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KANSASWORKS BRAND USE REQUIREMENTS

This State Policy mandates incorporation of the KANSASWORKS Brand, approved by the State Board, by all local workforce operators, boards and locations.  Each area must decide to fully adopt the brand or work in concert with the brand as detailed in the KANSASWORKS Minimum Standards and Brand Toolkit and KANSASWORKS Outreach Plan.
The KANSASWORKS Brand shall be the common statewide identifier for all locations that meet the criteria of a Workforce Center – a location where core services are available to customers.  
Adherence to the KANSASWORKS Minimum Standards and Brand Toolkit is required (see Attachment A).  This guide was designed to maintain the integrity of the brand, which specifies any variations allowed, and is available to all Workforce Center staff and partners.

Within sixty days of the adoption of this policy, the State Board mandates each Local Workforce Investment Board to create a local outreach plan, taking into consideration the statewide KANSASWORKS Outreach Plan (Attachment B), and detailing how the KANSASWORKS brand will be utilized.  It should address how the brand will be used in all printed materials (letterhead, business cards, flyers, brochures, publications, etc.), television/radio ads, Web sites, billboards, interior and exterior signs and other outreach efforts as well as public relations.  
Each location providing core services shall have an external sign incorporating the KANSASWORKS logo as detailed in the KANSASWORKS Minimum Standards and Brand Toolkit.  For interior signs, each location providing core services shall incorporate KANSASWORKS on the main interior sign and other interior signs as deemed appropriate and reasonable by the Kansas Department of Commerce.

This plan will be shared with the Kansas Department of Commerce Director of Communications for cohesion with the statewide outreach plan. The Director of Communications will review submitted material and will provide technical assistance when necessary to resolve any discrepancies.  Local Areas may transition the KANSASWORKS brand into their materials as they need to be reprinted; however, full incorporation is expected by January 1, 2009.
Each Local Workforce Investment Board shall send all outreach materials as a matter of record and best practice to a single depository as designated by the Kansas Department of Commerce on June 1st and December 1st of each year.  The first submission is due December 1, 2008.  This will allow for coordination of new materials and will also minimize duplication of effort and resources in the five local areas as well as at the state level.

Each Local Workforce Investment Board shall designate one staff person to oversee this branding effort and to coordinate outreach communication efforts with the Kansas Department of Commerce.

Requirements for Local Policy

Local policies shall assure the required use of the KANSASWORKS Brand and outreach plan.
Local policies shall establish procedures for reporting outreach and public relations activities to the Kansas Department of Commerce.

Requirements for Local Planning

Local Area WIA Plans shall detail strategies and costs associated with implementing the required use of the KANSASWORKS Brand and its local outreach plan.
Local Area WIA Plans shall include descriptions on the use of the KANSASWORKS Brand and outreach plan in satellite locations.
ATTACHMENT A – KANSASWORKS Minimum Standards and Brand Toolkit
Double-click on the below image to open the PDF for the KANSASWORKS Minimum Standards
and Brand Toolkit.
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ATTACHMENT B – KANSASWORKS Marketing Plan

Double-click on the below image to open the PDF for the KANSASWORKS Outreach Plan.
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The KANSASWORKS logo

Wrapping a star around a globe visually represents the
mission of the Kansas workforce system—connecting
employers to a qualified, well-trained, ready-to-work
pool of job candidates able to compete in the global
marketplace. Proper and consistent use of the

logo is essential to establish and maintain a strong
KANSASWORKS brand image.

The KANSASWORKS logo is unique. Do not recreate
the logo. Use ONLY the original art provided by
Kansas Department of Commerce staff.

The logo with the graduated globe should be used for
high-end materials (signs, color brochures, television,
etc.) and when the image will appear without flaw.
The logo with the solid globe should be used when the
logo will be small, particularly when using the all blue
or black logo (see page 2 for globe variations). When
determining which to use, consider how the graduated
globe will appear. For example, if it will be on a flyer
that is likely to be copied, use the solid globe rather
than graduated.

The “.com” version of the KANSASWORKS logo
should be used only when space constraints do not
allow for placing the logo separate from the Web
address. For example, placing the logo and Web
address on a promotional item with an imprint area of
2.5” x .5” would mean the logo and Web address would
be minuscule. To maximize the message in the limited
space, use the “.com” version of the logo.

