake in this rebranding process.

"So What Does This Mean?"

Associates likely will be curious to learn more about how the new brand will influence their experiences within
their respective organization and, more importantly, how it will affect customers' experiences. We want and

CareerSource

”FLORIDA




need our teams to be excited by and supportive of this landmark transition for Florida’s workforce system.
By focusing on the many benefits of a unified brand and how it will enhance customer awareness and our
system's reputation for innovation and leadership, we can expect a sense of eager anticipation and pride for
the public rollout of the CareerSource Florida Brand and each of its 24 regional signatures.

It will be important to acknowledge the time and resources required to successfully accomplish the transition.
Leaders may wish to provide regular brand updates at staff meetings and other gatherings. As part of each
organization’s internal branding efforts, an internal communications strategy should be developed to keep
associates informed and engaged regarding implementation milestones. The new “Brand News” e-newsletter,
which is distributed by Workforce Florida and designed to keep workforce system leaders abreast of transition
developments and regional best practices, is an information tool that also can be shared with associates
throughout each organization to keep them informed.

Under the strategic plan section of this document (Tab IV), there is information about the CareerSource Florida
enculturation program. This internal branding program will provide an identical orientation to the CareerSource
Florida Brand for associates and workforce system leaders. As we prepare to publicly launch the unified brand,
it is imperative that we all understand how we arrived at this critical milestone, our new brand’s promise — as
created by local and state workforce leaders, workforce professionals and business, education and economic
development partners and unanimously approved by the Workforce Florida Board of Directors — and how to
deliver the branded experience to customers and stakeholders in our roles as workforce professionals. Worth
noting is that brand unity doesn’t mean every board will be exactly the same. We recognize the needs of
employers and job seekers differ throughout the state. However, the commitment to a culture of excellence
and the experience of the CareerSource Florida Brand should be the same from Pensacola to Key West and
should align with our new unified brand charter.

“What Can Be Done To Help?”

There are many great opportunities to engage internal associates in the brand transition and public rollout.
Each board is encouraged to develop and promote creative, brand-enhancing programs that best fit its culture
and style. Boards may consider renaming existing programs such as employee recognition awards to align with
the new brand’s values, mission, promise and pillars. Following are a few ideas to jump-start the process of
engaging workforce professionals in the brand transition:

« “On Point” — Produce a regular email communication from your region's chief executive or the
designated Brand Champion to provide updates on the statewide and local brand transition for
your organization.

- Brand “Hue” Days — Select days of the month to encourage professional staff to display the new
brand colors.

- Brand Ambassador Award — Develop a program branded with your unique, aligned brand name that
rewards workforce professionals who best embody the brand.
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State and Regional Workforce Board Members and Chief Elected Officials

Florida is fortunate to have engaged, business-led Boards of Directors at the state and local levels. Board
members, who include appointed and elected government leaders as well as representatives from education,
economic development and community organizations, take their roles seriously and understand the workforce
system’s importance to the economy and to Florida job seekers and employers. Like internal associates, board
members expect to be kept informed about major decisions affecting the organization and significant
milestones achieved along the way. They also have policy oversight and will be engaged in important
decisions that advance state and local brand transition efforts. And, like the front-line associates who interact
with customers every day, board members are ideally positioned as ambassadors for the CareerSource Brand
in their daily interactions with other business and community leaders. Each regional workforce board will
develop its own local brand implementation plan and executive staff will determine how best to engage and
inform their region’s board leaders. Chief elected officials, some of whom serve on local boards, also should be
regularly informed of key transition developments as part of the internal preparations prior to the public brand
launch.

COLLABORATIVE

“How Am | Affected?”

These important appointed leaders will be especially interested in the business and financial impacts of the
transition, so that information will be important to share. It is highly recommended that a brand transition
update be provided at a minimum during quarterly board meetings leading up to and immediately following the
rollout. To assist with this effort, Workforce Florida will continue to make available its quarterly brand update
presentations delivered to the state board and partners; these presentations can be easily customized by
regional partners and can save both time and resources.

“So What Does This Mean?”

While the brand transition won't affect state and local board members or chief elected officials in the same way
as workforce professionals, it is a high-profile and significant undertaking. As such, board members and chief
elected officials will be interested in the transition timeline (Tab V). It’s important that with each stakeholder
group there is clear and consistent communication delivered throughout our diverse state and the entire
system about the CareerSource Florida Brand and our collective implementation efforts. To assist with this
need, a Communications Strategy, including common language regarding our system and recommended brand
transition talking points, is included in this plan (Tab IV). The e-newsletter “Brand News” also contains key
system-wide updates appropriate for sharing with this leadership stakeholder group. The current distribution
list for “Brand News” includes the Workforce Florida board and staff; the Department of Economic Opportunity;
regional workforce board chief executives, board chairs and the Employ Florida Communications Consortium.

“What Can Be Done To Help?”

Executive staff will individually determine which major decisions related to the branding initiative merit action
by their boards. During this implementation, there also will be many other opportunities to involve board
members and chief elected officials in the transition and brand launch. For example, as plans and tools to
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WHO DO WE NEED TO TALK TO (AND WHY SHOULD THEY CARE)? | | |
OUR KEY BRAND TRANSITION STAKEHOLDERS

launch and sustain the new brand in the market turn into actions, board members — as workforce ambassadors
— should be enlisted to help introduce our new brand and the workforce system to their employees and
business and industry colleagues. They also should be encouraged to participate in opportunities to invite job
seekers and employers to take advantage of the wealth of resources and services available to support
employment and training. For example, at the appropriate time, board members can:

- Author op-ed articles and letters to the editor to support the brand rollout.

- Join in launch-related events in early 2014.

- Host networking events at their businesses to introduce local business liaisons and chief executives to
their human resources staff, among others.

- Invite workforce board executives to speak to member associations.

- Participate in news media interviews to introduce the brand and boost awareness of the organization's
mission.

- Repost and share information regarding the new brand via their social media networks, including
Facebook, LinkedIn and Twitter.
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Job Seekers

Our statewide brand research shows job seekers have the highest awareness of the workforce system (about
56%) of any of the external groups with whom we spoke. That means a large group of Floridians who have
used or are currently using our system’s services need to hear that we are changing our brand. They will find
familiar, and in some cases improved, services. But the visual identity (names, logos and branded materials) will
be fundamentally different for the state board, 24 regional workforce boards and the nearly 100 One-Stop
Career Centers.

This presents a challenge, but also a great opportunity to engage and educate the target audience most
familiar with our mission and services. Brand transitions are successfully managed every day throughout the
world. Companies are acquired, merge, grow or simply outgrow their old brand and announce, embrace and
begin operating under a new brand identity. With a carefully planned and executed implementation and
communications plan, our system will enjoy a similar experience.

An exciting opportunity also lies with the many Floridians who are not using our services and do not yet realize
our system exists to help them. The brand transition and subsequent unveiling is a not-to-be-missed
opportunity to introduce many prospective customers to our wide array of services.

TALENT-F#*CUSED

“How Am | Affected?”

As our workforce system professionals know, there is a range of job-seeker customers — from entry-level to
professional — who turn to our system for assistance with entering, remaining and advancing in the workforce.
For job seekers currently using our services (or those who have done so in the past), it will be important to
communicate the brand change with frequency, utilizing a remind-refine approach. At the appropriate stage in
the implementation timeline (we recommend within the 120- to 90-day timeframe of the brand launch target
date), job seekers should begin to hear with increasing frequency about the upcoming transition through
various means. For example, as part of the Communications Strategy, a coordinated media outreach plan is
being developed to allow our system to communicate proactively about the exciting brand change. At the local
level, where customers directly interact with our system, local boards should plan how they will educate job
seekers about the pending brand change. For example, some boards may wish to use:

« Desktop and easel signage throughout the One-Stop Career Centers

« Click-through reminders on job-center computer stations

- Website banners and notices

« Q&As and one-pagers at One-Stop Career Centers

« Stickers or other adhesive notices on brochures and take-home materials
- A series of online e-blasts

- Email signature reminders

- Social media updates

- Earned media

CareerSource

”FLORIDA




WHO DO WE NEED TO TALK TO (AND WHY SHOULD THEY CARE)? | | |
OUR KEY BRAND TRANSITION STAKEHOLDERS

- Word-of-mouth (aided by prepared bullet points for internal associates and board members to use
when sharing news about the brand transition)
- Advertising/paid media

“What Can Be Done To Help?”

Beyond our unified names and logos, the brand transition gives our system a platform to renew our
commitments and reaffirm our roles with stakeholders in our communities and across the state. Each workforce
organization is encouraged to use this opportunity to examine how we communicate with and serve job
seekers. It is a chance to identify and make improvements, as needed, to ensure we are positioned to deliver
on the promise of the CareerSource Florida Brand. For those job seekers who have used our services, even
small changes can make a difference. Take inventory and challenge your teams to make improvements in the
way we answer the phones, greet customers, take care of them while they are with us and follow up to ensure
customers’ success. This new brand serves as a great launching pad for examining and strengthening our
customer service.
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Employers

Thousands of employers turn to our workforce system for services, and these employers are vital to our overall
success. Without employers — registered and actively using the Employ Florida Marketplace and tapping our
business liaisons or business account managers to help recruit talent — we wouldn’t be able to connect
Floridians to employment and career advancement opportunities every day.

Our brand research shows a positive level of customer satisfaction with local employer services, but a
significant lack of awareness in the marketplace and confusion among many employers about the services
available through our system. Many also indicated they don’t think these services are suited to their hiring and
training needs. Our new brand was an overwhelming top choice of employers during statewide market-testing
of brand concepts, so the launch provides an exciting opportunity to reintroduce our system to current and
past customers. The launch also is a platform to introduce the CareerSource Florida System as a fresh, new
resource to help prospective new business customers of all sizes find, keep and elevate their workforce talent.
Through the new brand, we can confront misperceptions and establish positive awareness and increasing
affinity among employers who will better recognize our value.

BUSINESS-DRIVEN. .l

“How Am | Affected?”

We will want to build into our transition planning a simple, consistent strategy for communicating with
employers that currently use our services, from those registered on the Employ Florida Marketplace to those
using training grants and receiving other business services. With collaboration among communications
directors and business liaisons, specific messaging should be developed that our business liaisons may share
via conversations with their business clients to convey the brand transition purpose, value and timing. This
strategy will address brand transition education for current employer customers as well as prospective new
customers in the marketplace. Strategic messaging and collaboration among our team members also will help
us to achieve greater clarity and consistency in the market as we increase customer awareness and
understanding.

The timing of employer brand transition education will coincide with our outreach to job seekers. Some of the
same tools will apply to both audiences, including:

- Website banners and notices

« Q&As and one-pagers

- Email signature reminders

- Social media updates

- Earned media

- Participation in news media interviews to introduce the brand and raise awareness of the
organization’s mission

- Word-of-mouth (aided by prepared bullet points to use when sharing news about the brand transition)

- Op-ed articles and letters to the editor to express support for the unified brand and workforce
services

- Participation in launch-related events in early 2014

« Advertising/paid media
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WHO DO WE NEED TO TALK TO (AND WHY SHOULD THEY CARE)? | | |
OUR KEY BRAND TRANSITION STAKEHOLDERS

“So What Does This Mean?”

We want employers to have a sense of excitement for the debut of our new brand and feel a part of its success.
We want to be sure to communicate that the workforce system professionals many Florida employers rely on —
and the team they trust — remain committed to providing excellent service. We also want employers to
understand that our system-wide commitment to being business-driven and our focus on continuous
improvement remain core values of our evolving brand. We want employers to understand that the transition to
a unified identity is being designed with our customers — them — in mind. By uniting our brand to better serve
them, we are seeking to become more recognizable, better known and more highly utilized. Ultimately, we
want to increase our value to them.

As is the case with our teams serving job seekers, the brand transition provides an opportunity for our business
liaisons to reconnect with employers, creating a reason to reach out, share news and enhance relationships. It
also gives business liaisons a terrific platform — backed by a number of resources — to reach out to new
prospects, introduce the organization and secure additional new employers to use our system’s services.
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Public At-Large

The new CareerSource Florida Brand serves as a fresh catalyst for state and local public outreach on behalf of
our system to raise awareness and increase use of the services and resources available to job seekers,
workers and employers. Workforce Florida will collaborate with state and regional workforce partners to
develop a statewide advertising outreach program that educates Floridians and businesses and directs them to
workforce services through a compelling, creative and coordinated campaign that drives introduction of the
new brand and begins to build and sustain awareness of system resources.

“How Am | Affected?”

We will want to build into our transition planning a simple, consistent strategy for communicating with the
public. We want to build and maintain public confidence and interest in the new brand. Most importantly, we
want to clearly convey to the public the value and opportunities available through our system as reflected in
our brand mission to connect employers with qualified, skilled talent and Floridians with employment and
career development opportunities to achieve economic prosperity.

