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Situation Overview

While the skills needed in business today continue to get more specialized and technical, many of Alabama’s students are not taking advantage of curricula already in place. Career/Tech has specialized programs to meet the needs of the business community and society, but through a negative perception or no awareness at all, enrollment in these programs continues to decline. 

Parents want their children to go to college and become doctors, lawyers or other high image professions. In reality, only 25 percent of incoming college freshmen graduate and while in school, many accumulate significant amounts of student loans and other debt. One solution to this problem is Career/Tech. Through completing a specialized curriculum that matches their talents, students can be become better prepared to enter the workforce. For those wanting to go to college, they can enhance their skills and knowledge through Career/Tech. Health courses will help future doctors. CAD training will benefit future architects. 

Perception is reality and many people think that Career/Tech is for less gifted students. The true story is high school students are going on to high paying and interesting jobs using the talents they developed in Career/Tech. The solution is not overhauling the program. Telling students, parents, administrators, business leaders and the general public about the true Career/Tech program and its advantages will help change perceptions over time. While many parents are holding on to college dreams for their children, they need to hear the options available through Career/Tech. By showcasing successes, earnings potential and the quality of the program, the perception of the program will improve and enrollment will increase. 

Target Audiences

Middle and High School Students

Current perception – “Career/Tech is for dummies and Mom wants me to go to college.”

Desired perception – “I have lots of talents and through Career/Tech I can graduate and make good money fast.”

Elementary Students

Current perception – “I don’t know about Career/Tech, but I love Sponge Bob Square Pants.”

Desired perception – “I want to do that when I grow up and they have cool classes to teach me.”

Parents

Current perception – “Career what? Oh, shop. No thanks, he is going to Auburn.”

Desired perception – “He can earn what? Oh, maybe he could take some of those classes and if he ends up going to college after all, the information learned will be helpful.”

Teachers/Administrators

Current perception – “Career/Tech, that’s right down the road isn’t it?”

Desired perception – “In Career/Tech students can use the math and sciences we teach by putting them into use. Plus, those students will be snatched up by good businesses and be able to succeed in life.”

Business Community

Current perception – “I don’t know much about it. I am trying to keep the business running and it is hard to find good workers.”

Desired perception – “Wow. Our partnership with that school has been great. They train students on the same kind of equipment we have and their former students are some of our best employees.”
Industrial Development

Current perception – “We need to get more businesses to come to Alabama. I wish our schools were better.”

Desired perception – “Alabama just landed a new company and the Career/Tech training really caught their attention when they were looking.”
General Public

Current perception – “Why have Career/Tech when the schools have no money?”

Desired perception – “Career/Tech is helping businesses find skilled workers and these kids are getting good jobs with nice salaries. I wish my child had done that.”

Research Summary

Focus groups conducted by the Alabama Department of Education and interviews by Strategy have revealed a neutral to negative perception of Career/Tech.

1. Students attending are dumb and can’t make it in regular or advanced programs. 

2. Leaving school to go to a Career/Tech program will cause students to miss other opportunities at their school.

3. The Career/Tech programs are not consistent.

4. Most people don’t know about the programs that are offered. 

5. Children don’t have to go to college to be a success, but parents want them to go.

Key Messages

1. Career/Tech has great programs in a wide variety of areas.

2. Career/Tech graduates go on to good jobs sooner and make great salaries. 

3. This isn’t “shop” anymore. 

4. Career/Tech students must meet the high school graduation curriculum and pass the exam, while taking the specialized classes. This program is challenging but it pays off.

5. Career/Tech helps prepare college-bound students in their areas of interest, whether they are planning to go to a two-year or four-year institution.
6. Career/Tech students have great talents.

7. Some Career/Tech courses can earn vocational credits. 

8. Focus on the advantage of having a Career/Tech endorsement on the diploma, similar to the prestige of an AP endorsement.

9. Career/Tech courses provide knowledge and skills for students to live a successful life. 

10. Career/Tech benefits Alabama businesses, high school students and the state overall. 

Opportunities

1. Career/Tech offers lots of specialized and interesting classes to showcase.

2. Internal and external enthusiasm about Career/Tech is untapped.

3. Instill pride in the program and not be ashamed of it. 

4. Partner with businesses needing workers. 

5. Promote business and industry certification of Career/Tech programs. 

6. Career/Tech graduates are landing good jobs with nice salaries. 

7. Want to go to college? Earn college credits and skills while in high school.
Higher performing students can benefit from Career/Tech’s real-world teaching. 
8. Career/Tech graduates are prepared to be successful in life.
9. Career/Tech is critical in workforce development.
10. Through Career/Tech, students will have access to apprentice programs and will be better prepared to attend college or a technical school.
Communications Objectives, Strategies and Tactics

Objective 1

Improve the internal and external perceptions of Alabama’s Career/Tech program throughout Alabama. Promote the innovative aspects of the program and focus on the career earning potential of its graduates.  