The versions shown here are the only configurations of
the KANSASWORKS logo that are acceptable.

THE KANSASWORKS LOGO
STAR-WRAPPED GLOBE LOGO TYPE

@ KANSAS WORKS

@ KANSAS WORKS

“’Your Workforce Network”

& KANSAS\WORKS.com

& KANSAS\WORKS.com

“’Your Workforce Network”

KANSAS W@RKS

KANSAS
W@RKS





LOGO COLORS

The examples shown on this page and the following
pages are the ONLY acceptable color combinations
permitted.

LOGO COLOR SPECIFICATIONS

PANTONE" 7409 GOLD
(PANTONE® 7409 C/U)
Process  Oc 33m 98y Ok
RGB 241r 173g 2b

PANTONE" 281 BLUE
(PANTONE®™281 C/U)
Process  100c 85m Oy 20k
RGB 0r37g 105b

The colors shown throughout this manual have not been evaluated
by Pantone, Inc. for accuracy and may not match the PANTONE®
Color Standards. Consult current PANTONE Publications for
accurate color. PANTONE® is the property of Pantone, Inc.

GRADUATED GLOBE

SOLID GLOBE

PREFERRED

@ KANSAS WORKS

ALLOWED

<@ KANSAS WORKS
@ KANSAS WORKS
<« KANSAS WORKS

PREFERRED

@ KANSAS WORKS

ALLOWED

S KANSAS WORKS
@ KANSAS WORKS
S KANSAS WORKS





REVERSE APPLICATIONS

The logo may be reversed out in white on any color that
provides enough contrast for it to be read clearly. It may
also be reversed out of a photograph if there is adequate
contrast and if the detail in the photo does not obscure
the logo.

|

'@ KANSAS WORKS

|

ALLOWED

PREFERRED

& KANSAS WORKS

'.J.

R

KANSAS VWORKS





KANSASWORKS COLOR PALETTE

PANTONE® 281 Blue and PANTONE® 7409 Gold are
the ONLY colors to be used in the KANSASWORKS
logo (in addition to black and white, as explained on
pages 2 & 3).

Other than on the KANSASWORKS logo, there are no
strict guidelines for what colors may be used for other
graphic elements (such as background colors, etc.).

LOGO STAGING AREA

Staging refers to the amount of clear space surrounding
the KANSASWORKS logo. Adequate staging achieves
separation from other elements, such as images, copy
blocks, headlines and the edge of the page. Ample
staging will set off the logo with impact.

Whenever possible, be sure to maintain the ideal
staging area shown here.

LOGO COLORS

PANTONE 281® C/U

PANTONE 7409® C/U

& KANSAS WORKS -

- IR N S ——

X = height of the letter K





USE OF STAR-WRAPPED GLOBE AS GRAPHIC
ELEMENT

The star-wrapped globe may be used as a graphic
element separate from the rest of the logo, but

may not be used as the sole representation of the
KANSASWORKS brand. Guidelines for use of the
star-wrapped globe as a stand alone image are as
follows:

e Typically, the star-wrapped globe should be
enlarged to at least 200 percent of the size of
any complete KANSASWORKS logo that
appears with it on the same page.

*  When enlarged, it should be proportional to the
original art—do not distort the star-wrapped
globe.

e It is acceptable for the star-wrapped globe to
bleed off the page.

* Recommended screening percentage for star-
wrapped globe is between 20 and 70 percent.

MINIMUM STANDARDS AND
MARKETING TOOLKIT

T — @ KANSAS WORKS

Job Fair
TODAY

Q.a.m. =5 p.m.

KANSAS
WRKS






USAGE OF TAGLINE

The tagline for KANSASWORKS is required on all
printed outreach materials (brochures, flyers, etc.)
and should be mentioned in all ads (printed and
broadcast). When close placement of the tagline to
the KANSASWORKS logo is desired, use of the
KANSASWORKS logo with tagline attached is
required.

It is also allowable to separate the tagline from the
logo. When doing so, the text should be italicized, in
quotation marks and in one of the three approved fonts
(see “Fonts” on page 11). Tagline use is demonstrated
in the examples on this page.

KANSASWORKS IN THE MEDIA

Remember to mention KANSASWORKS often when
talking with the media. Verify the reporter has the
correct spelling and knows the correct style for printing
KANSASWORKS (see “KANSASWORKS in Text”
on page 7).