Public outreach via earned, paid and social media as well as other digital outreach tools such as our websites
is important to the overall success of our transition and brand rollout. The Strategic Plan portion of this planning
document (Tab IV) outlines key strategies to support our public information and outreach efforts, collectively
and individually, to implement and launch the unified brand. We must work collaboratively to ensure our
messaging, whether delivered statewide or at the local level, is clear, consistent and cohesive.

As noted, our public outreach should be coordinated and complementary particularly in the following areas:

« Advertising

« Media outreach to introduce the new brand
- Social media

Digital outreach/websites

“So What Does This Mean?”

As part of our brand charter, we have identified the following position we want to command in the marketplace.
This position will keep us on course and clear about the experience we create and deliver to employers, job
seekers and workers every day:

“Florida’s Workforce System is an essential catalyst for the state’s Talent Supply System and a
recognized and relevant resource for business.

“The system is driven by both private-sector and public-sector leadership to respond to the employment
and training needs of businesses, job seekers and workers.

“Along with partners in industry, education, economic development and community development,
workforce leaders and professionals seek to align the talent development needs of Florida businesses
and job seekers, cultivate a highly skilled workforce, and provide access to training, education,
employment and career advancement opportunities for Floridians.”

Whether working collectively or individually as workforce entities, we must all keep this positioning statement
in mind and ensure our messaging to the public is aligned with the entire CareerSource Florida Unified Brand
Charter.
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In using this common language regarding our system as the foundation for our public outreach, we will
strengthen the entire system and better position ourselves to serve our customers.
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Strategic Partners

The three pillars for our new brand, as identified by a cross-section of workforce system leaders and strategic
partners and codified in our unified brand charter, are: Collaborate. Innovate. Lead. The brand pillars represent
action-oriented, solid principles that convey how we will deliver on our brand promise.

We demonstrate all three principles when we work closely with our business, economic development,
education and community partners. Like us, these partners are involved in building Florida's economy. Public
and private educational and training institutions produce and train talent. Business and industry groups nurture
commerce. Economic development organizations facilitate job creation. Our system manages "talent
transactions" between employers and employees.

Each has a vested interest in our system and share in our successes. Not only do these partners need to be
informed of our brand transition, they also can help us spread the word to their constituents, providing an even
greater boost in awareness.

\/
(V)
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“How Am | Affected?”

Economic development organizations know that the quality and availability of the workforce is consistently
among the top considerations in corporate expansions and relocations. Therefore, a consistently aligned,
professional and dynamic statewide workforce brand will be perceived as an asset to these organizations in
their pursuit of new jobs. It will be important to communicate our launch plans to our economic development
colleagues, and equally important to position how this new brand — and its system-wide benefits — can and
should be promoted in their work with businesses.

Likewise, educational partners will be interested in what we're doing and when, and will see value for their
students in a system that is now easier to identify and connect with, no matter where a student is in Florida.

As we develop plans for external conversations and brand introductions, strategic partners represent a key
audience. Among the many ways we can inform these partners of the brand change and engage them to help
spread the word are:

« An introductory email to leadership from regional workforce board chairs and/or chief executives
sharing news of the decision to move to an aligned statewide brand with new regional brand identities
and seeking their assistance in reaching those who need to know about the brand change

- Invitations to participate in news media interviews and/or author op-ed articles to support the brand
rollout

- Invitations to join launch-related events in early 2014
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« Online e-blasts to share workforce system brand transition news with their internal associates and
external constituencies

« Publishing of workforce system news releases in their newsletters, on their websites and in their
periodicals

« Sharing of workforce system brand milestones via their social media networks including Facebook,
LinkedIn and Twitter

- Invitations for workforce leaders to participate in partners’ member events

“So What Does This Mean?”

Our unified brand will provide new opportunities to communicate news and information about the workforce
system and how it serves Florida's employers and job seekers. It's not enough, however, to communicate with
our strategic partners themselves; we must work closely with these partners to ultimately reach their
constituents.

From internal associates to board members, chief elected officials and strategic partners as well as job
seekers, employers and the public-at-large, we have a diverse group of audiences with whom we must
communicate throughout our implementation and the launch of the CareerSource Florida Brand. As we do so,
our focus should be on collective and individual opportunities to build momentum and support the need to
emerge as an even stronger and more effective workforce system. Our nationally recognized workforce system
has an extraordinary opportunity to build on our strengths, grow Florida’s talent base and truly help position
our state as the global destination for business.
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HOW DO WE GET THIS DONE?
OUR STRATEGIC PLAN

Strategic Plan:

The Statewide Brand Implementation Plan focuses on the development of six strategic areas identified as top
priorities for effectively implementing and activating the CareerSource Florida Brand:

« Naming Strategy

- Brand Materials and Universal Implementation Tasks Strategy
- Digital Outreach Strategy

« Communications Strategy

- Internal Brand Orientation Strategy

« Measurement Strategy

- Brand Launch Strategy

Our objective is to create a well-coordinated, system-wide brand transition at the state and local levels that:

« Resonates and clearly communicates with all stakeholders currently engaged in the system;

« Attracts interest and action from stakeholders who would benefit from being engaged in the system;

- Generates attention and support from those with influence; and

- Elevates our public outreach system-wide to build and sustain greater awareness and understanding
of the CareerSource Florida System’s capabilities and contributions to building and maintaining a
globally competitive workforce.

1. Naming Strategy

The primary reason Florida’s demand-driven and market-focused system is aligning under a common brand
identity is to generate greater awareness of system resources and services among businesses and job
seekers. Employers and job seekers often cross county and regional borders in seeking business locations,
talent and positions, and the CareerSource Brand will help ensure both customer bases know where to go for
assistance no matter what county they happen to be in. This alignment also will enhance our system’s brand
equity. Early reaction to the CareerSource Florida Brand remains highly favorable and the new visual assets —
colors, the tri-arrows logo and aligned names — appear successful at conveying the confidence and
professionalism of our unified brand. The naming structure, or architecture, chosen for our system consists of a
master brand (CareerSource Florida) and 24 regional signatures. This structure affords local service providers
flexibility in the marketing and outreach of programs unique to individual regions. While this regional flexibility
is important, it is imperative that we adhere to the brand standards outlined in the CareerSource Florida Brand
Standards Manual. These standards are designed to achieve a cohesive and consistent visual brand identity
that strengthens our unified brand by growing its value.

Among other important guidelines, those standards explain the naming strategy for our universal brand:

- Workforce Florida will become CareerSource Florida and the statewide system will be known as the

CareerSource Florida System.
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- Regional Workforce Boards will adopt “CareerSource” and use a regional identifier or geographical
locater to create their individual regional signature or regional brand name.

CareerSource CareerSource

"ESCAROSA "NORTHEAST FLORIDA

» Local One-Stop Career Centers will assume the name of the Regional Workforce Board that directs
them, meaning each center will share the regional brand name. Florida currently has nearly 100
One-Stop Career Centers. Additional identifiers (numbers, locations, etc.) should not be used externally
in the official name, signage or logo on facility signage, in online listings, on business forms or in any
other materials used externally.
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Taglines

Several regional partners have asked whether our new common brand will have a tagline. Taglines are an
effective communication and branding tool. For our new brand, use of taglines is optional but the option(s)
should be consistent. Determining a tagline or taglines that can be deployed statewide by regional partners
and the state board provides an exciting opportunity for the creative and talented team of communications
professionals who make up the Employ Florida Communications Consortium. During our implementation, we’ll
ask members of this group to take the lead in working with Team IDEAS to determine our best course forward
in this area. The final decision will be reflected in our Brand Standards Manual.
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2. Brand Materials and Universal Implementation Tasks Strategy

By the early 2014 public launch, Workforce Florida and each regional workforce board should have, at
minimum, applied the new brand to the relevant materials and tasks reflected on the checklist that follows on
page 38. It is important that transitions take place concurrently throughout the state, so regions should be
prepared but not actually publish or begin using outreach collaterals until the system-wide external launch
date.

Workforce Florida is developing a CareerSource Florida Online Brand Portal to house key brand resources.
The portal will be accessible by workforce partners and include the CareerSource Florida Brand Standards
Manual, logos for the master brandmark and each of the 24 regional signatures in multiple formats, optional
customizable templates for business cards, letterhead, websites, email signatures, PowerPoint slides, graphics
such as the tri-arrows, and branded resources such as videos, a trade-show booth display and sample
informational items and office stationary that comply with state and federal guidelines for such materials. These
and other shared resources will be developed and archived over time. The following resources will be
available online beginning in October 2013*:

. CareerSource Florida Brand Standards Manual

. CareerSource Florida Brand Charter

« Business cards templates

« Letterhead templates

- State and Regional Logos (full color, gray scale, black and white and reverse; JPEG, EPS and PNG)
« Tri-arrows graphic (JPEG, EPS and PNG)

- CareerSource Florida Brand Announcement Video

- “Brand News” e-newsletter

« CareerSource Florida Brand Transition Talking Points

Other items that will be available as soon as they are developed and approved during the brand transition
period include:

« Local and state website templates

« PowerPoint templates

« Customer brochure shells

- Advertising templates

- Brand launch media kit

« Customer-focused CareerSource Florida brand introduction video targeting job seekers and employers

. Customer-focused CareerSource Florida brand introduction brochure (customizable outreach tool to
introduce the new brand and system services to key stakeholders)

Any state or local branded materials used for external purposes should be consistent with guidelines in the
Brand Standards Manual. To assist with building a cohesive visual identity for our new brand, optional
customizable templates are being developed for materials such as business cards, letterhead, customer
brochures and websites to reinforce the consistency and common messaging essential to building brand
equity and strengthening brand integrity. To conserve resources and support the unified visual presentation of
our brand, state and local partners are encouraged to customize and use such templates when available.
Shared templates will be available online to all workforce partners.

Brand Standards Review Committee

While all boards — state and local — must follow the brand standards, every board may continue to create its
own, unique branded materials. As we transition and prepare to launch our new brand, state and local boards
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that wish to create external outreach materials and tools such as customer brochures, advertisements and
websites should submit them for review by a new Brand Standards Review Committee.

Brand standards reviews are common among branded entities, public and private. These reviews are designed
to maintain the critical consistency and clarity needed to build and strengthen brands. Our review process will
be designed to be timely and responsive and is intended to ensure our new brand is applied consistent with
the principal intent and guidelines outlined in our brand standards.

Some boards also co-brand with strategic partners. Decisions to do so will remain locally driven, but boards
should ensure CareerSource Florida Brand Standards are appropriately applied.

We have worked strategically to develop a market-focused common brand and we must now cultivate clear
standards for the application of our aligned visual assets and articulation of the unified brand. When applied
consistently, these standards reinforce the power of the CareerSource Florida Brand, instilling trust, providing
clarity and creating a positive impression among our core audiences.

For more details on our brand standards, please refer to the CareerSource Florida Brand Standards Manual
and the CareerSource Florida unified brand implementation guidance that will be released by the Department
of Economic Opportunity. (Also refer to the Digital Outreach Strategy portion of this plan — beginning on page
24 — for more information regarding state and regional websites.)

(*Shared resources such as outreach templates and the CareerSource Florida Brand Standards Manual will be
available online in a temporary archive until the CareerSource Florida Online Brand Portal is completed in
October 2013. Once completed all shared assets will be accessible by workforce partners, as they become
available, via the online portal.)

Workforce Florida will work with the Branding Advisory Panel to develop the process and further define what
materials should be reviewed by the Brand Standards Review Committee. The review committee will be made
up of regional and state communications professionals as designated by executives from Workforce Florida,
the Department of Economic Opportunity and regional workforce boards. At this time, the committee’s review
will apply to our transition preparation system-wide prior to and during the external launch of our new brand.
Branded materials developed by Workforce Florida, along with regional workforce boards, will be subject to
review to ensure external outreach materials are created in accordance with CareerSource Florida Brand
Standards.

Shared Procurement Opportunities

We’ll all be busy during the next several months, preparing and purchasing new business stationary, new
signage and outreach materials. As feasible, we should exhaust our current inventory of such items prior to our
brand launch. Given the expected volume of purchasing expected by state and local workforce partners, we
will explore the potential for shared procurement opportunities that could generate savings and discounts.
Indisputably, all procurement must comply with federal and state guidelines whether done collectively or
individually by workforce partners. Joint procurement will not be required through this project. However, we are
committed to seeking opportunities for savings throughout our development and deployment of the new,
universal brand identity.

The checklist on page 38, which was developed with assistance from the Branding Advisory Panel, can help
each of us with key tasks as we transition from our current brand to our unified identity. Many but not all may
be applicable to your organization.
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3. Digital Outreach Strategy

Technology is a major driver for commerce and communication. As we build our new workforce system brand,
it's important to ensure we create a foundation for a sustainable digital outreach strategy that best positions
the new brand in the marketplace with clarity, consistency and cohesiveness to strengthen the brand’s equity,
which, in turn, will benefit each individual workforce entity and our state. Our Digital Outreach Strategy will be
further refined, as needed, during the implementation of the CareerSource Florida Brand.