Strategy:  Develop a communications campaign that highlights the benefits of the Career/Tech program to the target audiences. The comprehensive campaign should present a consistent message throughout a variety of communications tactics. Campaign elements should be able to be incorporated at local and statewide levels. Specific messages should be designed to reach the specific target audiences and must remain fresh to keep their interest. Though developing a coordinated campaign, local schools, regions and the state can work together to improve the image and enrollment in Career/Tech.
Campaign Tactics 

Theme:  Career/Tech students have special skills refined through the program. Strategy recommends positioning the program under the theme 
Talents:  Career/Technical Education.
Timeframe – December 2002.
Audiences – All.
Implementation – Strategy.
Next step – Review and approval.
Graphics:  While the program will still be known as Career/Tech, the Talents brand should be consistent on all program materials, from posters to buildings. Through showcasing the program and students’ talents, the campaign will help chip away years of declining perceptions through generating excitement and pride. The Talents brand and graphic will become a symbol of pride in and out of the education circles. 
Timeframe – December 2002.
Audiences – All.
Implementation – Strategy.
Next step – Review and approval.
Success Stories: Before launching the Talents campaign, identify current and past success stories to showcase. These individuals should be current students or recent graduates of the Career/Tech program who have gone on to secure excellent jobs as a direct result of their education. A variety of career areas, ethnic groups, genders and geographic areas should be included in this list. These individuals, their successes and talents will be the cornerstone of this campaign. Enough examples should be identified so they can be spread throughout the campaign so it remains fresh.
Timeframe – January, February and March 2003 and ongoing.
Audiences – All.
Implementation – Career/Tech staff.
Next step – Identify role model students, recent graduates and other success stories for campaign.
Media kits: Positive media relations efforts are critical for changing the perception of Career/Tech. A new Talents media kit should be prepared. An overview release should explain the positive attributes of the programs and explain the Talents campaign. Fact sheets should be prepared to highlight the most popular and innovative classes. Information on job salaries available to new Career/Tech graduates should be compiled for the media kit and other materials. The materials should show the large variety of programs offered by Career/Tech. Include a list of contacts for the program and bios of the Career/Tech program administrators. Photos of various Career/Tech locations should also be considered. The Talents graphic also should be included. 
Timeframe – January, February and March 2003 and ongoing.

Audiences – All.
Implementation – TBD. DOE communications, Career/Tech and Strategy. 
Next steps – Campaign theme approval and development of support material. Fact sheet preparation. Update program statistics. Write profiles on program. Finalize earnings potential documents. Develop supporting materials on areas of interest in addition to career pathways. Prepare releases on program. 
Media launch: Unveil the campaign and its various elements on a significant day for the program. Look for anniversaries or other Career/Tech milestones to launch the campaign. This should be held on a weekday and preferably not a Monday. Consider a 1:30 p.m. event and involve program administration, teachers, students, successful graduates and business partners. Any individuals featured in the campaign should be there for interviews, when possible. Hold the event in a Career/Tech center to give the media and others a glimpse of these innovative facilities. Media kits should be provided to every education and business reporter in Alabama.  
Timeframe – February and March 2003.
Audiences – All.
Implementation – TBD. DOE communications, Career/Tech and Strategy. 

Next steps – Finalize campaign and media materials. Identify proper location and timing for event. Prepare remarks for speakers. Look for strong visuals to tell story. Finalize media list to invite. 
Media Partnership: Develop partnerships with the media. Encourage them to visit the program or spend a day in class. Show them firsthand what innovative programs are being offered and the salary potential for its graduates. Pitch stories such as success resulting from taking Career/Tech courses. Highlight new graduate successes. Find and promote unusual Career/Tech stories such as women welders. The media like education stories and some stations have ongoing features telling “what is right with our schools.” Invite media to spend a day in the curriculum and see how advanced it is. Career/Tech can be a big success for Alabama schools and businesses. 
Timeframe – February 2003 and onward.
Audiences – All.
Implementation – TBD. DOE communications, Career/Tech, Strategy and local systems. 
Next steps – Build on media launch and encourage ongoing stories. With Career/Tech selection in April and May, pitch stories heavily to appear in that timeframe. 
Public Relations Training: Since most school districts don’t have designated public relations professionals, bring Career/Tech coordinators together for training. While the department’s communications staff will send out statewide releases, ongoing media efforts are needed locally to help showcase the Career/Tech successes and improve the program’s image. Sample releases and articles should be prepared for easy customization. Interview tips and media relations overviews should be shared. Local media contacts also can be provided. With the innovative programs being conducted in Career/Tech centers across Alabama, improved local media relations efforts can go a long way to image enhancement.
Timeframe – Prepare in February. Seminar in March 2003. 