KANSASWORKS IN THE PHONE BOOK

Local workforce investment areas may place listings
in the phone book as deemed appropriate for their
area. All listings placed by Commerce will be
“KANSASWORKS?” in the phone book.

tlt

@ KANSASWORKS

“’Your Workforce Network”

““Your Workforce Network”

VISIT

& KANSAS\WORKS.com

S






KANSASWORKS IN TEXT
When referring to KANSASWORKS in type all letters

hould b italized, “KANSAS” should be bold, and sm
fh;)rl; shoeufcellrl))l;anlozespace between “IS(Z;ISA;” (;nd - @ KAN SAS WO R KS
“WORKS.”

Example:

— The purpose of KANSASWORKS is to
connect employers to a qualified, well-trained,
ready-to-work pool of job candidates able to
compete in the global marketplace.

An exception to this rule is placing the Web address

in an address block. In this case the bold on KANSAS
should be removed. All letters in Kansasworks should
be capitalized and “.com” should be in lower case (see
page 12 for an example).

SERVICE MARK

It is recommended that the Service Mark ™ symbol
be placed on the KANSASWORKS logo when it is
used on promotional items. It is not necessary to use
the M on communications materials, stationery or
similar documents.

‘ & KANSAS WORKS"






FULLY ADOPTING THE KANSASWORKS BRAND

The Kansas Department of Commerce has fully adopted
the KANSASWORKS brand. All outreach efforts paid
for by Commerce will follow the standards for fully
adopting the brand.*

A local workforce investment area may also choose to
fully adopt the KANSASWORKS brand area wide. In
doing so, they agree to use the brand to represent the
local and state workforce systems in all outreach efforts
including, but not limited to:

* Indoor and outdoor signage

o Preferred:
In order to maximize sign space, use
of only the KANSASWORKS logo on
signage is preferred.

o Allowed:
Adding other text on signage is allowed,
but space utilization should be carefully
considered.

* Printed materials (e.g. business cards, letterhead,
name tags, brochures, flyers, folders, posters,
Web site, etc.).

* Qutreach ads (e.g. television, radio, newspaper,
billboards, etc.)

* Answering the telephone/greeting customers.
Workforce Center staff should identify
themselves as KANSASWORKS staff (e.g.
“KANSASWORKS, this is Sarah, how may I
help you?”).

¢ Commerce Workforce Services field staff will
represent themselves as KANSASWORKS
staff.

“Your Workforce Network”

& KANSAS WORKS.com

EMPLOYER SERVICES

[ \
HUTCHINSON
COMMUNITY COLLEGE

Newlon Center

Newton Pablic Scheols USD 373
Axtell Educationsl Cenler

KANSASWSRKS
@ KANSAS WORKS

&
0 %"

KANSAS W@RKS

*Branding for other initiatives related to the workforce system will
be reviewed on an individual basis.





FULLY ADOPTING THE KANSASWORKS BRAND
(continued)

The KANSASWORKS logo has different variations

to provide flexibility in use (see page 1). Signs, printed
materials, outreach ads, etc., should use one of the logo
configurations shown. It is acceptable to use one version
on signs, another in printed materials and the third in
outreach ads.

The versions shown are the only configurations of the
KANSASWORKS logo that are acceptable. The star-
wrapped globe may be used as a stand alone image;
but may not be used as the sole representation of the
KANSASWORKS brand (see page 5).

The “.com” version of the KANSASWORKS logo
should be used only when space constraints do not
allow for placing the logo separate from the Web
address. For example, placing the logo and Web address
on a promotional item with an imprint area of 2.5” x

.5”” would mean the logo and Web address would be
minuscule. To maximize the message in the limited
space, use the “.com” version of the logo.

In order to maintain a professional look, use of other
logos, such as event sponsors, should be avoided.
Sponsors/partners may be recognized via text. If it
becomes necessary to use another logo, the logo should
be noticeably smaller than the KANSASWORKS logo
(see examples on this page).

Use of the logo shall comply with the standards listed
herein.

FORKLIFT TRAINING AND CERTIFICATION

Be one of the first to

and certification in forklift operation.