Websites

As websites are often the very first — and most utilized — communications tool for any organization, a cohesive
and clear online demonstration of our brand unity also will strengthen our new identity (collectively and
individually) and help to build awareness among customers, potential customers and other stakeholders. To
that end, our digital outreach strategy and brand standards provide design templates to aid us in conveying our
brand unity via our individual websites. A working group with state and local leadership representation
including chief executives, communications directors and IT directors has been asked to help draft
recommendations for web standards and assist in the development of templates for regional and state
websites. The goal is to establish clear website brand standards that support the need for visual consistency
and cohesiveness while maintaining regional flexibility. All regional workforce board websites will need to
transition to comply with website standards for the CareerSource Florida Brand. Boards that choose to not use
the templates should submit their website designs for review by the Brand Standards Review Committee.

Prior to the external launch of the new unified brand, the Workforce Florida website at
www.workforceflorida.com will be completely revamped and replaced by a CareerSource Florida website.

The launch of the branded state and local websites will coincide with the rollout.
American Job Center Brand

The U.S. Department of Labor released Training and Employment Guidance Letter No. 36-11 on June 14, 2012,
announcing the American Job Center network national brand. Implementation of the national brand is
encouraged but not required.

The federal brand guidance was preceded by the Florida Legislature’s passage of the Regional Workforce
Board Accountability Act of 2012, which was signed by Governor Rick Scott on March 28, 2012, and took effect
on July 1, 2012. As previously noted, the state act called for the development of a single, consolidated brand
for our workforce system. As part of our unified brand development process that led to the CareerSource
Florida Brand, we evaluated the USDOL guidance and how other states are applying the national brand.
Implementation of the national brand is inconsistent, with some states opting to incorporate the American Job
Center Brand into existing workforce system brands in different ways, while other states have opted not to
incorporate the national brand into their current brands. We took a customer-focused and market-driven
approach to examining whether and how the national brand could be effectively integrated with Florida’s new,
statewide unified brand. This research, which included a teleconference meeting with representatives of the
USDOL's Employment and Training in January 2013, has led us to a strategy we are confident accomplishes the
unifying goals of both state and national brands.

The CareerSource Florida Brand Standards Manual will include specific requirements for Florida’s integration of
the American Job Center Brand, which will be used only on state and local websites such as CareerSource
Florida, Employ Florida Marketplace and regional workforce board websites. These websites will recognize
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their associated entities as “a proud partner of the American Job Center Network.” This standard will
accomplish two important goals:

- It will allow for consistent statewide application of the American Job Center Network national brand in
Florida and demonstrate our system’s connectivity to the national network of publicly funded
workforce development services.

- It will minimize opportunities for any customer confusion that would be created by co-branding the
state and national brands, as recommended in the federal guidance.

Web Domains

We would like to achieve the highest degree of consistency possible to reinforce support for our
customer-focused system and reinforce our goal for clarity through alignment of website domains that are used
publicly. Our system’s web domain, or URL strategy, is outlined below:

« Workforce Florida’s website, workforceflorida.com, will transition to careersourceflorida.com. The
current Workforce Florida website will be automatically redirected to the new CareerSource Florida
website upon brand launch.

« Regional Workforce Boards, working with Workforce Florida as needed, will secure individual
domain names using the following structure:
. careersourceescarosa.com
- careersourcenortheastflorida.com

Similarly, it is recommended that current regional websites be automatically redirected to the new regional web
addresses upon brand launch. It is also recommended that boards secure other common suffixes, including
.org and .net to prevent their use by unaffiliated organizations. These domains should remain unused but may
be redirected to the main address for each entity.

» Local One-Stop Career Centers do not have individual web sites.
Employ Florida Marketplace

The Employ Florida Marketplace, at employflorida.com, has served as our statewide workforce labor exchange
tool for accessing job-matching and other services online since 2005. A process is underway to replace this
system by January 2015 with a new, modernized job-matching tool. With this current system’s future in flux,
we’ve made an important decision to not migrate the Employ Florida Marketplace to the new brand. That
means that the name will not change and the current design, which was updated in 2012, will remain the same.
The Employ Florida Marketplace will continue to be used and recognized as an important and comprehensive
tool powered by Florida’s workforce system until it is replaced. Meanwhile, as part of the process to create that
new online job-matching system, a branding strategy will be determined by workforce system leaders to
facilitate the most appropriate alignment with the new online system and the CareerSource Florida Brand.

Search Engine Optimization/Search Engine Marketing
At the time of the unified brand’s official launch in early 2014, it will be crucial to introduce an aggressive online

campaign to ensure the CareerSource Florida brand family can be easily found and search engines correctly
direct inquiries.
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Workforce Florida will initiate Search Engine Optimization (SEO) and Search Engine Marketing (SEM) outreach
programs for the CareerSource Florida master brand. Regional workforce boards may wish to initiate similar

outreach programs for their unique signatures. As Workforce Florida further develops its SEO/SEM plans that
information will be shared system-wide.
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4. Communications Strategy

We have a great story to tell about our system and our new CareerSource Florida Brand. You have a great story
to tell about your organization and its daily contributions to new economic opportunities for Floridians and
businesses in every part of our state.

Through our brand research, we have found Florida is the only state so boldly aligning its statewide workforce
investment board, local workforce investment boards and One-Stop Career Centers through a common identity
and visual platform. In fact, some states are following our unified brand development efforts with great interest.

It's a great point of pride that Florida, once again, is demonstrating national leadership through our
customer-focused and market-driven approach to branding the workforce system. Building our unified brand
will enable statewide and local outreach and education efforts to reinforce and build upon one another,
boosting the awareness of the system and affinity with existing customers, prospective customers and other
stakeholders.

Communications is vital to our brand-building efforts and another important component of our transition that
demands strategic focus and coordination. Our system is fortunate to have a very talented group of
professionals leading communications at the local and state levels. This group currently meets via the Employ
Florida Communications Consortium to share information on new outreach efforts, discuss communications
strategies and identify opportunities for greater collaboration among regional boards and with state entities.
The primary work of these communications professionals is to lead the communications and public outreach
efforts of their individual organizations. That won’t change with our unified brand. Now that we share a
common brand identity, we want to enhance our collaborative efforts to identify, share and replicate best
practice tools and tactics, and build a messaging strategy that provides some common language to explain our
brand transition and our system so that audiences — no matter where they are in Florida — hear, read, see and
understand that we are a cohesive workforce development system made up of individual entities, sharing a
common mission.

Our state and local brand implementation plans should outline our objectives and plans for communicating to
internal and external audiences highlighted earlier in this plan:

- Internal Associates

- State and Regional Workforce Board Members and Chief Elected Officials
« Strategic Partners

« System Customers

Through our communications, we want to introduce our brand transition to these stakeholders and keep them
informed of important updates and announcements.

Internal Communications

Ensuring internal associates, board members and chief elected officials are appropriately looped in on our
transition developments is key. Workforce Florida has created two primary system-wide communications tools
to help state and local partners connect for timely updates, questions and answers about our brand
implementation efforts: the “Brand News” e-newsletter and weekly CareerSource Florida Partners Call
teleconferences.

- “Brand News,” beginning in September 2013, will be distributed monthly (and more frequently when
warranted) through the end of the fiscal year in June 2014. It is designed to provide the latest
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information on the brand transition, spotlight milestones and upcoming dates, and highlight brand
implementation best practices from regional partners.

« CareerSource Florida Partners Calls are hosted on Fridays by Workforce Florida with Team IDEAS, the
Florida-based consulting team that is helping to lead our extraordinary effort to transition to our
universal brand. Agendas and invitations are sent weekly by Workforce Florida to regional workforce
board chief executives and the Department of Economic Opportunity.

External Communications
Earned Media

We want to take a proactive approach to sharing our great stories including our collective efforts to develop
our unified brand. There has been some media coverage of efforts to date. Continuing to garner earned media
coverage will greatly advance our efforts to inform external audiences — job seekers, employers, the public,
system partners and other stakeholders — about our brand transition statewide and locally.

Workforce Florida’s approach to media relations for this branding initiative has been to identify milestone
opportunities for strategic news releases. To date, there have been two such milestones.

« Workforce Florida distributed a statewide news release in November 2012 to announce the formal
kickoff of the branding initiative. That release is available at: http://www.workforceflorida.com/Priorities
Initiatives/Brandinglnitiative/docs/WFIRelease_Brandinglnitiative.pdf.

- Workforce Florida distributed a statement from the board chairman, Dwayne Ingram, in May 2013
following the board’s unanimous approval of the CareerSource Florida Brand name, logo and brand
charter to represent the new unified brand identity for the state workforce system. That release is
available at: http://www.workforceflorida.com/PrioritiesInitiatives/Brandinglnitiative/docs/Chairman
StatementUnifiedBrand.pdf.

Our next expected milestone for a statewide release to provide a public update on the branding initiative is
November 2013, the one-year anniversary of the formal launch of our efforts to develop Florida’s unified
workforce system brand. At that juncture, we will have significant progress to report system-wide (including the
aligned brand names for all 24 regions) and should ideally be within the 120- to 90-day mark of our public
rollout target date.

Regional workforce board partners may also wish to develop their own complementary local news releases to
address their organization’s specific brand transition planning and progress. Looking ahead in the
communications pipeline, as part of the brand launch, we will work collaboratively within the Employ Florida
Communications Consortium to build a media relations plan that includes opportunities such as joint editorial
board visits and public events for state and local leaders and customers to announce the early 2014 activation
of our new brand.

Paid Media

We have an extraordinary opportunity through our aligned brand to truly maximize our advertising investments
(which vary by workforce organization) in advertising to build greater awareness of our system’s services and
resources for assisting job seekers, workers and employers. The Workforce Florida Board of Directors has
once again designated funding for an advertising campaign to educate the public about these outstanding
services. Before year’s end and led by Workforce Florida with support from Team IDEAS and partners across

CareerSource

”FLORIDA




the state, we will develop an advertising plan for a targeted and compelling outreach campaign that starts in
January 2014 to support our brand transition and build and sustain awareness of our system services.

The unified brand also presents an excellent opportunity to examine and determine ways to enhance
cooperative advertising among regional boards as well as with Workforce Florida. We will explore prospective
opportunities such as volume and discount advertising buys, state-local investment in advertising outreach
match programs, etc.

Social Media

Social media tools are increasingly essential to our daily efforts to connect with our existing customers, engage
potential new customers and build and maintain the credibility of our individual workforce organizations and
our system as a whole.

All of us will need to transition our existing and growing social media platforms such as Facebook, LinkedIn,
Twitter and Instagram to align with our new brand. These new accounts, however, should not be activated until
the new brand is formally launched in early 2014.

Social media will have a significant place in our continuing planning regarding brand launch communications.

For assistance in adapting new logos to social media formats, or other social media-related brand transition
questions, contact Workforce Communications Coordinator Alyssa Brown at abrown@workforceflorida.com.

Several partners have inquired about whether they may still verbally reference their current names for a period
of time while introducing their new brand identities. For example, a professional at a local chamber meeting
might introduce herself as “Ms. Smith from CareerSource Brevard, formerly Brevard Workforce.” Or fliers about
business services targeting employers may reference “CareerSource Brevard, formerly Brevard Workforce ...”
for a period of time following the system-wide launch of new brand names. A transition tactic such as this is a
good idea to assist those customers most familiar with our current identities, many of which haven’t changed
since our system was created in 2000. It’s likely this tactic will be used by many partners for an interim period.

Common Messaging

Our goal for enhancing system-wide communications calls for developing and sharing a library of common
messages and language that any workforce partner may draw from to convey key information about our
system’s mission and work. Using common language, when appropriate, reinforces our interconnectedness
and enhances public understanding by providing greater clarity of our complementary roles and
responsibilities. Constancy and consistency in messaging also supports overall credibility and confidence
among audiences who are continuously bombarded with news and information.

As a starting point for building some unified talking points that may be used at workforce partners’ discretion,
the following are bullet points regarding the CareerSource Florida Brand, our system’s brand transition and the
workforce system in general. Together, we will continue to develop and refine these messages.

About the CareerSource Florida Brand and Our Brand Transition

Who is transitioning: Florida’s workforce system — Workforce Florida Inc., 24 regional workforce boards and
nearly 100 One-Stop Career Centers

What is transitioning: Each of these entities will assume an aligned and consistent new name and logo as part
of the CareerSource Florida System
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When the transition is occurring: The new CareerSource Florida master brand and its 24 regional brands will
be officially launched in early 2014, most likely in February. A date will be set soon by Workforce Florida in
collaboration with regional partners.

Where the transition is occurring: Throughout Florida. The change includes Workforce Florida in Tallahassee,
which will be known as CareerSource Florida. Each of the 24 regional workforce boards across the state and
the career centers they direct will have a unique local brand name consistent with the system’s new name. The
career centers will share the names of their regional workforce entities. For example, in Pensacola and
Escambia counties, Workforce Escarosa will become CareerSource Escarosa; its three One-Stop Career
Centers in Pensacola, Century and Milton also will be named CareerSource Escarosa.