Audiences – Career/Tech coordinator and school PR representatives throughout Alabama. 

Implementation – TBD. DOE communications, Career/Tech and Strategy.

Next steps – Finalize plan. Prepare sample releases and articles that can be customized for individual program. Provide media training materials appropriate to this group. Schedule meeting location and time.
Career/Tech Articles and Sample Speeches: Prepare articles and sample speeches showcasing the Talents campaign and the Career/Tech success stories. The articles can be used in Department of Education publications, on web sites and trade publications. Articles also can be customized for local school districts. These also should go to area Chambers, workforce development publications and community papers. Through providing sample speeches and supporting electronic presentations, speakers will be better prepared to share the benefits and successes of Career/Tech. 
Timeframe – February 2003 onward.

Audiences – All.
Implementation – TBD. DOE communications, Career/Tech and Strategy.
Next steps – Develop articles based on success stories and other media materials. Secure photos to accompany the articles. Arrange for placement in DOE publications, web site and other locations. Pitch materials to community papers after the March launch. Develop sample speeches that can be localized and tailed to a variety of audiences, such as business leaders, educators and civic groups. Prepare three to five versions of varying lengths from five minutes to an hour.
Posters: Why should you participate in Career/Tech? Place posters incorporating the key messages as a visual reminder in libraries, media centers, high schools, middle schools and elementary schools. Focus on cool jobs, interesting talents, high income potential and life successes. The posters will vary in style and message based on the intended audience.
Timeframe – January, February and March 2003.
Audiences – All.
Implementation – TBD. DOE communication or Strategy.
Next steps – Identify success stories. Develop powerful graphics to motivate students to enroll in Career/Tech and showcase the benefits of the program. Play up the Talents in the program and how it leads to career successes.
Presentation videos: Whether being presented to PTA meetings or junior high students, a short exciting video can help recruit new students to Career/Tech courses. Just as colleges recruit students, Career/Tech can use this same approach to encourage younger students to learn more about the program. The video should be fast-paced, feature interviews and show program successes. A three-minute version can be used before speaking engagements. A 10-minute version can be used as part of freshmen orientation. Some cable access stations may also run the videos. Master quality tapes should be available so the videos can be localized to highlight area successes. The state version should feature individuals from different areas of the state, various ethnic backgrounds and showcase different program types. Develop an intro and conclusion video clip to accompany PowerPoint or similar presentations.   
Timeframe – February, March and April 2003.
Audience – All, but especially sophomores initially and expand to others over time. 

Implementation – TBD. DOE communications, Career/Tech and Strategy.
Next steps – Determine individuals and programs to showcase. Review any existing footage. Develop a concept and script for the video. Emphasize a call to action. Messages should appeal to students, parents and business leaders. Produce a video that is high quality and makes you want to support Career/Tech. Avoid fads to encourage a longer life for the video. 
Brochures: Develop a Talents brochure for distribution in schools, libraries and media centers. Focus on 10th grade students and younger. Messages can emphasis that Career/Tech helps prepare students for the workforce and life. Additionally, they can play up the extra preparation for college and actual credits for dual enrollment. A list of the most popular classes should be provided, as well as a web address for additional information.
Timeframe – January, February and March 2003

Audiences – Prospective students and their parents

Implementation – TBD. DOE communications, Career/Tech and Strategy.
Next steps – Develop brochure concept, areas to showcase and develop text. Write copy to appeal to 6th grade reading level, without talking down to them. Include strong visuals to draw impact and beware of text heavy materials. Include a call to action such as a web site to visit or phone number to call for additional information or to schedule a tour.  
Television PSA’s: Produce a series of PSA’s showcasing different positive attributes of Career/Tech. One might focus on the earnings potential. Another might showcase interesting students and courses. One should be geared toward businesses and encourage partnerships. We recommend three to five be produced to keep the message fresh. Distribute PSA’s to network stations, cable companies, public television channels and middle/high schools with internal television newscasts. Encourage schools with video production capabilities to produce local PSA’s.
Timeframe – January, February and March 2003.
Audiences – Prospective students, their parents and general public.
Implementation – TBD. DOE communications, Career/Tech and Strategy.