Successful Participants will receive:
* In-demand job skills
* Certification as a Forklift Operator
(pallet jack, reach truck, and order
* Preferential hire from area business
« High wages ($10-$25/hour]

Enrollment Fee:
$170 (includes tuition and insurance)

Enroliment Location:

Manhattan Area Technical College (MATC) * A negative drug screen is necessary for

3136 Dickens
Manhattan, KS

Training Location:
Flint Hills Job Corps Center
4620 Eureka Drive
Manhattan, KS

receive specialized training

Call (785) 587-2800
for more information.
picker] CLASS SIZE IS LIMITED.
es
Special Considerations:
* Attendance at every session is
mandatory

* Applicants must be at least 18 years of
age and weigh less than 350 Ibs.

acceptance info the training program
« Additional drug screens wil be required
throughout the training

Class size is limited and enrollment is on

a first-come, first-serve basis. All fees must
be paid at the fime of enrollment and drug
screening completed prior fo full acceptance.

p by:

o

Flint

Grocery Supply Company  ConAgra Foods

FORKLIFT ITRAINING AND CERTIFICATION

KANSAS WORKS

Auth-Florence Manufacturing

Hills Job Corps Center  Foot Locker

Be one of the first to receive specialized training
and certification in forklift operation.

Successful Participants will receive:
« In-demand job skills

Call (785) 587-2800
for more information.

* Certification as a Forklift Operator
CLASS SIZE IS LIMITED.

(pallet jack, reach truck, and order picker)
* Preferential hire from area businesses

« High wages ($10-$25/hour) Special Considerations:

 Attendance at every session is

Enrollment Fee: mandatory

$170 (includes tuition and insurance) 3
 Applicants must be at least 18 years of

Enrollment Location: age and weigh less than 350 lbs.

Manhattan Area Technical College (MATC) * A negative drug screen is necessary for
3136 Dickens acceptance into the fraining program
Manhattan, KS « Additional drug screens will be required

throughout the training
Training Location:
Flint Hills Job Corps Center Class size is limited and enrollment is on
4620 Eureka Drive a first-come, first-serve basis. All fees must
Manhattan, KS be paid at the fime of enrollment and drug
screening completed prior fo full acceptance.

i by:






FULLY ADOPTING THE KANSASWORKS BRAND 50 NOT SUBSTITUTE OTHER FONTS

(continued)
Unacceptable Logo Applications @ KANSAS WORKS

To ensure a consistent visual brand image it is
important to use only the artwork provided by the
Kansas Department of Commerce. This artwork should
never be altered.

ONLY USE THE APPROVED COLORS OUTLINED IN
THIS DOCUMENT

DO NOT OVERPRINT OR REVERSE OUT OF BUSY & K Arl s A s WO R K c
BACKGROUND J

ELEMENTS THAT MAKE UP THE LOGO SHOULD NOT BE

_ KANSAS WORKS

DO NOT ADD ELEMENTS TO THE LOGO

@ KANSAS WORKS

10





FULLY ADOPTING THE KANSASWORKS BRAND
(continued)

Fonts

There are three font families recommended for the
KANSASWORKS brand: Futura, Times New Roman
and Arial. Use of only these three fonts will ensure a
consistent and identifiable look.

Futura is the preferred font for the majority of uses such
as ads, printed pieces, signage, banners, etc. The non-
condensed fonts shown here are the preferred fonts for
most applications.

Times New Roman is the preferred font for body
copy in printed materials and other documents with

a significant amount of text. Arial should be used for
headers and sub-headers when Futura is not available.

Times New Roman

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890

Times New Roman Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz1234567890

Times New Roman Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890

Times New Roman Bold Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890

11

Futura Book

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz1234567890

Futura Book Italic

ABCDEFGHIKIMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

Futura Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz1234567890

Futura Bold Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijkimnopqrstuvwxyz1234567890

Futura Light

ABCDEFGHKIMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

Futura Light Italic

ABCDEFGHIKIMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

Arial

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz1234567890

Arial Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz 1234567890

Arial Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz1234567890

Arial Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz1234567890





FULLY ADOPTING THE KANSASWORKS BRAND

(continued) Verdana

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Electronic Media abcdefghijklmnopgrstuvwxyz1234567890
In order to be compliant with the Americans with

Disabilities Act (ADA), Verdana is the recommended Verdana Bold

font for use in electtronic media. such as Web sites, ABCDEFGHIJKLMNOPQRSTUVWXYZ
c-mail or PowerPoint presentations. abcdefghijklmnopqrstuvwxyz1234567890

Address Blocks

Futura is the preferred font for address blocks.
However, if this font is unavailable, Times New Roman
may be used. Address block information should be
placed below the logo in accordance with the guidelines
listed in “Logo Staging Area” on page 4.