Why the brand transition is occurring: To better serve Florida job seekers and employers who currently have a
low awareness statewide of the publicly funded employment and training services and resources available to
assist them. The Regional Workforce Boards Accountability Act of 2012 called for a new, single common brand
for Florida’s workforce system. At the culmination of a statewide process that engaged more than 1,500
leaders, workforce professionals, employers and job seekers, in May 2013, the Workforce Florida Board of
Directors approved a new, statewide brand identity for the workforce system. Efforts are now underway to
make the necessary changes to launch the new, aligned brand statewide.

How the transition is occurring: Workforce Florida, the Department of Economic Opportunity and the state’s
24 regional workforce boards are working internally and collaboratively to prepare for a formal public launch of
the CareerSource Florida Brand in early 2014.

What’s changing: Workforce Florida, 24 regional workforce boards and nearly 100 One-Stop Career Centers
will have new, but aligned names and use the same orange, blue and green tri-arrows logo. This initiative,
however, is about more than a name and logo change. Existing customers, both businesses and job seekers,
will see that the team of professionals they trust to assist them with their workforce needs remains intact. That
said, we are using this opportunity for brand change to reexamine our organizations and make improvements if
and where they are needed, with our customers and prospective customers in mind. Many of the workforce
services provided to job seekers and businesses are available at no charge. With a unified brand, these
workforce entities will be more visible locally and across the state, helping to drive greater awareness and
understanding of resources available to assist job seekers and employers.

How this rebranding effort is being financed: Each local workforce entity has a board that approves its annual
budget based on available funding. The Board of Directors for Workforce Florida, the statewide strategic and
policy board, approved funding from its federal funding allocation for innovative and employer-focused
workforce solutions to assist local workforce regions with this important, customer-focused and market-driven
transition to our unified brand. Local boards will receive an allotment based on size (small, $47,500; mid,
$62,500; or large, $77,500) to assist with brand transition-related expenses such as new signage, printed
business stationary and public outreach. Boards may also qualify for additional incentive funding from Workforce
Florida if they achieve key measures to support the timely implementation and launch of the unified brand.

Why the brands are changing at a time when workforce funding is being cut: We began this rebranding
initiative before recent budget cuts were evident. We are always faced with tough decisions, but it’s because
we anticipate an ongoing challenge of having to accomplish more with declining funding that we are
proceeding with this branding initiative. Moving to a common and clear brand identity and away from the
current, fragmented system with more than two dozen different names will raise our profile so that more job
seekers and employers who need us can take advantage of the employment and training services we offer.
The new CareerSource Florida common brand better positions us to seek opportunities for shared resources
and efficiencies such as in public outreach and to, individually and collectively, maximize our investments and
resources.
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What will happen to the current brands: Florida’s myriad brands will be phased out and the CareerSource
Florida master brand and 24 aligned regional brands will be activated with the statewide public rollout in early
2014. At that time, every board should begin publicly using its new name and have a website, external signage
and outreach materials reflecting our new unified brand.

Our brand’s mission:

The Florida Workforce System connects employers with qualified, skilled talent and Floridians with employment
and career development opportunities to achieve economic prosperity.

Our brand’s vision:
Florida will be the global leader for talent.
Our brand’s values:

« Business-Driven: We believe Florida employers — the state’s job creators — are essential to our overall
success in providing effective, market-relevant workforce solutions that drive economic growth and
sustainability.

« Continuous Improvement: Driven by our commitment to excellence, we respond to changing market
dynamics. We continually strive to improve our performance to better anticipate and address the talent
needs of employers and the employment and skills needs of job seekers and workers. We identify,

measure and replicate success.

« Integrity: We fulfill our mission with honesty and accountability and strive in every decision and action
to earn and protect the public trust.

- Talent Focus: We believe in the power of talent to advance every enterprise and open the door to
life-enhancing economic opportunities for individuals, businesses and communities. Our commitment is

to make talent Florida’s key competitive asset.

« Purpose-Driven: Our work is meaningful and through it, we can inspire hope, achievement and
economic prosperity in the lives of the customers we serve.

Our brand’s promise to customers:

Florida’s Workforce System promises a dedicated team of professionals who possess an understanding of your
needs. Uniquely positioned, we offer assets, expertise and effective partnerships to deliver seamless and
efficient services, demonstrate our value to all customers through results and drive economic priorities through

talent development.

Our brand pillars:

Collaborate — Innovate — Lead
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HOW DO WE GET THIS DONE? |\/
OUR STRATEGIC PLAN

About the CareerSource Florida System

The CareerSource Florida System consists of a business-led statewide workforce investment board
(CareerSource Florida) that provides policy oversight and designs statewide strategies to address critical
workforce needs; a state agency (the Department of Economic Opportunity) that administers workforce
programs and funding for the entire system; 24 regional workforce boards that have local flexibility, through
their own business-led boards, to design local strategies and programs to serve the jobs seekers and
employers in their communities; and nearly 100 CareerSource Centers where job seekers and employers can
go for employment and training assistance.

We will continue to build on this common messaging as we look ahead, and will add information about the
system’s employment services and training assistance available to businesses and job seekers, the Employ
Florida Marketplace and other pertinent topics. These messaging resources will be available on the online
brand portal. All ideas for developing additional joint message points are encouraged and welcomed. Please
contact Workforce Florida Communications Coordinator Alyssa Brown at abrown@workforceflorida.com with
any suggestions or requests.
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5. Internal Brand Orientation Strategy

It's been said that the best brands are “built from the inside out.” That’s why internal branding is often cited as a
critical first step before externally launching any new brand. It also is why creating a sustainable brand
orientation program for new associates is equally important. Throughout our brand development process,
many workforce professionals and volunteer leaders across the state directly contributed to the work — in
multiple interview and feedback sessions, meetings, polling, etc. — that ultimately led to the new
CareerSource Florida unified brand.

With our new identity, we want to ensure the members of our professional teams (and volunteer board leaders)
— who directly affect the brand experience of customers and stakeholders — have been introduced to the new
brand and considered their roles, collectively and individually, in delivering the brand experience and shaping
perceptions of the brand in the marketplace. It’s within those public, or market, experiences and perceptions
that our true Florida Workforce System brand lives.

We’ve examined how other workforce systems, companies, institutions and nonprofits have implemented new
brands and, with assistance from our branding consulting team and partners across the state, we’re designing
an internal brand orientation — or enculturation program — for our CareerSource Florida Brand.

The program essentially will consist of an interactive, online course of about 30 minutes in length featuring
perspective from workforce professionals, board and executive leaders discussing our brand values, pillars,
mission and vision, as outlined in our brand charter (the full charter is available on page 39).

To support this program’s development, recent interviews were conducted in West Palm Beach and Orlando
with Workforce Alliance, Workforce Central Florida, FloridaWorks, Workforce Florida and Department of
Economic Opportunity front-line professionals, executive staff and board members. An important component of
this program is sharing stories of customer service excellence and innovative solutions to address workforce
issues that support our brand mission to connect “employers with qualified, skilled talent and Floridians with
employment and career development opportunities to achieve economic prosperity.”

A brief guide that can be viewed online or printed, also will provide us with a common tool for introducing or
reintroducing the brand to key internal stakeholders regardless of their role in our system. This program will be
completed in November, previewed by state and regional leaders, then tested for program delivery and rolled
out in December. One of the significant roles of our new Brand Champions will be assisting with deployment of
the enculturation program within their own organizations.

Brand Champions

As noted, our Brand Champions will play an integral role in the deployment of the internal branding program,
but there are other key responsibilities identified for this group to support brand implementation. Each board is
being asked to select a Brand Champion from among its staff members. Our Brand Champions will serve as the
point of contact concerning brand implementation issues and as the primary leader for ensuring the unified
brand is effectively executed by their organizations. Information shared with our champions will be provided
simultaneously to each organization’s chief executive, as highlighted in previous communications. Over time,
our Brand Champions will become the resident subject-matter experts on the CareerSource Florida Brand for
their boards. Developing Brand Champions for CareerSource Florida is another best practice based on
branding and rebranding by other organizations and companies with successful brands. A training session for
our Brand Champions has been recommended for the 4th Annual Workforce Professional Development
Academy and Leadership Conference in early December 2013.
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HOW DO WE GET THIS DONE? |\/
OUR STRATEGIC PLAN

6. Measurement Strategy

With our planning and preparation underway, we are preparing to launch our new brand. Along this journey,
we’ve discussed how we would measure the success of a new, common brand. Through our system’s
extensive brand research in December 2012 through April 2013, we were able to measure market awareness
and relevance of the current workforce system brands. (The results of these market surveys have been made
available online by Workforce Florida to regional and state workforce partners and will be available on the new
CareerSource Florida Online Brand Portal.) That measurement now serves as an important benchmark for
evaluating the future success of our system-wide rebranding to create a single, unified identity. As we prepare
for our external launch to activate the new brand statewide, we’ll continue to develop a strategy for metrics
such as improvements in brand awareness, relevance and understanding as well as increased use of services
and programs by Florida job seekers and businesses.
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7. Brand Launch Strategy

With our preparations underway, this implementation period allows us to set the course for how we will formally
launch the CareerSource Florida Brand. Through our unified brand story and this launch, we have an
unprecedented opportunity to showcase how our system collaborates, innovates and leads. We are committed
to building a coordinated, system-wide launch plan that will galvanize our individual and collective public
outreach and media relations efforts.

Timing is key. Workforce Florida will soon set and communicate an early 2014 target launch window, which will
be a period of one to two weeks during which we will plan statewide events and encourage special local
events.

With the launch of our new master brand and regional signatures, we will discontinue the use of our current
brands and officially begin using our new names and logos. This includes discontinuing the use of our current
statewide affiliate brand, Employ Florida, and its logo, with one important exception: the Employ Florida
Marketplace. As noted earlier, the Employ Florida Marketplace remains an important online tool of our system
and will retain its current identity until the replacement system is launched in 2015. The activation of our new
brand will mark the end of our need to reference the Employ Florida network in our literature, use the
standalone Employ Florida logo that is now required on our websites and in our outreach collaterals such as
brochures and ads. We also will no longer need to display the Employ Florida and Employ Florida
partner/member logos in our career centers and offices.

We recognize this transition won’t be simple. Together, we can seize the momentum of this historic milestone to
enhance customer awareness, strengthen our system’s credibility and boost positive market perceptions.
There may not be another opportunity of this magnitude to rally public and private stakeholders around our
mission and tell the Florida workforce system story in a local, state and national spotlight. This rollout allows us
to focus on the message of our system’s value and the impact we have helping Florida families and
strengthening Florida’s economy. We know how our work changes lives for the better. It’s a story we each seek
to tell, and will be able to amplify with the coordinated launch of our unified brand.

Central to the brand launch will be plans for a special event or series of events engaging workforce leaders
and professionals, customers, and our partners in education, industry, government, economic development and
community development. As noted, there also will be an opportunity for complementary local events and
announcements. It will be a time to celebrate the vision, phenomenal commitment and collaborative work all
leading up to the activation of our brand.

A brand for which we are all new ambassadors.

We, like you, are eager for this public launch. It’s truly an amazing journey. Congratulations on our success to
date and the successes to come.
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WHEN ARE WE DOING ALL OF THIS?