Next steps – Develop concepts and storyboards for ads. They need to appeal to potential students and their parents. They should be exciting and highlight the benefits for taking Career/Tech courses. The PSA’s should be distributed to high schools with in-house television broadcasts and to all television stations in Alabama.  
Radio PSA’s: Develop teen-focused radio PSA’s featuring testimonials on how Career/Tech has enhanced their lives. Music and tone should be reflective of the audience. A different set could be created for businesses and be distributed to talk radio and NPR stations. 
Timeframe – January, February and March 2003.
Audiences – Prospective students, their parents and general public.

Implementation – TBD. DOE communications, Career/Tech and Strategy.

Next steps – Develop concepts and scripts for commercials. They need to appeal to potential students, their parents and the general public. They should be exciting and highlight the benefits for taking Career/Tech courses. Select appropriate voice talent, music and sound treatment should be incorporated. Success stories would make an ideal format. Send radio PSA’s to Alabama radio stations. 
Talents Team: Identify articulate, inspirational individuals to serve as program spokespeople. These students would present the Talents concept to school programs, PTA meetings and be interviewed by the media. As ambassadors to the program, these students should be the cream of the crop and be properly trained for this responsibility. 
Timeframe – August and September 2003.
Audiences – Career/Tech teachers and students.
Implementation – Career/Tech leaders.

Next steps – Identify positive role models who would be comfortable speaking in public. This can be done through GPA or consider other criteria. This group will speak to PTA’s, school groups and the media. They need to be from diverse backgrounds. Local school systems would select this Talents Team. 

Speakers’ Bureau: Utilize the Talents Team to speak to schools, community groups and business organizations. After centralized training sessions with the students, local Career/Tech coordinators can maintain their own Talents Team and arrange for speaking engagements. Training should be conducted in conjunction with the public relations seminar. 
Timeframe – October 2003 onward.
Audiences – Prospective students, their parents, civic groups, business leaders and the general public.

Implementation – Career/Tech local and state coordinators.

Next steps – Identify speaking opportunities and let them know you have speakers available. Prepare a basic speech to go along with the video presentation. This will be customized with the specific success stories from the Talents Team and stories of program graduates. Promote these appearances in advance through the individual group’s communications methods and through the local media. 
Car Stickers: Whether stuck in traffic or in a parking lot, motorists will see who has Talents and who doesn’t. Like many of the sports teams, cheerleading squads and dance schools, adhesive stickers with the Talents graphic should be displayed with pride and not shame. To maintain prestige, these stickers can be given as a reward to students excelling in the Career/Tech curriculum. 
Timeframe – October 2003 onward.

Audiences – Talents students, their parents and the community.

Implementation – TBD. DOE communications, Strategy and Career/Tech local and state coordinators.

Next steps – Develop stickers using the Talents graphic. Determine quantities wanted by each district. These can either go just to Talents Team members as an honor or go to all students in the Career/Tech program. Through making it more exclusive, you will increase the perception of the stickers. 
Graphic on Center Locations: For consistency, all Career/Tech centers should have the new Talents graphic displayed at their location. If changing signs is cost-prohibitive, stickers with the logo can be placed on entrance doors or nearby windows. 
Timeframe – March 2002 onward.

Audiences – All. 

Implementation – TBD. DOE communications, Career/Tech and centers staff and Strategy.

Next steps – Evaluate signage at each of the centers to determine how the Talents graphic can best be incorporated. Work with facilities staff in each location.
Political Campaign Signs: Produce political campaign signs for the Talents campaign. Instead of reaching Republicans or Democrats, these will be geared for freshmen, sophomores and their parents. Signs should be placed as part of a sign-up campaign in advance of important class selection deadlines. Talents Team members could display the signs outside their homes and students can place them around campus.
Timeframe –March 2003 onward.

Audiences – Prospective students and their parents.

Implementation – TBD. DOE communications, Career/Tech, local Career/Tech coordinators and Strategy.
Next steps – Determine sign-up dates for Career/Tech program in each school system. Place Talents campaign signs around school centers and school starting four weeks in advance. Remove signs afterward and store them for future use. When Career/Tech events are held at the school, these signs should be displayed. Place them around schools prior to the enrollment selection deadlines. 
Apparel: T-shirts, aprons and other apparel items can be developed with the Talents graphic. Shirts can be worn in Career/Tech classes, as well as in school. Aprons, tool belts and other items would be used during the classes and would provide a unified look in the program. 
Timeframe –March 2003 onward.

Audiences – Current Career/Tech students, prospects and the community. 