PREFERRED

When using left-alignment for the text in the address
block the text should be in alignment with the “K” in

the KANSASWORKS rather than the star-wrapped @ KAN SAS WO R KS

globe.

Kansas Department of Commerce
When placing the Web address in an address TYPOGRAPHY: __ | 1000 S.W. Jackson St., Suite 100
block, the bold on KANSAS should be removed.  In this example, the address ;Epek?'(;g 5?62%] 62(])28‘71
All letters in “KANSASWORKS?” should be is set in Futura Book. TT$:n T7 85) 206-3487
capitalized and “.com” should be in lower case E-mail: workforcedev@kansascommerce.com
letters (see “KANSASWORKS in Text” on KansasCommerce.com
page 7) KANSASWORKS.com

ALLOWED

TYPOGRAPHY:

In this example, the address @ KANSAS WO R KS

is set in Times New Roman.

1025 Main St.
Great Bend, KS 67530-4429
KANSASWORKS.com

12





WORKING IN CONCERT WITH THE KANSASWORKS
BRAND

A workforce investment area may choose to brand in concert
with the KANSASWORKS brand rather than fully adopting
it.* The KANSASWORKS logo has different variations to
provide flexibility in usage (see page 1). It is acceptable to
use one version on signs, another in printed materials and the
third in outreach ads—allowing for flexibility and creativity.

The versions shown are the only configurations of the
KANSASWORKS logo that are acceptable (see page 1 and
2 for more details). The star-wrapped globe may be used

as a stand alone image; but may not be used as the sole
representation of the KANSASWORKS brand (see page 5).

The “.com” version of the KANSASWORKS logo should be
used only when space constraints do not allow for placing the
logo separate from the Web address. For example, placing the
logo and Web address on a promotional item with an imprint
area of 2.5 x .5”” would mean the logo and Web address
would be minuscule. To maximize the message in the limited
space, use the “.com” version of the logo.

When a local area wishes to place text, such as their name,
in close proximity to the KANSASWORKS logo the text
should always be set in Futura font and situated below the
KANSASWORKS logo. Text should be the same size (or
slightly smaller) and same style as “WORKS” in the logo.
With text below the KANSASWORKS logo, initial caps is
preferred, however all caps in allowed (see examples on this
page). Ensure logo staging area in maintained (see page 4).
*All outreach efforts paid for by the Kansas Department of Commerce
must follow the standards for fully adopting the KANSASWORKS brand.

Branding for other initiatives related to the workforce system will be
reviewed on an individual basis.

13

In partnership with

@ KANSAS WORKS

TEXT WITH LOGOS

@ KANSAS WORKS

Topeka Workforce Center

KANSAS
W@RKS

Lawrence
Workforce Center

KANSAS W@RKS
Northeast Region

@ KANSAS WORKS

DEPARTMENT OF COMMERCE





WORKING IN CONCERT WITH THE
KANSASWORKS BRAND (continued)

Local workforce investment area logos may be used
in concert with the KANSASWORKS logo provided
the KANSASWORKS logo is noticeably placed

on outreach pieces* and is in compliance with the
standards herein.

When using the KANSASWORKS logo in concert with
a local workforce investment area’s logo the words “In
partnership with” should be placed before or above the
KANSASWORKS logo. The KANSASWORKS logo
should be no less than three-quarters the height of a
local workforce investment area’s logo.

The star-wrapped globe may be used as a stand alone
image; but may not be used as the sole representation of
the partnership with the KANSASWORKS brand

(see page 5).

*Qutreach pieces include such items as letterhead, business cards,
flyers, brochures, publications, television/radio ads, Web sites,
billboards, interior/exterior signs, other advertising efforts, public
relations, etc.

14

WOBKY |FORCE

LLIANCE

OF SOUTH GENTRAL KANSAS

In partnership with

@ KANSAS WORKS





WORKING IN CONCERT WITH THE
KANSASWORKS BRAND (continued)

Unacceptable Logo Applications

To ensure a consistent visual brand image it is
important to use only the artwork provided by the
Kansas Department of Commerce. This artwork
should never be altered.