ROLL-OUT TIMELINE

Activity

Lead

[ STRATEGICPLANNNG | |
Brand Standards Manual Development WFI
Brand Implementation Plans WFI, RWBs

[ STATECOMMUNICATIONS [ |
Brand News WFI
Branding Advisory Panel Webinars WFI
CareerSource Florida Weekly Partners Calls WFI
WFI Quarterly Board Presentations WFI
Online Brand Portal Launch WFI

[ INTERNALBRANDORIENTATION | |
Internal Orientation Plan & Course Development WFI
E-Learning Brand Intro Course Completion WFI
Leaders Demonstration & Training WFI, RWBs, DEO
Brand Champions Training Session WFI
Systemwide Brand Orientation WFI, RWBs, DEO
Front-line Professionals Branding Workshop WFI, RWBs

[ BRANDMARKS |
Regional Signatures Requests/Approvals RWBs
Regional Domain Name Registration WFI, RWBs
Regional Signatures Logo Development WFI
DBA/Business Name Registrations WFI
CareerSource Florida Trademark Registration WFI, RWBs

[pTRANSTION | ]
Business Cards WFI, RWBs
Business Stationary WFI, RWBs
Business Forms WFI, RWBs
Email Addresses/Signatures WFI, RWBs
Facilities Signage Development WFI, RWBs
Trade Show Displays WFI, RWBs

[ COMMUNICATIONSTOOLS | |
Presentation Slide Templates WFI
Regional Websites Standards Working Group WFI, RWBs
Websites Development & Programming WFI, RWBs
Websites Launch WFI, RWBs
CareerSource Florida Introductory Brochure WFI
Customizable Customer Brochure Templates RWBs
Job Seeker/Employer Brand Intro Video WFI
Statewide Advertising Campaign Development WFI
Statewide Advertising Production WFI
Advertising Placement WFI

[ LAUNCHEVENT | |
Event Concepts WFI, RWBs
Event Planning and Logistics WFI, RWBs
Event Activation WFI, RWBs

[ MEDIARELATIONS [ ]
Media Relations Strategy Development WFI, RWBs
Brand Transition Update Announcement WEFI, RWBs
Milestone Releases WFI
Launch Materials (Media Kit, FAQ, Media Advisory) WFI, RWBs

Q1-2013 Q2 -2013 Q3 - 2014 Q4 - 2014

July

Aug  Sept

Oct

Nov

Dec

Jan

Feb

Mar

Apr

May June

CareerSource

”FLORIDA



LET'S GET IT DONE!
TRANSITION TOOLS

Transition Checklist 38
Brand Charter 39-41
Operating Name Request 42
Legal Protection Guidelines 43
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TRANSITION CHECKLIST

STATIONARY AND
ADMINISTRATIVE

O Letterhead and Envelopes

O Business Cards

O Business Forms

O ID Badges

O Voicemail

O Email Signatures
NOTIFICATIONS

O Brand Rollout/Launch Event(s) TBD
O Customers

O Partners/Stakeholders

PUBLIC AND MEDIA RELATIONS
AND OUTREACH

News Releases (State and Local)
Media Kits

Videos

E-Newsletters

Annual Reports

Pop-Up Banner Displays

Outreach Supplies/Information ltems

OoooOooooano

SOCIAL MEDIA
O Twitter

O Facebook

O Linkedin

O Pinterest

O YouTube

O Partner Listings
IDENTITY GUIDELINES

O Brand Standards Manual

VEHICLES
O Mobile Units

LEGAL

O DBA/Business Registrations
O Trademark Registration

O Incorporation

O Bylaws

ADVERTISING
O Media Buys
O Creative

COLLATERAL

O Presentation Slide Formats

O Brochure Template for Job Seekers
Services

O Brochure Template for Employer Services

WEBSITES

O Domain names/URLs

O SEO/Keywords

O Mobile Optimization

O Workforce Florida

O 24 Regional Workforce Boards
O Intranet

TRAINING

O WIB Boards & Staff (State and Local)
O One-Stop Career Centers

O DEO Division of Workforce Services
O Key Partners/Stakeholders

FACILITIES SIGNAGE

O External
O Internal
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UNIFIED BRAND CHARTER

Created by those who work within the Florida Workforce System — and guided by those for whom the
system is designed to serve — the Brand Charter captures the system’s brand by articulating its values,
vision, mission, essence, position, promise, platform, personality and pillars.

VALUES are the unswerving core beliefs and spiritual foundation of the system. These values
express the things about the Florida Workforce System brand that won’t change over time; they are the
bedrock and are embraced by the entire system and everyone doing business with it.

« Business-Driven: We believe Florida employers — the state’s job creators — are essential to our
overall success in providing effective, market-relevant workforce solutions that drive economic
growth and sustainability.

« Continuous Improvement: Driven by our commitment to excellence, we respond to changing
market dynamics. We continually strive to improve our performance to better anticipate and
address the talent needs of employers and the employment and skills needs of job seekers and
workers. We identify, measure and replicate success.

« Integrity: We fulfill our mission with honesty and accountability and strive in every decision and
action to earn and protect the public trust.

- Talent Focus: We believe in the power of talent to advance every enterprise and open the door
to life-enhancing economic opportunities for individuals, businesses and communities. Our
commitment is to make talent Florida’s key competitive asset.

« Purpose-Driven: Our work is meaningful and through it, we can inspire hope, achievement and
economic prosperity in the lives of the customers we serve.

VISION is a “to be” statement for the system. A simple, clear description of our compelling
aspiration. The brand vision is intentionally aspirational; it is high-reaching and reflective of a goal not
only for the system but for everyone it touches.

Florida will be the global leader for talent.

MISSION is a succinct description of the work we will do to achieve the vision. This is what we get
up every day thinking about. It directly informs our structure, staffing and design of our operations and is
the most visible to the market.

The Florida Workforce System connects employers with qualified, skilled talent and Floridians
with employment and career development opportunities to achieve economic prosperity.




ESSENCE is the emotional component of the brand and captures what we want
employers and job seekers to feel about us, voiced in their first person. It's the feeling we want
people to have when they think of the Florida Workforce System.

Employer — "l have a partner who understands my business and is consistently focused on my
success. This partner speaks my language, understands my industry and plays an integral role in
developing and sustaining my greatest asset — my workforce. | value and trust this partner and
tell others to do the same."

Job Seeker/Worker — "l know that | am supported by professionals who believe my success and
career advancement are their highest priorities. They are knowledgeable, compassionate and
action-oriented. Their expert guidance is always delivered with dignity and respect."

POSITIONING is what we want said about us and how we want to be positioned in the
marketplace. Brand positioning keeps us on course and clear about the experience we create for
employers and job seekers.

Florida’s Workforce System is an essential catalyst for the state’s Talent Supply System and a
recognized and relevant resource for business.

The system is driven by both private-sector and public-sector leadership to respond to the
employment and training needs of businesses, job seekers and workers.

Along with partners in industry, education, economic development and community development,
workforce leaders and professionals seek to align the talent development needs of Florida
businesses and job seekers, cultivate a highly skilled workforce, and provide access to training,
education, employment and career advancement opportunities for Floridians.

PROMISE is the implicit contract between the workforce brand and the job seeker, employer or
stakeholder. It's clear, concise and unique to the Florida Workforce System. It is a basis for making
deliverable decisions: At each key decision point, we should ask, “Does this deliver on our promise?”

Florida’s Workforce System promises a dedicated team of professionals who possess an
understanding of your needs. Uniquely positioned, we offer assets, expertise and effective

partnerships to deliver seamless and efficient services, demonstrate our value to all customers
through results and drive economic priorities through talent development.

PLATFORM is the “Big Idea” for the brand; not the ad copy, but what it points to.

World-Class Talent Development to Meet Current and Future Needs of Florida Employers




PERSONALITY is our brand's attitude, style and voice as stated in its own first-person voice.

| am confident in my ability to make a positive contribution to Florida businesses and a significant
difference in the lives of the job seekers and workers | serve. My work is important and |
approach it with respect and passion.

| am driven by the opportunity to link employers with people who can make them successful and
profitable. | have extensive experience and know how to get things done.

| understand the industries | serve and recognize the varying needs and expectations of
companies doing business here. My network of relationships with educational institutions as well
as economic development and community organizations make me a well-informed,
high-performance partner. | will not stop until | have filled the last open position and helped every
job seeker find meaningful employment.

Though | am part of a unified workforce system, which brings greater clarity and visibility to those
seeking to connect with me, | am empowered to customize strategies and solutions that address

unique workforce challenges and needs.

| believe in my contributions to our economy and know that if | am doing my job well, Florida will
be more competitive and a top destination for business.

PILLARS are solid, defined concepts that support the brand. Action-oriented, these words galvanize
the system behind the brand and tell us how to deliver on our promises.

Collaborate — Innovate — Lead




Workiforce

lorida, inc.

UNIFIED BRAND REGIONAL NAME REQUEST

Region:

Current Regional Workforce Board Operating Name:

Address:
City State Zip
Tel: Fax: Website:
Authorized Contact: Title:
Email: Direct Tel:

Proposed New Name of Organization (or DBA):

Proposed website domain name:

Has the domain name been secured? Yes No

Workforce Florida already has secured several prospective regional domain names in preparation for the brand transition. If Workforce Florida has secured
the domain for the name you would like to use, it will be transferred to you following approval of your regional brand name.

Please complete and return this form to Workforce Florida VP for External Affairs and Board Relations Adriane Glenn
Grant at careersource@workforceflorida.com.

Upon receipt of this form, Workforce Florida will confirm the approval status of your proposed regional signature within five
business days.

Questions regarding the name request should be directed to Adriane Grant at 850-921-1122 or
careersource@workforceflorida.com.

Signed this day of 2013.
Regional Board Chair Regional Chief Executive
Name (printed) Name (printed)

Workforce Florida, Inc. | 1580 Waldo Palmer Lane, Suite 1 | (850) 921-1119 (main)
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LEGAL PROTECTION GUIDELINES

Federal Trademark

Workforce Florida is pursuing plans for trademark protection of the CareerSource Florida master
brandmark; however, this legal protection may not extend to the unique sub-brandmarks, or regional
signatures, chosen by the 24 regional workforce boards and approved by Workforce Florida. Each local
board may choose to evaluate legal protection for its individual sub-brandmark or regional signature. To
do so, boards may wish to seek guidance from local counsel to research and protect legal availability
and use of its regional brand name and logo. Steps may be taken to file a federal trademark application,
complete a recommended Thompson Compumark search, and establish international business
classifications for the aligned but unique regional identities (typically two should be sufficient: Business
Mgmt/Admin/Office Services and Education/Training).

If a regional workforce board wishes to pursue a federal trademark, associates should ensure that any
written or digital use of the brand name and/or logo should include the trademark symbol ™. This symbol
should be used until the trademark is registered. After that, the ® symbol should be used. The ™ symbol
indicates intention to register the trademark and the ® symbol is the only legal way to indicate that the
trademark has been registered. The registration process usually takes from one year to 18 months or
more to complete once the registration application is filed. That means the ™ symbol would be used for
an extended period.

Fictitious Name Registration

Each board should seek legal counsel regarding whether it wishes to register its new regional brand
name as a fictitious name (DBA) or seek a full name change to its articles of incorporation to legally
change from its current name to its new brand name. A company or entity often decides to seek a
fictitious business registration to use its new brand name as a secondary name, while retaining its
primary incorporated name. More information on fictitious name registration in Florida is available at the
Florida Department of State’s website at https://efile.sunbiz.org/ficinfo.html.

(Please note that this general information is offered as guidance but does not substitute for specific
legal advice.)




SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 5D

AGENDA ITEM SUBJECT: IMPACT OF GOVERNMENT SHUTDOWN ON EMPLOYMENT &
TRAINING SERVICES

AGENDA ITEM TYPE: INFORMATION

RECOMMENDATION: N/A

STRATEGIC GOAL.: Effective Demand Driven Management / Control Tools
STRATEGIC PROJECT: Monitor RIO Investment

BACKGROUND:

South Florida Workforce Investment Board receives federal funding from two departments in the State of
Florida:
1. The Florida Department of Economic Opportunity (DEO) as a pass-thru entity for the US Department of
Labor (USDOL) and,
2. The Florida Department of Children and Families (DCF) as a pass-thru entity for the US Department of
Health and Human Services m (USDHHS).

Funding received from the DCF is used to operate the Refugee Empoloyment and Training Program. DCF has
informed SFWIB that funding the Refugee Program will not be interrupted.

Funding from the DEO is used to operate all other programs: WIA, TANF, UC, WP, etc. USDOL has issued a
Training and Employment Notice with information on how the shutdown will impact the programs. This Notice
indicates that grants to which the DOL has already obigated funds will continue to operate until the obligated
funds are exhausted.

Additionally, DEO has informed SFWIB that funds that have been obligated and released can be used to continue
operating the programs until those funds are exhausted. Based on this guidance, the SFWIB prepared of analysis
of the availability of funding and the projected number of months of operations for which the available funds can
be used. Based on the analysis, SFWIB has at minimum of four (4) months of available cash to sufficiently
maintain operations.



However, is must be noted that DEO has also stated that depending on the length of shutdown, temporary release
adjustments between regions may be necessary in order to ensure that all regions have adequate cash flow to
continue operating.