Implementation – TBD. DOE communications, Strategy, local and state Career/Tech coordinators.
Next steps – Determine the interest in apparel with the new Talents graphic. Golf shirts, t-shirts, aprons and other items could be customized with the graphic. Evaluate offering these items through the state office or empower schools to produce them, following the graphics standards for the Talents graphic. 
Web Site: Develop a Career/Tech web site or section to showcase the campaign messages, success stories, class listings and availability. Career planning tests or checklists could be incorporated into the site.
Timeframe – Initial setup in March 2003. Add content as articles, media materials, course offerings and campaign elements are added. 
Audiences – Current and prospective students, their parents, school administrators, teachers and the general public.
Implementation – DOE communications, Career/Tech local and state coordinators and Strategy.
Next steps – Determine domain name and address for Career/Tech information. Develop template for site and incorporate text and graphics from campaign and media material as they become final. Provide class listings, spotlight innovative program, Career/Tech news and showcase success stories.  
Mouse pads: Create mouse pads with the web site address for Career/Tech information. These could be given away at junior high presentations, placed by library computers and in computer labs in schools. 
Timeframe – March 2003 onward.

Audiences – Prospective students, their parents, civic groups, business leaders and the general public.

Implementation – TBD. DOE communications, Strategy, Career/Tech local and state coordinators.

Next steps – Once the web address is determined, develop mouse pads for computers in the media centers, libraries and other computer locations throughout the school campuses. Place the mouse pads there in time for the April/May decision deadline. 
Career Fair: Hold an annual career fair for middle school students. Career/Tech graduates can explain their jobs and tell how the program helped them achieve success. A similar version can be held for freshmen and sophomores in high schools. 
Timeframe –January 2004 onward.

Audiences – Prospective students, their parents, teachers and school administration.

Implementation – Career/Tech local and state coordinators.

Next steps – Once Talents team is in place, work with local schools to schedule a Career Fair. Recent successful graduates can talk about their careers and how Career/Tech helped. Invite other business leaders to participate, as well. This will enable students to ask questions and help determine their career paths. Through considering a career, they will see what job skills are being taught in Career/Tech. Take photographs of the events and send them to community papers and school publications.
Open Houses: Hold regular open houses to encourage 7th through 10th graders and their parents to see the Career/Tech programs in action. Invitations could also be sent to nearby elementary schools. Announce competition winners from the elementary schools (“When I Grow Up” contest is detailed in the tactics under the next objective) at the open house to encourage visits to the center. This also creates another media and photo opportunity. 
Timeframe –February 2004 onward.

Audiences – Prospective students, their parents, teachers and school administration.

Implementation – Career/Tech local and state coordinators.

Next steps – Hold open houses after the Career Days to give perspective students and their families a chance to see the Career/Tech program for themselves. Through considering a career, they will see what job skills are being taught in Career/Tech. Take photographs of the events and send them to community papers and school publications.
Showcase of Talents: With statewide skills contests already in place, an awards program honoring students, teachers and programs should be incorporated. Criteria such as community service, academic improvements and other factors should be created to award teaching excellence. These criteria should be established by a group of Career/Tech coordinators. This will provide greater community outreach and positive coverage for the program. In addition to the new awards, a greater emphasis needs to be placed on local and statewide media coverage for the other competitions. Local school districts can pitch their interesting story angles to media as related to their area. Incorporate a construction portion of the competition to build a playhouse that would be donated to an area elementary school. This provides another media opportunity, as well as something for their playground in addition to keeping the Career/Tech name and skills in front of the elementary students. Media relations training would provide templates for these releases. 
Timeframe –March 2004 onward.

Audiences – Current and prospective students, their parents, teachers and school administration.

Implementation – DOE communications, Career/Tech local and state coordinators.
Next steps – Work with statewide Career/Tech organization to maximize their annual competition. Promote local contestants preparation efforts in advance of the competition. Incorporate a playhouse or community service project into the competition to create a listing reminder to elementary school students. Provide sample releases to local schools that can be customized. 
Objective 1 Measurement of Effectiveness

Phone survey

While the focus groups and informal surveys have given us a strong indication of current perceptions of Career/Tech, an annual phone survey across Alabama would provide a stronger measurement. A survey before the Talents launch would provide a baseline. With the Talents campaign implementation, the perception and ratings of the Career/Tech program should improve. 
Participation in Tactical Programs

Whether it be attendance at an open house to participation in the awards competition or Web visits, each of the tactics listed in this section are measurable. With most of the campaign elements starting from scratch, your baseline is already established. Annual reviews of the tactics can determine which ones need to be adjusted to be more effective. With ongoing tactics, such as the Web site, this information needs to be kept timely to position it as a valued resource. 

Enrollment in Career/Tech Courses

While the image problem of Career/Tech did not happen overnight, its transformation will also take some time. These tactics are only as strong as the program itself and of the success of its graduates. Career/Tech has exceptional programs and the rest of the state needs to learn about them. 
Objective 2

Increase long-term enrollment in Career/Tech programs.