DO NOT OVERPRINT OR REVERSE OUT OF BUSY BACKGROUND

DO NOT USE KANSASWORKS LOGO AS A WATERMARK WITHOUT HAVING
THE KANSASWORKS LOGO DISPLAYED IN FULL COLOR ELSEWHERE

15

DO NOT SUBSTITUTE OTHER FONTS

@ KANSAS WORKS

ONLY USE THE APPROVED COLORS
OUTLINED IN THIS DOCUMENT

@ KANSAS WORKS

ELEMENTS THAT MAKE UP THE LOGO
SHOULD NOT BE REARRANGED

9
KANSAS WORKS

DO NOT ADD ELEMENTS TO THE LOGO

@ KANSAS WORKS

DO NOT MAKE KANSASWORKS LOGO
CONSIDERABLY SMALLER THAN AREA LOGO
(see page 14)

Heartland
NJorks.

In partnership with
@ KANSAS WORKS
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POSITIONING STATEMENT

KANSASWORKS is an employer-driven strategic partnership among businesses, economic
development organizations, training providers, educational institutions, state agencies and other
service agencies. This collaboration operates through local Kansas Workforce Centers for the
purpose of connecting employers to a qualified, well-trained, ready-to-work pool of job
candidates able to compete in the global marketplace. By serving both employers and job
candidates this integrated system advances the quality of life for Kansas communities.

STRATEGIC ISSUES

CURRENT BUSINESS ENVIRONMENT

Kansas is a viable option for businesses to locate and expand. Traditional industries such as
agriculture, energy and manufacturing - specifically aviation - continue to be targeted. In
addition, the growing bioscience industry including plant science, animal health and human
health is also considered a target industry. Assuring that a skilled workforce is available to each
of these industries in the face of a retiring baby boom generation will be a significant challenge.
In areas where the state’s pool of highly skilled workers may be limited, recruiting potential
workers from other states will require additional emphasis to be placed on the state’s image to
encourage workers to come to Kansas. Additionally, partnerships with secondary and post-
secondary educational institutions on assessments and certifications like Kansas WORKReady!
and industry validated pre-employment certificates that can be supported by local
KANSASWORKS centers will play a significant role in providing our critical industries with a
qualified workforce.

Over the past several years the state’s workforce system has transitioned from a job seeker-
focused model to an integrated, demand-driven employer-focused workforce development
delivery system. KANSASWORKS will continue to place a greater emphasis on its direct-
training model and the post-secondary education partners, but will also underline the significant
role of local KANSASWORKS centers in helping bring a qualified workforce to the state’s
employers and meeting the needs of job seekers.

KANSAS WORKFORCE SYSTEM BRAND IMAGE CAMPAIGN

In October of 2006 the State’s Workforce Network of Kansas Board (n/k/a KANSASWORKS
State Board), appointed by the governor to make recommendations on WIA oversight, mandated
a statewide brand be developed by local WIA boards and Kansas Department of Commerce staff.
In many cases the brand will be adopted fully throughout the state, but it is also appropriate to
utilize the brand in concert with local branding efforts. A positioning statement, logo, tagline
and brand toolkit have been created to consistently brand the state’s workforce system. This
customer-driven approach will allow the workforce system to perform outreach statewide,
nationally and globally through various mediums. At a minimum, all outreach materials should
display the logo and list KANSASWORKS.com and the toll free number.





KANSASWORKS TOOLKIT

A brand toolkit has been developed with minimum standards for use of logos and placement,
which should be followed at all times to maintain a consistent look, feel and message. All
partners within the workforce system should adhere to these standards and guidelines.

USE OF LOGO

According to the brand toolkit, the KANSASWORKS logos must be used in their original
format and not reconfigured. The logo may be used as the sole brand for a partner, or in
partnership with a local logo/brand. Logos may be PMS 281 blue with PMS 7409 gold, black
with PMS 7409 gold, blue (PMS 281), or all black. On items with solid blocks of color, the logo
may be reversed out in white. Logo samples are listed in the toolkit with examples of appropriate
use.

TARGET AUDIENCES

PRIMARY AUDIENCE

While all identified audiences are important, employers are the primary target audience of
KANSASWORKS.

INTERNAL

The primary tools for addressing internal audiences are training, education, Web Site and word-
of-mouth.

KANSASWORKS Staff - It is important that all staff within the workforce system, including
Local Workforce Investment Boards, Kansas Department of Commerce Staff, Service Contract
Providers, and other workforce partners, have a general understanding of KANSASWORKS in
order to communicate how it will make a difference in the lives of Kansas citizens and help
businesses succeed.