FUNDING: All

PERFORMANCE: N/A

ATTACHMENT



Available Funding During Government Shutdown

Monthly Projections Monthly Projections
Based on Budget Based on Actual
LTD Draw LTD Available Proj. # of Actual # of

Grant [Program Name NFA Start Date | NFA End Date [NFA Award |NFA Release Down Expenditures Funds Expenditures | Months [Expenditures [ Months
DVP13 [Veterans Program 07/01/2013 10/31/2013 $ 17,116 | $ 17,116 | $ 11,242 [ $ 4939 [ $ 12,177 | $ 5,706 3.1 (% 2,470 5.9
FSH13 [Food Stamp, Employment and Training 07/01/2013 09/30/2013 [$ 484,747 [$ 484,747 |$ 341698 |$ 271890 |$ 212,857 |$ 161,582 23[$ 135945 2.6
FSH14 |Food Stamp, Employment and Training 10/01/2013 06/30/2014 | $ 1,489,240 [$ 165471 | $ - $ - $ 165471 |$ 161,582 20|$ 135,945 2.2
LVR13 [Veterans Program 07/01/2013 10/31/2013 | $ 18,148 | $ 18,148 | $ 14,997 | $ 6,440 | $ 11,708 | $ 4,721 351% 3,220 4.6
TAC13 |Trade Adjustment Assistance 07/01/2013 06/30/2014 [ $ 50,000 | $ 50,000 | $ - $ - $ 50,000 | $ 20,833 34($% - 0
TAT12 |Trade Adjustment Assistance 07/01/2013 06/30/2014 [$ 200,000 [$ 200,000 | $ - $ - $ 200,000 | $ 20,833 106 | $ - 0
UCB13 [UC Program 07/01/2013 12/31/2013 |$ 612974 |$ 306,488 [ $ 79,385 | $ 62,549 | $ 243,939 [ $ 54,981 54 (% 51,092 5.8
UCRE3 [Reemployment and Eligibility Assessments 04/01/2013 03/31/2014 [$ 1,246,407 [$ 1,246,407 |$ 224,854 |$ 191,824 |$ 1,054,583 |$ 103,867 1121 $ 87,003 13.1
WIA13 [WIA 07/01/2012 06/30/2014 | $12,625,825 | $ 12,625,825 |$ 6,742,611 | $ 8,060,587 | $ 4,565,238 | $ 955,013 58 [% 439,133 11.4
WIA14 [WIA 07/01/2013 06/30/2015 [ $ 7,410,056 | $ - $ - $ - $ - $ - - $ - 0
WID13 [WIA 07/01/2012 06/30/2014 | $ 7,248,626 [ $ 7,248,626 [ $ 2,822,085 | $ 3,494,752 | $ 3,753,874 | $ 926,032 51|$ 416,201 10.0
WID14 [|WIA 07/01/2013 06/30/2015 $ 8,759,715 | $ - $ - $ - $ - $ - - $ - 0
WIS12 [|WIA 06/01/2012 03/31/2014 $ 247252 |$ 247,252 | $ 110,803 | $ 105,621 | $ 141,631 | $ 12,234 126 | $ 2,591 55.7
WIY13 [WIA 04/01/2012 06/30/2014 | $ 9,600,070 [ $ 9,600,070 [ $ 7,303,196 [ $ 7,288,991 |$ 2,311,079 |$ 838,958 3.8[% 556,006 5.2
WIY14 [WIA 04/01/2013 06/30/2015 [$ 7,382,674 [$ 3,691,337 | $ - $ - $ 3,691,337 [$ 838,958 54 [$ 556,006 7.6
WPA13 |Wagner Peyser 07/01/2012 09/30/2013 | $ 2,445,338 [$ 2,445338|$ 2,445338|$ 1,768,002 |$ 677,336 |$ 200,263 441% 409,558 2.7
WPA14 |Wagner Peyser 07/01/2013 09/30/2014 | $ 1,772654|$ 886,328 [$ 354,887 ( $ - $ 886,328 ($ 200,263 54 % 409,558 3.2
WPB13 |Wagner Peyser 07/01/2013 06/30/2014 [ $ 61,345 | $ 61,345 | $ 13,996 | $ 11,764 | $ 49,581 | $ 5,112 107 | $ 5,882 9.4
WTS13 |Welfare Transition Program 07/01/2013 12/31/2013 | $ 2,554,197 | $ 2,554,197 [$ 277,599 | $ 75,292 |$ 2,478,905 |$ 949,551 36[% 626,555 5.0

TOTALS | $20,574,442 | $ 5,460,490 | 48| $ 3,837,164 | 6.4

Projected Monthly Expenditures are based on 2013/14 Budgeted Amounts




SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5E

AGENDA ITEM SUBJECT: STARTUP QUEST - ENTREPRENEURIAL TRAINING PROGRAM

AGENDA ITEM TYPE: INFORMANTION

RECOMMENDATION: N/A

STRATEGIC GOAL: Celebrated, Benchmark Leader in Best Practices

STRATEGIC PROJECT: PR or Media Utilization when Positive Outcomes are Percieved to be Efectual
BACKGROUND:

Startup Quest™ is an innovative program that provides entrepreneurial training to qualified professionals by
connecting them with highly successful entrepreneurs who guide these professionals through the process of
creating business plans to bring new inventions and technologies to market.

Using inventions and discoveries from Florida’s state universities, federal labs and NASA a connection occurs in
an intensive hands-on laboratory training program environment where participants are introduced to advanced
technology industries discoveries. A simulated company and business plans will be created to develop the
products or services that comprise those real technologies.

Successful entrepreneurs who have experienced every aspect of what it is to start and grow a new venture share
their knowledge and wisdom during this program. As mentors, their knowledge will assist the design and
development of business plans around these cutting edge technologies to develop into products.

Local Workforce Investment Boards in Gainesville, Jacksonville, Daytona, Brevard, Ft Lauderdale, Tampa, St.
Pete and Tallahassee have joined together in a consortium to implement this innovative program. The program is
funded by the U.S. Department of Labor through a nearly $12 million dollar five year grant.

Participants in the program gain increased knowledge about advanced technologies, emerging industries,
entrepreneurship, market analysis, financial projections, management and the technology development process, as
well as significant increases in personal self-confidence with newly developed job skills. These skills empower a

participant to form their own startup company or make them a more valuable employee for a new startup
company.



Communities are strengthened with the creation of new pathways for employment and self-employment for their
citizens. Through collaboration and integration of universities, workforce boards, chambers of commerce,
innovation networks and other organizational stakeholders more jobs will be created by startup companies.

The state of Florida and the nation embraces the innovation economy. Startup Quest™ brings new opportunities
for collaboration to transform career paths, skills training and virtually every aspect of life by bringing new
technology to the world.

The original program was formed through a partnership between FloridaWorks, the University of Florida Office
of Technology Licensing, the Gainesville Area Chamber of Commerce, 14 entrepreneurs, and 12 investors. It took
place in the spring of 2011. The program was funded from a Workforce Florida grant of $175,000.

FUNDING: N/A

PERFORMANCE: N/A

NO ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 5F

AGENDA ITEM SUBJECT: APPROVAL TO ALLOCATE REFUGEE PROGRAM FUNDS
AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The SFWIB Executive Committee recommends to the Board the approval to allocated
refugee employment and training program funds as set forth in the attachment

STRATEGIC GOAL: Premier Florida Provider of Employment and Career Training

STRATEGIC PROJECT: Raise the Bar/ One-Stop Performance Consistency

BACKGROUND:

On August 15 2013, the SFWIB approved the fiscal year 2013-14 Budget. DCF met with SFWIB staff on August
30, 2013, to review the proposed funding and contract provisions for fiscal year 2013-14 Refugee Employment
Program. At that meeting, DCF staff informed the SFWIB staff that DCF will award to SFWIB a total of
$5,361,125 in funding for the 6 month period of October 1, 2013 to March 31, 2014.

Additionally, DCF also informed staff that they will be releasing an RFP to select service providers and award
additional funding for operating the program after March 31, 2014.

The SFWIB Executive Committee has reviewed and approved to recommend to the Board for the approval to
allocate refugee employment and training program funds as set forth in the attachment.

FUNDING: Refugee Employment and Training Program

PERFORMANCE: N/A

ATTACHMENT



REFUGEE PROGRAM ALLOCATIONS

Services Contractors

Total Allocation

Adults Mankind Organization, Inc.

S 958,456
ArborE& T, LLC $ 265,516
Cuban American National Council, Inc. ¢ 333 105
Community Coalition, Inc. $ 228,224
City of Hialeah $ 53,721
Lutheran Services of Florida, Inc. $ 973.052
Miami Beach Latin Chamber of Commerce,
Inc. S 128,068
UNIDAD of Miami Beach, Inc. $ 101,737
Youth Co-Op, Inc. $ 1,355 301
Training S 351,250
SFWIB S 612,695
REGION $ 5,361,125




SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 5G

AGENDA ITEM SUBJECT: APPROVAL TO ACCEPT EMPLOYMENT COMPENSATION
SUPPLEMENTAL FUNDS - PROJECT CONNECT

AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The SFWIB Executive Committee recommends to the Board the approval to accept
$25,938 in Employment Compensation Supplemental Funds

STRATEGIC GOAL.: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar/ One-Stop Performance Consistency

BACKGROUND:

On September 13, 2013, the SFWIB received a Notification of Fund Availability (NFA) from the Department of
Economic Opportunity for $25,938 in Employment Compensation Supplemental Funds. These funds are being
provided to support local one-stop center staff in informing and assiting customers navigate and used the new

Reemployment Assistance on-line claimm system (Project Connect).

The SFWIB Executive Committee reviewed and approved to recommend to the Board the acceptance of these
funds.

FUNDING: Unemployment Compensation Program

PERFORMANCE: N/A

NO ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 6A

AGENDA ITEM SUBJECT: ALLOCATION TO THE NATIONAL FLIGHT ACADEMY - EXPLORE
AMBITION PROGRAM FOR MIAMI-DADE COUNTY PUBLIC SCHOOL STUDENTS

AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The Youth Council recommends to the Board the approval to allocate funding in an
amount not to exceed $100,000 to the National Flight Academy to support the Explore Ambition Program for
Miami-Dade County Public School students.

STRATEGIC GOAL.: Dedicated Commitment to Youth Participation in the 21st Century Economy; Celebrated
Benchmark Leader in Best Practices; and State Leader in Collaborative Partnerships

STRATEGIC PROJECT: The Age 14 to 24 Agenda
BACKGROUND:

On August 15, 2013, the Youth Council and Board approved to include funding in the SFWIB Budget for an
amount not to exceed $100,000.00 in Temporary Assistance to Needy Families (TANF) funds to support the
National Flight Academy — Explore Ambition Program (NFA).

The funds will support 100 students from Miami-Dade County Public Schools to participate in Science,
Technology, Engineering and Mathematics (STEM) disciplines through the NFA Aviation Program during the
March 24, 2014 to March 29, 2014 Spring recess.

Through the dedication and funding of the South Florida Workforce Investment Board (SFWIB), sixty-three (63)
high school students from Miami-Dade County Public Schools (MDCPS) immersed themselves in Science,
Technology, Engineering, and Mathematics (STEM) learning through the National Flight Academy — Explore
Ambition Program (NFA) located in Pensacola Florida during the 2013 Spring Break.

The NFA Ambition Program is the world’s only virtual land-locked aircraft carrier. The students receive
immersion training using various technologies including simulators and virtual reality games that have proven to
inspire students to high levels of academic achievement in STEM occupations. For more information about the
NFA — go to www.nationalflightacademy.com.

The funds will cover the costs for tuition, classroom materials, t-shirts, room and board on the naval base, meals
(breakfast, lunch, dinner and snacks), 24 hour security, field trips and academics for students to participate in
STEM disciplines (Science, Technology, Engineering and Mathematics) through the NFA Aviation Program.



In following the procurement process of Miami-Dade County Administrative Order No. 3-38, it is recommended
that SFWIB waive competitive procurement as it is recommended by the Executive Director that this is in the best
interest of SFWIB. A two-thirds (2/3) vote of the quorum present is required to waive the competitive
procurement process and award to the National Flight Academy an allocation not to exceed $100,000.00 in
Temporary Assistance to Needy Families (TANF) Youth funds to provide the STEM Aviation Program.

FUNDING: Temporary Assistance to Needy Families (TANF)
PERFORMANCE:

Expected outcome: -- One Hundred high school students from Miami-Dade County Public Schools introduced
and exposed to STEM disciplines

NO ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 6B

AGENDA ITEM SUBJECT: ALLOCATION TO THE NATIONAL FLIGHT ACADEMY - EXPLORE
AMBITION PROGRAM FOR MONROE COUNTY SCHOOL DISTRICT STUDENTS

AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The Youth Council recommends to the Board the approval to allocate funding in an
amount not to exceed $100,000.00 to the National Flight Academy to support the Explore Ambition Program for
100 Monroe County School District students.

STRATEGIC GOAL.: Dedicated Commitment to Youth Participation in the 21st Century Economy; Celebrated
Benchmark Leader in Best Practices; and State Leader in Collaborative Partnerships

STRATEGIC PROJECT: The Age 14 to 24 Agenda
BACKGROUND:

Through the dedication and funding of the South Florida Workforce Investment Board (SFWIB), thirty-three (33)
high school students from the Monroe County School District immersed themselves in Science, Technology,
Engineering, and Mathematics (STEM) learning through the National Flight Academy — Explore Ambition
Program (NFA) located in Pensacola Florida during the 2013 Spring Break.

The NFA Ambition Program is the world’s only virtual land-locked aircraft carrier. The students receive
immersion training using various technologies including simulators and virtual reality games that have proven to
inspire students to high levels of academic achievement in STEM occupations. For more information about the
NFA — go to www.nationalflightacademy.com.

Funding will cover the costs for tuition, classroom materials, t-shirts, room and board on the naval base, meals
(breakfast, lunch, dinner and snacks), 24 hour security, field trips and academics for students to participate in
STEM disciplines (Science, Technology, Engineering and Mathematics) through the NFA Aviation Program
during the week of March 24, 2014 to March 29, 2014.

In following the procurement process of Miami-Dade County Administrative Order No. 3-38, it is recommended
that SFWIB waive competitive procurement as it is recommended by the Executive Director that this is in the best
interest of SFWIB. A two-thirds (2/3) vote of the quorum present is required to waive the competitive
procurement process and award to the National Flight Academy an allocation not to exceed $100,000.00 in
Temporary Assistance to Needy Families (TANF) Youth funds to provide the STEM Aviation Program.