Strategy:  Target elementary school students and parents through age-appropriate materials and presentations. While geared toward students, their parents also will receive the messages. Generate excitement and interest from these children during their formative years. 

Campaign Tactics

“When I Grow Up” Competition: Some may want to be firemen. Others doctors or nurses. You may even have an astronaut or two. Encourage elementary school students to dream about their careers through a “When I Grow Up” competition. Speakers from the Talents Team would speak to the students and tell them about their career aspirations and the training offered through Career/Tech to help make that a reality. In the competition for 4th, 5th and 6th graders, students would make a poster depicting what they want to do when they grow up. In addition to graphics, they will need to list the skills and training needed for the job. Winners would be chosen from each class in the school. Those winners would go on to a district contest and finally statewide. To announce winners of the “When I Grow Up” competition, Talents Team members and instructors would speak to the students and provide a small Career Day program. Local districts could make arrangements to display the posters in local malls, libraries or other public places. The competition would be sponsored by Career/Tech. To involve the business community and offset costs, corporate sponsorships should be considered. 
Timeframe –February – April 2004 and beyond.

Audiences – Elementary school students and their parents, teachers, business leaders and administrators. 
Implementation – DOE communications, Career/Tech local and state coordinators, elementary school teachers and Talents team. 

Next steps – Develop criteria for poster contest. Establish judging criteria. Partner with businesses for sponsorship. Work with Career/Tech marketing students to help contest materials. Contact elementary schools and secure their support. Talk to malls and other public locations to display the posters. Send photos to local paper. Local winners should be announced by April, in time for the Career/Tech selection deadline. While the elementary students won’t be signing up, this grassroots campaign will involve families who have older children, as well. 
Career Day/Student Speakers: To announce winners of the “When I Grow Up” competition, Talents Team members and instructors would speak to the students and provide a small Career Day program. Parents of students could also be invited to participate in the Career Day, but Career/Tech sponsors the event and competition. Photos could be taken and sent to local community papers.
Timeframe – February 2004 and beyond.

Audiences – Current Career/Tech students, Elementary school students, their parents, teachers, business leaders and administrators. 

Implementation – DOE communications, Career/Tech local and state coordinators, elementary school teachers and Talents team. 

Next steps – Arrange for Career Day in elementary schools and announce the When I Grow Up competition. For many, this will be their first exposure to the Career/Tech program. 
When I Grow Up Open House: Invite contest participants to attend an Open House and announce the winners at this event. To announce winners of the “When I Grow Up” competition, Talents Team members and instructors would speak to the students and provide a small Career Day program. Parents of students could also be invited to participate in the Career Day, but Career/Tech sponsors the event and competition. Photos could be taken and sent to local community papers. 
Timeframe –April 2004 and beyond.

Audiences – Current Career/Tech students, Elementary school students participating in the “When I Grow Up” contest, their parents, teachers, business leaders and administrators. 

Implementation – DOE communications, Career/Tech local and state coordinators, elementary school teachers and Talents team. 

Next steps – Invite all contest participants to an open house showcasing the local Career/Tech opportunities. The winners of the contest will be named at each of these local events. 
Stickers and Coloring Pages: Develop stickers with the Talents graphic to give to elementary students who enter the “When I Grow Up” competition. Coloring pages with information on Career/Tech should be produced for all the elementary school students. 
Timeframe – February 2004 and beyond.

Audiences –Elementary school students, their parents, teachers and administrators. 

Implementation – DOE communications, Career/Tech local and state coordinators, elementary school teachers, Talents team and Strategy. 

Next steps – Select Career/Tech messages that are appropriate for elementary school students and develop coloring pages and stickers for the students. While the older elementary school students will participate in the “When I Grow Up” competition, this will help take that message to a younger audience.
Playhouse: Once the Talents Showcase competition is complete, the playhouse built by the local Career/Tech program should be presented to an elementary school. A plaque should be placed on the playhouse giving the credit to the local Career/Tech program. 
Timeframe –May 2004 and beyond.

Audiences –Elementary school students, their parents, teachers and administrators. 

Implementation – DOE communications, Career/Tech local and state coordinators, elementary school teachers, Talents team and Strategy. 

Next steps – Work with the statewide Career/Tech competition to have a construction project appropriate for elementary school students. A playhouse competition would be ideal. Arrange for the local high school Career/Tech program to donate the house to a local elementary school. 
Field Trip: After the “When I Grow Up” competition is held, schedule participating classes to go on a field trip of the Career/Tech centers. They will see first-hand the interesting skills being taught in the program and how they will help students go on to get good jobs. 
Timeframe –April 2004 and beyond.