KANSASWORKS Partners — Support should be elicited to grow further partnerships. The
primary tools for addressing partner audiences are one-on-one meetings, informational materials
and Web site. Partners include:

One-Stop Partners — it is important that partners have a clear understanding of the purpose and
value of KANSASWORKS programs and services

Educational Providers — Educational providers include community and technical colleges, regent
institutions and secondary schools. It is important that educational providers have a clear
understanding of the purpose and value of KANSASWORKS and the role those institutions play
in strengthening the workforce system.






State and Local Boards — It is important that boards associated with KANSASWORKS have a
clear understanding of the purpose and value.

State Agencies — It is important that state agencies associated with the workforce system have a
clear understanding of purpose and value of its initiatives. Opportunities exist for enhancement
of existing partnerships to improve services provided to employers and job candidates.

Chambers of Commerce and Economic Development Organizations — It is important to
communicate the purpose and value of the KANSASWORKS initiative with chambers of
commerce and economic development organizations as they are key referral sources for services.
They can act as liaisons for workforce solutions as they are in touch with member businesses.

EXTERNAL

The primary tools for addressing the external audiences are one-on-one meetings,
informational/promotional materials, printed outreach ads, Web site, media coverage
presentations, job fairs and targeted radio/television ads.

Employers - It is important that employers are aware of how KANSASWORKS can help locate
employees, train employees and solve workforce development issues.

Job Candidates — It is important that job candidates understand how the KANSASWORKS
Centers can assist them with finding a job that matches their skill set or training them to meet the
skill set of employers. Job candidates are currently the largest audience consuming
KANSASWORKS services.

Industry/Trade Associations and Business Groups — It is important to communicate with
industry/trade associations and business groups as they are key referral sources for services
offered by KANSASWORKS. They can act as liaisons for workforce solutions as they are in
touch with member businesses.

State Agencies (non-partnering) — It is important that state agencies not already partnering with
KANSASWORKS have a clear understanding of the purpose and value of its initiatives.
Opportunities exist for new partnerships to improve services provided to employers and job
seekers.

Site Consultants — It is important that site consultants are aware how KANSASWORKS can
help locate employees, train employees and solve workforce development issues.

OTHER

The primary tools for addressing other audiences are training, educational/informational
materials, media coverage/release, one-on-one meetings, reception and KANSASWORKS.com.





Legislators — It is important that Kansas Legislators have a clear understanding of
KANSASWORKS. The message that KANSASWORKS will make a difference in the lives of
Kansas citizens, help businesses succeed in Kansas, and benefit the Kansas economy, must
clearly be communicated to legislators.

Media — It is important that information about the KANSASWORKS system is routinely
communicated with media to articulate the value and purpose of its programs and success. These
communications should focus on increasing awareness and understanding of the workforce
system and how it benefits the Kansas economy.

Internet Users — It is important that KANSASWORKS develops a strong Web presence to
clearly communicate its purpose, benefit and methodology. KANSASWORKS.com will be a
useful tool in reaching all target audiences.

Tax Payer/General Public — It is important that KANSASWORKS regularly communicate to
the taxpayer/general public the value, purpose and success of its programs.

OUTREACH GOALS, OBJECTIVES AND TACTICS

All of the goals, strategies and tactics listed below shall take into consideration accommodations
for persons with disabilities.

The key mediums involved for KANSASWORKS outreach are radio, direct mail and brochures,
print and online outreach ads.

GOAL 1: Increase awareness of KANSASWORKS and how it delivers programs and
services.

OBJECTIVE 1: Develop a clear understanding of the KANSASWORKS system
and improve internal communications.

TACTIC 1: Train staff in Workforce Centers and throughout the system in
new processes, new technology and the new philosophy
relating to the business services model and outreach plan.

TACTIC 2: Keep lines of communication open between all partners,
ensuring a seamless delivery of services to our customers.

OBJECTIVE 2: Develop a clear understanding of business services provided by
the Workforce Services Division via external communications.