FUNDING: Temporary Assistance to Needy Families (TANF) from the Monroe County allocation
PERFORMANCE:

Expected outcome -- One Hundred high school students from Monroe County School District introduced and
exposed to STEM disciplines

NO ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 6C

AGENDA ITEM SUBJECT: EXTENSION OF THE MIAMI-DADE COUNTY INTERNSHIP PROGRAM'S
COMPLETION DATE

AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The Youth Council recommends to the Board the approval to extend the youth
participants program end date for the Miami-Dade County Internship Program from October 31, 2013 to
December 31, 2013.

STRATEGIC GOAL.: Dedicated Commitment to Youth Participation in the 21st Century Economy; Celebrated
Benchmark Leader in Best Practices; and State Leader in Collaborative Partnerships

STRATEGIC PROJECT: The Age 14 to 24 Agenda
BACKGROUND:

SFWIB staff recommends that the Youth Council recommend to the Board the approval to extend the Miami-
Dade County Internship Program's youth participation completion end date up to December 31, 2013.

At the August 15, 2013, the Youth Council recommended to the Board the approval to allocate youth funding in
an amount not to exceed $280,500.00 up to November 30, 2013 to support the Miami-Dade County Internship
Program. The Board approved the funds to support the program.

Expenditures for the months of July, August and September was approximately $131,421.00. To cover the costs
of the youth for three additional months at the same expenditure rate, funding is available to support the program
for three months up to December 31, 2013.

Below is a summary of the program activities from April 1, 2013 through October 4, 2013:

e Total enrollments: 54
e  Current enrollments: 39
e Pending worksite placement: 2
e Program exits: 15



FUNDING: Workforce Investment Act (WIA)

PERFORMANCE:
e Placement of youth in governmental departments: 50
e Youth to complete program with a positive outcome: 45

e Enhance the ability of youth to find and maintain employment

NO ATTACHMENT



SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 7A

AGENDA ITEM SUBJECT: WORKFORCE SERVICES BALANCED SCORECARD STANDARD
AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The WSI Committee recommends to the Board the approval of the revised the
Workforce Services Balanced Scorecard and have Workforce Services contractors meet at least 65 percent of the
PY 2013-14 Balanced Scorecard performance measures for renewal and/or future contract consideration.
STRATEGIC GOAL.: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar One-Stop Performance and Consistency

BACKGROUND:

The region’s Balanced Scorecard measures the performance of Service Partners and is attached for the period of
July 1, 2012 through August 31, 2013.

A performance summary of the Workforce Services Contractors for the same period is attached. The summary
indicates that 9 of the 13 Workforce Services locations met at least 50 percent of the PY 2012-13 Balanced
Scorecard measures. SFWIB staff recommends that theWSI Committee recommend to the Board the approval to
authorize staff to implement the revised Workforce Services Balanced Scorecard as shown on the attachment
(current and proposed). Primarily, all the Balanced Scorecard Performance Measures will be Individual/Per
Center (no more Regional gateway). To ensure that the Region makes its performance, the Regional performance
measures changed to lindividual/Per Center performance measuresare have an increase of 3% or no change for the
standard.

Currently, Workforce Services contractors must meet at least 50 percent of the Balanced Scorecard performance
measures. The WSI Committee recommends to the Board the approval of the revised Workforce Services Balance
Scorecard and to authorize staff to have Workforce Services contractors meet at least 65 percent of the PY 2013-
14 Balanced Scorecard performance measures for renewal and/or future contract consideration.

FUNDING: N/A

PERFORMANCE: N/A

ATTACHMENT



(CURRENT)

SFWIB Balanced Scorecard

Provider Name - Career Center

(PROPOSED)

SFWIB Balanced Scorecard

Provider Name - Career Center

Per Center Regional & Per Center Per Center
Measure Standard Center Measure Standard Region Center Measure Standard Center
1 Level of Services for Special Groups 90.0% 11 WP Entered Employment Rate 40% 30% 1 Level of Services for Special Groups 90% - Monroe $
2 Training Completion Rate 70% 12 WIA Adult & Dislocated Worker EER 85% 99% 2 Training Completion Rate 70% no change
3 Training Completion Placement Rate 70% 13 CAP Entered Employment Rate 35% 30% 3 Training Completion Placement Rate 70% no change
4 Training Related Placements 70% 14 CAP Participation Rate 55% 45% 4 Training Related Placements 70% no change
5 Net Economic Benefit $25,632 15 CAP Two-Family Participation Rate 90% 65% 5 EAS within 90 Days (Gateway to 65%) * ind # no change
6 Employment After Services (EAS) 210 16 Short-Term Veterans EER 45% 36% 6 Employment After Services (EAS) ind # no change
7 EAS within 90 Days 90 17 SNAP EER 20% 25% 7 Cost Per Placement $3,845  no change
8 Cost Per Placement $3,845 8 Jobs Openings Filled Rate (Gateway to JOI) ** 62% no change
9 Jobs Openinas Filled Rate 62% 9 Job Openings Index (JOI) ind # no change
10 Job Openings Index 228 10 WP Entered Employment Rate 43% +3%
11 Short-Term Veterans EER 48% +3%
12 WIA Adult & Dislocated Worker EER 85% no change
13 CAP Participation Rate (Gateway to CAP EER) *** 55% no chanae
14 CAP Entered Employment Rate (EER) 38% +3%
15 SNAP EER 23% +3%

Workforce Services contractors must meet at least 50 percent (9 of 17) of the PY 2013-14 Balanced Scorecard
performance measures for renewal and/or future contract consideration.

Note: QA Performance Measures are not included for the percent of performance measures that the Workforce Services
contractor must meet. QA Performance Measures are only for pay points incentives.

Workforce Services contractors must meet at least 65 percent (10 of
15) of the PY 2013-14 Balanced Scorecard performance measures for

renewal and/or future contract consideration.
Gateways:

*EAS within 90 days (Gateway to 65%) = must be one of the performance

measures met towards the 65% (1 of the 10).

**Job Openings Filled Rate (Gateway to JOI) = must be at least 62% to

consider the Job Openings Index (JOI)

Note: ind. # = each career center has a per center standard number

Proposed:

1. Remove Regional Gateway standards for Performance Measures. Now all Per Career Center Performance Measures standards with an increase of 3% (except the WIA Adult & DW EER

and CAP Participation Rate - All Family).

2. Remove two performance measures: 1. Net Economic Benefit and 2. CAP Two-Family Participation Rate.
3. Increase the standard of the Balanced Scorecard Performance Measures met from 50% (9 of 17) to 65% (10 of 15).

4. Add that the Employment After Services (EAS) within 90 days performance measure must be 1 of the 10 performance measures met towards the 65% standard.
5. Maintain the Job Openings Filled Rate performance measure at 62% as a Gateway to the Job Openings Index (JOI) performance measure




SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 7B

AGENDA ITEM SUBJECT: APPROVAL TO ALLOCATE RET FUNDS FOR SHORT-TERM
HOSPITALITY TRAINING PROGRAM

AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The WSI Committee recommends to the Board the approval of allocating up to
$50,000 in Refugee Employment & Training Program (RET) funds to train up to 60 RET participants in
Hospitality Management at Miami Dade College (MDC).

STRATEGIC GOAL.: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar One-Stop Performance and Consistency
BACKGROUND:

The Florida Department of Children and Families (DCF) Refugee Services awarded SFWIB $150,000 for short-
term training for RET participants for the period of October 1, 2013 through March 31, 2014. The DCF Refugee
Services approved MDC’s Hospitality Management Program as appropriate short-term training, affording eligible
RET participants an opportunity to acquire specific job skills and industry-recognized certification. This training
program was previously approved at the SFWIB emergency meeting on May 14, 2013 for the RET contract
period that ended September 30, 2013.

The Hospitality Management Training Program is a partnership between SFWIB and MDC; SFWIB will cover
the training and training-related expenses for program participants and MDC will deliver the training services.
The five-week program consists of 50 hours of instruction in hospitality job training and 40 hours of customized
industry-related instruction in English.

The American Hotel and Lodging Association curriculum will be utilized throughout the program, ensuring that
participants receive an extensive overview of the lodging and food and beverage industry and gain the skills
needed for positions in housekeeping, laundry and food and beverage at most hotels and/or food and beverage
establishments.



The following table highlights the program’s structure, cost and related occupational skills acquired:

Funding Up to: $50,000

Maximum Number to Be Trained: 60

Projected Placements within 60 Days of Completion:70%

Program Cost: $825 Cost Per Participant

Program Length: 90 Hours in 5 weeks

Housekeeping/Food Servers Occupations: Annual Average Salary $18,408
Economic Benefit Per Placement;: $18,408

Net Economic Benefit Per Placement: $17,583

Return on Investment: $10.44

FUNDING: Refugee Employment and Training dollars $50,000

PERFORMANCE: N/A

ATTACHMENT
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Proposed Hospitality Employment Training Project

Miami Dade College — Wolfson Campus
School of Continuing Education and Professional Development
International Hospitality Center — Hospitality Management Program

Program Description

To offer a comprehensive five (5) week program of Hospitality workforce training for eligible refugee participants
through Miami Dade College’s Hospitality Management Program. The program consists of fifty (50) hours of
instruction in Hospitality job training and forty (40) hours of customized industry related instruction in English. A
total of ninety (90) hours of instruction will lead to employment readiness.

The American Hotel and Lodging Association curriculum will be utilized to structure the curriculum components.
Participants will get an extensive overview of the lodging and food and beverage industry and the training will
involve an in-depth look at the most common line-entry level skills necessary for position in housekeeping, laundry
and food and beverage at most hotels and or food and beverage establishment. In order to enhance job readiness,
the English language instruction will be an essential component part of the training program.

Number of students: 25 students per cohort
Expected start date: TBA
Program length: 90 hours in 5 weeks — Monday through Saturday
5™ Week in Hospitality Training, Testing, Certificate of Completion
Program Cost: $825 cost per participant

Program cost includes:

e Assessment and testing

e Curriculum customization

e Instructional cost including Salary and Fringe
e Text and class material

e Field Trips and field training

e Program Coordination

Hospitality Fifty (50) hours of instruction over a five (5) week period

e Classroom training based on American Hotel and Lodging Association AH & LA) standards & curriculum

e Increase vocabulary in the Hospitality industry

e Enhance communication skills prior to job seeking interviews (mock interviews, resume)

e Create awareness of proper dress code and industry code of behavior

e Develop customer service skills

e Skills training in Housekeeping, and Food and Beverage departments

e Classroom instruction in Customer Service & industry operations- 3 hours per week; 5 weeks (15 Hours)
o Etiquette Training
o ServSafe Certification preparation

e Field experience 7 hours per week - 5 weeks (35 hours) in the following areas:
o Housekeeping

Page 1
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o Guestroom attendant
o Laundry attendant
o Food & Beverage (server, steward, buser, entry level kitchen staff)
e Participants will be ready to perform the acquired skills at a new level of service excellence
e Participants can obtain an internationally recognized line-level certification once the work requirement for
certification has been met and upon successful completion of the certification exam
e Participants will take the appropriate comprehensive exam at the end of the instructional period.

ESL Forty (40) hours of instruction over a four (4) week period

e Intensive English Class — 10 hours per week; 4 weeks (40 hours )

e Conversation/Pronunciation Class — 5 hours per week; 4 weeks (20 hours )

e Tutorial ESL Lab — 5 hours per week; 4 weeks (20 hours)

e Provide specific language skills leading to professional development

e Develop English language foundation and oral fluency for social and professional interaction
e Enhance interviewing skills

e Promote confidence and positive work ethics

e Develop awareness for cultural contexts to understand and apply the English language

Summary of Intensive English as a Second Language (ESL)
Program Components:

l. Intensive English

Description

This course will improve participants’ ability to effectively communicate in oral and written English. By engaging in
a variety of activities, participants will enhance their proficiency in the most critical areas of everyday
communication: listening and speaking. Major emphasis is placed on workplace communication and common
terminology in the Hospitality industry.

Objective
To acquire the English skills needed for professional development, certification, or social interaction, participants
will:
1. Review Standard English grammar and sentence structure through exercises that relate to work and social
situations. Grammar exercises focus on oral and written communications.
2. Learn the correct verb forms in the present, past and future tenses.
Correct or avoid troublesome errors when writing or speaking.
4. Acquire and develop vocabulary skills to enhance fluency and communication.

w

Il. Conversation-Pronunciation

Through engagement in conversations based on topics of everyday life and workplace communication, participants
will develop fluency and pronunciation abilities. Oral communications skills will continue to be improved by
participating in group and individual role-play presentations, guided conversation, and workplace related
vocabulary development.

Objective
To develop and improve oral English skills needed for professional development, certification, or social interaction
participants will:
1. Engage in active, meaningful communicative practice in order to acquire the necessary knowledge and skills
to speak more fluently and confidently.