Audiences – Current Career/Tech students, Elementary school students participating in the “When I Grow Up” contest and teachers. 

Implementation – DOE communications, Career/Tech local and state coordinators, elementary school teachers and Talents team. 

Next steps – While this group would have been invited to an open house, consider scheduling field trips so their entire class can participate. Have the Talents team guide tours through the center. Position the center as a cool place that helps students get great jobs.
Objective 2 Measurement of Effectiveness

Participation in “When I Grow Up” competition and events
With minimal Career/Tech efforts geared toward elementary school children, your baseline already exists. Arranging for elementary schools to participate in the “When I Grow Up” program will be a good initial measurement. Each year the number of schools and students in each school participating should increase.  
Focus Group of Parents and Children

While focus groups are not the best method for statistical comparisons, they provide candid opinions from your target audiences. We recommend holding a series of focus groups annually to monitor how the perceptions of the Career/Tech program will be changing and what messages need to be addressed. 
Objective 3

Generate support from the business community for the Career/Tech program. 

Strategy: Develop partnerships between the local businesses and the Career/Tech program. This should benefit both the students and businesses.

Campaign Tactics

VIP Tours: Invite business leaders to tour the Career/Tech program. Identify what skills the businesses are looking for in making hiring decisions. Assess what equipment they will be using. If the Career/Tech center does not have the equipment needed for that business, ask them to provide it so students can be trained on it at school. This will help produce future workers who are already trained and will save the company time and training costs. These tours should be individual experiences and not a group tour. Business leaders can come to other events open to the public, but this needs to be very focused on the individual businesses. Emphasize the program certifications. 
Timeframe –April 2003 and beyond.

Audiences – Business leaders in local communities – especially companies that will benefit from students completing Career/Tech training and state/local Career/Tech coordinators. 
Implementation – DOE communications, Career/Tech local and state coordinators. 

Next steps – Develop a list of companies who are currently partners and others that would benefit from a partnership. This should include obvious businesses such as car manufacturers, hospital and banks, plus others like auto part suppliers, home health agencies and a variety of businesses. State representative should be present at meetings with major companies. Develop a Talents invitation to send them and follow-up to set a specific time.
Internships: Establish after school or summer internship/apprentice programs with the businesses. This should be mentioned during the VIP tours, but discussed in more detail once partnerships begin to develop between the school and business.  
Timeframe –April 2003 and beyond.

Audiences – Business leaders in partnerships with Career/Tech. 

Implementation – Career/Tech local and state coordinators. 

Next steps – As companies develop relationships with Career/Tech, encourage formal internships. Work with internship protocols already in place at the DOE as a starting point. 
Shadow Program: Invite freshmen to spend a day touring businesses that have a partnership with the local Career/Tech center. They will see what jobs are available after they graduate and the salaries they could be making. This will benefit the students and parents, as well as the businesses. Students would tour several businesses during Shadow Week. Mobile has an excellent program already in place that could be adopted. 
Timeframe –April 2003 and beyond.

Audiences – Business leaders in partnerships with Career/Tech and program students. 

Implementation – Career/Tech local and state coordinators. 

Next steps – As companies develop relationships with Career/Tech, establish a Shadow Day program. Have local Career/Tech coordinators identify a variety of businesses to see a hands-on tour. 
Job Placements: Provide businesses with a way of identifying upcoming graduates that have specialized in their area of expertise. Consider developing a relationship with employment agencies or the state personnel board to help upcoming graduates get jobs. This will provide businesses and graduates with a great way to connect. As this process builds, Career/Tech’s reputation will improve in schools and the community.
Timeframe –April 2003 and beyond.

Audiences – Business leaders in partnerships with Career/Tech. 

Implementation – Career/Tech local and state coordinators. 

Next steps – Establish an ongoing dialogue between Career Tech coordinators and business managers or human resource contacts. Develop relationship with employment agencies. Through this process you will provide qualified candidate leads to companies looking to hire. 
Industrial Development/Community Partnerships: When industries are looking at Alabama, one of the main things they look for is access to qualified employees. Through working closely with the Alabama Development Office, EDPA and other Industry Development leaders, Career/Tech can keep these groups informed with the innovative training going on throughout the state. They will be able to let you know what industries are being targeted so Career/Tech programs can be prepared when these industries come to fruition. Career/Tech can be a great asset to help recruit industries to Alabama. All of this and the skills taught in Career/Tech benefit the community.  
Timeframe –September 2003 and beyond.

Audiences –Industrial Development leaders. 

Implementation – Career/Tech local and state coordinators, DOE Communication and Strategy. 