TACTIC 1: Develop a direct mail piece promoting KANSASWORKS and
the workforce system that provides an overview of the business
services and targets employers. Distribute to employers
statewide via one-on-one meetings or through mailings. It can
also be available via distribution at KANSASWORKS centers,
chambers of commerce and other partner offices.
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TACTIC 2:

TACTIC 3:

TACTIC 4:

TACTIC 5:

TACTIC 6:

OBJECTIVE 3:

TACTIC 1:

TACTIC 2:

TACTIC 3:

Ensure all media releases, newspaper articles, etc. at a
minimum mentions KANSASWORKS, the tagline, Web site
and toll free number.

Gather third party endorsement for the Workforce Services
Division and case studies/success stories. Use quotes and
success/human interest stories to enhance outreach materials
and prove success of the KANSASWORKS initiative.

Promote KANSASWORKS services to businesses and
employers, nationally and globally, not just throughout the
state.

Tell the KANSASWORKS story through third party
publications. For example, utilize the KAHSA Web site and
“Focus” Newsletter, AAHSA newsletters and Web site,
business/trade magazines, news stories and news features.

Hold a news conference to kick off the outreach campaign for
the KANSASWORKS system, Web site and toll free number.

Improve presence on the Internet.

Launch KANSASWORKS.com and communicate the
enhanced appearance and functionality to job seekers and
employers.

Utilize Web technology to improve external communications,
including links to Workforce Center sites from
KANSASWORKS.com. Ensure each Workforce Center is
properly represented on the Internet.

Promote KANSASWORKS, Web site and toll free number on
all outreach efforts.

GOAL 2: Increase use of KANSASWORKS services

OBJECTIVE 1:

TACTIC 1:

TACTIC 2:

Increase the number of employers using the KANSASWORKS
system through promotion of KANSASWORKS.com.

Include the KANSASWORKS logo, Web site and toll free
number on all outreach materials.

Utilize the Kansas Radio Networks to promote the
KANSASWORKS system, Web site and toll free number.





TACTIC 3:

TACTIC 4:
TACTIC 5:

TACTIC 6:

OBJECTIVE 2:
TACTIC 1:

TACTIC 2:

TACTIC 3:

TACTIC 4:

TACTIC 5:

TACTIC 6:

TACTIC 7:

Provide outreach materials about KANSASWORKS to
potential companies looking to relocate or expand in Kansas
through the state’s business recruitment efforts.

Place advertisements in business or trade magazines.
Include a plug in news stories and features as often as possible.

Examine opportunities for new electronic media strategies,
such as Pay Per Click and other viral outreach efforts. These
are types of outreach ads that appear when companies look for
job candidates through various search engines, such as Yahoo,
Google, etc.

Increase the pool of skilled job candidates.

Utilize the Kansas Radio Networks to promote the
KANSASWORKS system, Web site and toll free number.

Hold/attend job fairs that target specific industry needs.

Promote Kansas job opportunities targeting organizations
announcing under WARN.

Promote ability to assess skills to both employers and job
candidates and incumbent workers (e.g. Kansas WORKReady!,
Tap Dance, skills certificates).

Promote ability to provide educational opportunities to job
candidates and incumbent workers in need of skill
enhancement.

Partner with other entities appealing to former Kansans to
come back to the state by sponsoring or promoting
strategies/events used to keep Kansans in Kansas. This may
also be accomplished through various state image campaigns —
broadcast, print and electronic media.

Examine opportunities for new electronic media strategies,
such as Pay Per Click and other viral outreach efforts. These
are types of outreach ads that appear when individuals look for
a job or training through various search engines, such as
Yahoo, Google, etc.





GOAL 3: Elicit legislative support and expand knowledge of KANSASWORKS .

OBJECTIVE 1:

TACTIC 1:

TACTIC 2:

TACTIC 3:

OBJECTIVE 2:

TACTIC 1:

TACTIC 2:

Educate legislators about the KANSASWORKS system and
continually update them on successes, new ideas and concepts.

Throughout the year, prepare and share case studies, one-sheet
testimonies and copies of news clips to legislators.

Hold news conferences celebrating successes. Use multi-
media to promote the successes (e.g. PowerPoint presentation)
and have third parties on hand to provide verbal testimony to
legislators.

Managers meet face-to-face with legislators when the
legislature is not in session to ensure each has a clear
understanding of the Workforce Services Division.

Involve legislators in the KANSASWORKS system.

Invite key legislators to attend news conferences and other
announcements as a way to educate them about the system and
get them involved

Proactively work with the legislature to increase the comfort
level regarding the continued success of the workforce system.