Page 2
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2. Review grammar skills and integrate them into the conversation.
Lose the fear of conversing in English through group support.
4. Practice the “sounds of English” in order to learn the tone, tenor, voice techniques, syllable length and
rhythm of the spoken language.

5. Acquire the skills needed to analyze and understand syllable and word stress patterns; vowels length and

w

how they affect the pronunciation and meaning of words and sentences.
6. Practice vocabulary for everyday situations for:

a. Greeting guests / answering simple questions / giving directions;

b. Following instructions;

c. Reporting emergencies / repairs and problems to appropriate supervisors;
d. Using contextual information for fluency development.

Program Options — Proposed Schedules

To accommodate student schedules three options will be offered:

Morning program will run from. Mon.— Tues. — Thurs.- Fri. 8:30 — 11: 00 a.m.; Wed. 8:30—11:30 a.m.
Afternoon program will run from. Mon.— Tues. — Thurs.- Fri. 12:30 — 3:00 p.m.; Wed. 12:30 - 3:30p.m.;

Evening program will run from Mon.—Tues. — Thurs.- Fri. 5:30 — 8:00 p.m.; Wed. 5:30 — 8:30 p.m.

*All options will also include Saturdays from 8:30 a.m. — 4:30 p.m. in Hospitality field training

Morning (Option 1)

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
Intensive English Intensive English Hospitality Intensive English Intensive English Hospitality
8:30-11:0a.m. 8:30-11:00 a.m. 8:30-11:30 a.m. 8:30-11:00 a.m. 8:30-11:00 a.m. 8:30 - 4:30 p.m.

Afternoon (Option 2)

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
Intensive English Intensive English Hospitality Intensive English Intensive English Hospitality
12:30 -3:00 p.m. 12:30-3:00 p.m. 12:30 -3:30 p.m. 12:30-3:00 p.m. 12:30-3:00 p.m. 8:30-4:30 p.m.

Evening (Option 3)

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
Intensive English Intensive English Hospitality Intensive English Intensive English Hospitality
5:00-7:30 p.m. 5:00-7:30 p.m. 5:00-8:00 p.m. 5:00-7:30 p.m. 5:00-7:30 p.m. 8:30-4:30 p.m.

Page 3




SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 7C

AGENDA ITEM SUBJECT: APPROVAL TO ALLOCATE RET FUNDS FOR SHORT-TERM
AUTOMOTIVE TRAINING PROGRAM

AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The WSI Committee recommends to the Board the approval to allocate up to $50,000
in Refugee Employment & Training Program (RET) funds to train up to 60 RET participants in Automotive
Technicians at Miami-Dade County Public Schools (MDCPS).

STRATEGIC GOAL.: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar One-Stop Performance and Consistency
BACKGROUND:

The Florida Department of Children and Families (DCF) Refugee Services awarded SFWIB $150,000 for short-
term training for RET participants for the period of October 1, 2013 through March 31, 2014. The DCF Refugee
Services approved M-DCPS’s Automotive Technician Program as appropriate short-term training, affording
eligible RET participants an opportunity to acquire specific job skills and industry-recognized certification. This
training program was previously approved at the SFWIB emergency meeting on May 14, 2013 for the RET
contract period that ended September 30, 2013.

The Automotive Training Program is a partnership between SFWIB and M-DCPS; SFWIB will cover the training
and training-related expenses for program participants and M-DCPS will deliver the training services. The course
consists of eight weeks of training in preparation for local employment in the automotive industry.

The training will take place in National Automotive Training and Education Foundation (NATEF) certified shops
by Automotive Service Excellence (ASE) certified instructors at several locations within Miami-Dade County
based on a minimum number of twenty students per cohort. The delivery of instruction includes theory with an
emphasis on practical application on a variety of automobiles and components.

The National Automotive Training and Education Foundation (NATEF) curriculum will be used within the
guidelines of the Florida Department of Education Curriculum Frameworks and Student Performance Standards.



The following table highlights the program’s structure, cost and related occupational skills acquired:

Funding Up to: $50,000

Maximum Number to Be Trained: 60

Projected Placements within 60 Days of Completion: 70%

Program Cost: $632 Cost Per Participant

Cost of Exam: $66 (Average of 3 Exams)  $198 (3 Exams Per Participant)
Program Length: 8 weeks

Automotive Technician Occupations: Annual Average Salary $18,720
Economic Benefit Per Placement: $18,720

Net Economic Benefit Per Placement: $12,611

Return on Investment: $2.06

FUNDING: Refugee Employment and Training dollars $50,000

PERFORMANCE: N/A

ATTACHMENT



Automotive Employment Training Proposal
Prepared for South Florida Workforce by:
Miami-Dade County Public Schools, Office of Adult and Community Education

Program Description:

This Automotive Technician training course is customized to evaluate refugee skills and
tailor a curriculum to their specific needs as an Automotive Maintenance Technician.
The course consists of eight weeks of training in preparation for local employment in the
automotive industry.

The training will take place in National Automotive Training and Education Foundation
(NATEF) certified shops by Automotive Service Excellence (ASE) certified instructors at
several locations within Miami-Dade County based on a minimum number of twenty
students per class.

The delivery of instruction includes theory with an emphasis on practical application on
a variety of automobiles and components.

The National Automotive Training and Education Foundation (NATEF) curriculum will be
used within the guidelines of the Florida Department of Education Curriculum
Frameworks and Student Performance Standards.

Number of Students 20 students per cohort

Expected Start Date TBA

Program Length 8 weeks, Monday through Friday
Program Cost $632 SFWIB RETP eligible participants

Program cost includes:
e Assessment and Testing, including TABE
Custom curriculum
All instructional costs, including salary and fringes
Textbooks and classroom materials
Guest Speakers
Program Coordinator
Employability Skills
Tools

The type of assessment is a mechanical aptitude skills assessment and is conducted by the
instructor. It would be in the form of a practical application of the student’s mechanical skills to
gauge their level of mechanical aptitude. The purpose would be to determine their level of
proficiency in the automotive trade.



As for the testing, the TABE test would be administered to all of the students to determine their
level of Adult Basic Education. There is an additional cost, the $30.00 Adult General Education
(AGE) fee per trimester for remediation.

Optional cost $66 for each ASE Exam

There are eight different ASE certification exams available. It would be expected that all of the
students would take at least one exam, and some may be able to take two, based on their area
and level of proficiency. In order for someone to be considered a “Master” Technician, they must
take and pass all eight exams.

Eight Exams are as follows:

Suspension and Steering

Brakes

Electrical / Electronic Systems
Engine Performance

Engine Repair

Automatic Transmission / Transaxle
Manual Drivetrain and Axels
Heating and Air-Conditioning

©NO A WN R

Schedule:

Miami-Dade County Public Schools offers automotive training during the day and
evening. The day class starts at 8:00 a.m. until 1:30 p.m. The evening classes start at
5:30 p.m. to 11:00 p.m. Schedule times may vary from school to school and bilingual
(English/Spanish or English/Creole) classes can be scheduled based on need and
enroliment.

All classes meet from Monday through Friday.

Morning (Option 1)

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY
8:00-1:30 p.m. 8:00-1:30 p.m. 8:00-1:30 p.m. 8:00-1:30 p.m. 8:00-1:30 p.m.
Evening (Option 2)
MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY

5:30-11:00 p.m.

5:30-11:00 p.m.

5:30-11:00 p.m.

5:30-11:00 p.m.

5:30-11:00 p.m.




SOUTH FLORIDA WORKFORCE INVESTMENT BOARD
DATE: 10/17/2013
AGENDA ITEM NUMBER: 7D

AGENDA ITEM SUBJECT: APPROVAL TO ALLOCATE RET FUNDS FOR SHORT-TERM
AUTOMOTIVE TRAINING PROGRAM

AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The WSI Committee recommends to the Board the approval to allocate up to $50,000
in Refugee Employment & Training Program (RET) funds to train up to 20 RET participants in an Automotive
Program at American Advanced Technician Institute (AATI).

STRATEGIC GOAL.: Strong, Timely Reporting Standards for End User Customers and Providers of Services
STRATEGIC PROJECT: Raise the Bar One-Stop Performance and Consistency
BACKGROUND:

The Florida Department of Children and Families (DCF) Refugee Services awarded SFWIB $150,000 for short-
term training for RET participants for the period of October 1, 2013 through March 31, 2014. The DCF Refugee
Services approved AATI’s Automotive (Engine Performance and Electrical/Electronic Systems) Program as
appropriate short-term training, affording eligible RET participants an opportunity to acquire specific job skills
and industry-recognized certification. This training program was previously approved at the SFWIB emergency
meeting on May 14, 2013 for the RET contract period that ended September 30, 2013.

The Automotive Training Program is a partnership between SFWIB and AATI; SFWIB will cover the training
and training-related expenses for program participants and AATI will deliver the training services. The course
consists of eight weeks of training in preparation for local employment in the automotive industry.

The training will take place at AATI accredited by Accrediting Council for Continuing Education and Training
(ACCET) based on twenty students per cohort. The delivery of instruction includes engine performance and
electrical/electronic systems.



The following table highlights the program’s structure, cost and related occupational skills acquired:

e Funding Up to: $50,000

e Maximum Number to Be Trained: 20

e Projected Placements within 60 Days of Completion: 80%

e Program Cost: $1,400 Cost Per Participant

e Program Cost Includes: Registration Fee and Assessment, Books and Supplies, Inctruction Cost, Certification
Exams, Completion Certificate, County License (Technician or Apprentice), and Continuing Education Letter

e Program Length: 8 weeks

e Automotive Technician Occupations: Annual Average Salary $23,048

e Economic Benefit Per Placement: $23,048

e Net Economic Benefit Per Placement; $16,423

e Return on Investment: $2.48

FUNDING: Refugee Employment and Training dollars $50,000

PERFORMANCE: N/A

ATTACHMENT
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Proposed Automotive Employment Training Project
American Advanced Technician Institute

Program Description

To offer a comprehensive workforce training program for eligible refugee participants through American Advanced
Technician Institute’s Automotive Program. The program consists of 4 separate modules, each one hundred and
ninety hours (190) hours.

1) Breaks & ABS System and Electrical/Electronic Systems 190 Hours
2) Engine Performance and Electrical/Electronic Systems 190 Hours
3) Heating & A/C Engine Cooling System and Electrical/Electronic Systems 190 Hours
4) Suspension, Steering & Alignment, and Electrical/Electronic Systems 190 Hours
Number of students: 20 students per cohort
Expected start date: TBA
Program length: 190 hours in 7 weeks and 6 days — Monday through Friday
Program Cost: $1400 cost per participant
Schedule: Mornings: Monday — Friday: 8:00 a.m. —1:00 p.m. or
Afternoons: Monday — Friday 1:15 p.m. to 6:15 p.m.
Bilingual Classes: English/Spanish or English/Creole
Certificate Exams: Exams will be provided in English, Spanish and Creole
Special Accommodations: Students may request to bring a reader to the exam
Placement: 80% Commitment based on completion of training, obtaining certificate

and/or apprentice license within 90 days
Eligibility Requirements: Assessment Test to be provided by AATI

Program cost includes:
e Registration Fee and Assessment
e Books and Supplies
e Instruction Cost including Salary/Fringes
e Certification Exams
e Completion Certificate
e County License (Technician or Apprentice)
e Continuing Education Letter

Program Curriculum/ Syllabus: Course Syllabus and Detailed Daily Lesson Plan for each Module is Attached. 40% of
each module consists of lab hours /hands on experience.

Accreditation: Accrediting Council for Continuing Education and Training (ACCET)
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SOUTH FLORIDA WORKFORCE INVESTMENT BOARD

DATE: 10/17/2013

AGENDA ITEM NUMBER: 8A

AGENDA ITEM SUBJECT: INFORMATION TECHNOLOGY PENETRATION TESTING SERVICES
AGENDA ITEM TYPE: APPROVAL

RECOMMENDATION: The Audit Committee recommends to the Board the approval to proceed with the
project and negotiate and award the auditing services to McGladrey, LLP.

STRATEGIC GOAL: Premier National Provider of Employment and Career Training

STRATEGIC PROJECT: Raise the Bar One-Stop Performance & Consistency

BACKGROUND:

On August 15, 2013 the Board approved an allocation of $25,000 for the procurement of IT Penetration Testing
Audit Services at SFWIB. The audit is for the purpose of conducting Intrusion Detection Services which includes:
Penetration Testing, Review of Network Monitoring Software, Network Management Review, Network
Administrative Review, Data Transmission, Network Security Audit, Network Security Posture Assessment and

Reports.

The August 15, 2013 agenda item incorrectly identified BCA Watson Rice, LLC as the successful respondent to
the RFQ. Further review disclosed that the successful respondent is the accounting firm of McGladrey, LLP.

The Audit Committee recommends approval to proceed with the project and negotiate and award the auditing
services to McGladrey, LLP.

FUNDING: N/A

PERFORMANCE: N/A

NO ATTACHMENT