Next steps – Establish strong relationships with this group. Consider holding a meeting our tour showcasing Career/Tech attributes. 
Objective 3 Measurement of Effectiveness

Annual Written Survey of Businesses who have Hired Career/Tech Graduates
Are the new employees prepared for the job? What areas need to be improved? In what areas were they really prepared? A written survey will help measures the preparedness of Career/Tech, the satisfaction of the business community with the program and help develop the relationship with the school. Not only will these surveys help with hard data, they will shed a light on areas to improve. 

Number and Quality of Businesses/Community Partners

An analysis of current business partnerships will provide a benchmark. This will enable the number of business partnerships gained to be measured. The quality of business also should be considered. While all of the business partnerships are important, top tier companies should receive a lot of attention. This would include major manufactures like Mercedes, Boeing, Honda and Hyundai. 
Participation in Tours by Both Businesses and Students

Through comparing current numbers of internships and participation in other programs with future activities, you can measure the effectiveness of these tactics. 

Business Support for Career/Tech Program – Financial and Training
Current financial and training support from business will provide a benchmark for comparison. Through providing equipment for training and giving students access to their facilities, businesses will be helping their bottom line through supporting Career/Tech. 

Estimated Budget

With dozens of tactics identified to help improve Career/Tech’s perception and enrollment, one of the first questions will be how much. Some of these tactics can be implemented by the Department of Education and specifically the Career/Tech coordinators across Alabama. Other aspects are more specialized and may require outside assistance. Strategy has provided an estimate range for many of those tactics. As the specifics of these projects, quantities and available resources are closely analyzed, these estimates can be adjusted and finalized. However, with our expertise, these estimates should be beneficial for planning purposes. 

Media Kits 

2,000 folders 9’ x 12” finished with two pockets.

 Four-color varnish with bleed. 100 pound enamel




$5,600 - $7,500
Media Material Development
Preparing overview releases, fact sheets and success stories. 

$2,000 - $5,500
Media Launch Development and Execution
Event planning and onsite coordination

$2,500 - $5,000
Public Relations Training
Two days of media training

$2,500 - $3,500
Career/Tech Articles
Interviewing, writing, editing and placing a series of articles

$3,500 - $4,500
Posters
11” x 17”, four-color – three to five versions at 1,000 each

$4,000 - $8,000
Brochures
9” x 12” six panel tri-fold. Four-color. 100 pound.

10,000 - $4,500; 20,000 - $6,000; 50,000 - $12,000
Television PSA’s – 5 x :30
Location, videography, audio/library music, lighting, crew, digital editing to bataSP master, computer graphics and effects. (Does not include on-camera or voice talent, special props, travel or dubs
13,000 – $21,000**
Presentation Video 10-minute with 3-minute “lift” edit

Location, videography, audio/library music, lighting, crew, digital editing to betaSP master, computer graphics and effects. (Does not include on-camera or voice-over talent, special props, travel or dubs.)

$13,750 - $25,00**

**By combining the video presentation shoot and TV shoot, additional economies of scale could re realized. 
Radio PSA’s – 3 x :60, 3 x :30, 2 x :15

Studio audio recording, SFX, digital master. Does not include talent or dubs. 

$3,675 - $6,450
Car Stickers
4” x 4” cling material, one color. 5,000 quantity. 

$1,500
Political Campaign Signs
18” x 24” with metal H stake. 

500 - $2,300; 1,000 - $4,000
Web Site
Design, development of site, data base usage (limited), photo gallery usage (limited)

$8,500 - $11,500

Domain registration - $100. Hosting - $75 per month. Secure hosting - $100 per month
Mouse Pad
Four-color. 7” x 8”. Black background. 2,000

$7,000 - $7,500
“When I Grow Up” Competition Flyer

8.5” x 11”.  One color. 5,000 quantity.

$600 
“When I Grow Up” Stickers 
3” x 9”. One color. Adhesive backed stock. 25,000. 

$4,000
“When I Grow Up” Coloring Pages
Black and white illustration and page design

$300 - $600
Career/Tech Perception Telephone Survey
Survey development and implementation

400 - 500 completed telephone surveys

Produce written report summarizing survey findings

$15,000 - $22,000 – Depending on length, time and quantity. 
Written Survey for Businesses
Edit survey instrument to assure proper survey terminology and phraseology

Layout and print survey instrument

Print cover letter (written by Client)

Stamp, stuff and mail 150 survey packets

Receive and pay return postage using Firm business reply envelopes

Build response database in SPSS

Tabulate and clean response data

Produce written report summarizing survey findings
$5,500
Estimates are plus or minus 10 percent and do not include applicable sales/use taxes, talent, dubs or freight.



PAGE  
2

