
 

Workforce Solutions Alamo is an equal opportunity employer/program. Persons with disabilities who plan to attend this meeting and who may 

need auxiliary aids, services, or special accommodations should contact Patti Santos at (210) 272-3250 at least two (2) working days prior to the 

meeting, so that appropriate arrangements can be made. Relay Texas: 1-800-735-2989 (TDD) or 1-800-735-2988 (Voice). 

 

 

 

 
 

 

MARKETING & COMMUNICATIONS 
 

Workforce Solutions Alamo 

100 N. Santa Rosa, Suite 101 

San Antonio, TX 78207 

March 13, 2020 

9:30 AM 
                                                

AGENDA 
Agenda items may not be considered in the order they appear. 

 

Citizens may appear before the Committee to speak for or against any item on the agenda in accordance with 

procedural rules governing meetings.  Speakers are limited to three (3) minutes on each topic (6 minutes if 

translation is needed).  Speakers are encouraged to register at the beginning of the meeting.  Questions relating to 

these rules may be directed to Patti Santos at (210) 272-3250. 
 

I. Call to Order & Quorum Determination 
Presenter: Juan Solis 

 

II. Declarations of Conflict of Interest 
Presenter: Juan Solis, III 

 

III. Public Comment 
Presenter: Juan Solis, III 

 

IV. Presentation on Website Improvements 
Presenter: Adrian Lopez 

2 

V. Presentation on Communications Plan 
Presenter: Adrian Lopez 

15 

VI. Presentation on Brand Standards 
Presenter: Adrian Lopez 

40 

VII. Next Scheduled Meeting 
Friday, April 10, 2020 at 9:00 AM 
Presenter: Juan Solis, III 

 

VIII. Adjournment 
Presenter: Chair Solis, III 
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Website & Social Media
& Marketing Platforms 

Gino D Morin, Digital Marketing & Marketing Coordinator

March 13th 2020
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Summary
This item is to provide an update of and highlight elements 
related to Communications & Marketing
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Overview

1. Website Outline
• History

• Goals

2. Social Media
• Analytics

• Goals

3. Marketing Platforms Outline

4. Branding Outline 
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Current Website Outline

Compliance

• WSA is in compliance & meeting TWC requirements

Web design, content management, marketing integrations, 
and SEO (Search Engine Optimization) is produced in 
house
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Website History

• The template was created in 
2012 with a theme that is no 
longer available

• Hosted by a third party

• No FTP access/ analytics 

• Broken Links & "404 error 
pages"

• Multiple inactive administrators

• Unsecure Site

• Outdated content
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Current WSA website 

• User/ Mobile Friendly

• Responsive

• Manageable dashboard for 
easy uploading and 
immediate results

• New content

• Integrated marketing 
platforms (texting, SEO, 
analytics)

• Secure Hosting

• 5 Minute staff training
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Site Goals

Integrations

• Google Analytics

• Facebook pixel

• Google Tag 
Manager

• Google Ads

• Facebook Catalog

• Yandex Metrica

• CallRails

SEO Goals (Search Engine Optimization)

• Measure online campaigns, collect 
valuable information about visitors' 
behavior on the site

• PPC Campaigns (pay per click)

• Google access campaign

Leverage cost saved by in house 
web development to purchase 
marketing equipment 

9



Site Goals II

Staff Engagement

• Landing pages for 16 careers centers

• Create Interactive 13 county map

Blog

• Success stories

• News articles

• Podcast/ TV Show

Data

• Infographics

• Accessible Data
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Website Completion Date

• September 30, 2020 Marks 1 Year from the time the hosting 
and contract with Blonde Creative ended

• Tasks include:
• Meeting TWC accessibility standards

• 16 career centers interactive landing pages

• Up to date content for each department

• Creating an archive of high quality WSA photos and marketing 
integrations.

• Website Completion Date April 12, 2020
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Goals for Jan 2021

25k Unique Monthly Visits
• Job Postings

• Showcasing Events

• Blog/ TV Show

• Increase Branding Impressions to 900k

Increase Facebook likes to number 1 
across 28 boards (currently 7th) 
• PPC campaigns

• Showcasing Events

• Blog/ TV Show

• Increase Job Fair Awareness

Top of the search engines for job & 
employer resources 
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Challenges

• Google Cloud Platform
• Google Business/ Maps
• Tracking analytics
• PPC Campaign
• Cloud Computing – Virtualization
• Trello
• Space

• Collecting & creating new content from staff

• Training Staff on Current Marketing Platforms
• Mandate current marketing request form
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Questions?
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Communications Plan
Adrian Lopez, CEO

March 13, 2020
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Communication Challenges

• Currently use traditional media, paid print and social outlets to 
distribute news to its market

• Little penetration into the rural markets aside from job fair 
advertisements and any success stories in the metro area 
have been short-lived

• Partners or funded agencies have "taken credit" for initiatives 
primarily funded/staffed by WSA

• WSA does not control its own narrative
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Promote and highlight targeted success stories, promote and 
highlight the incoming CEO, promote and highlight the WSA 
master plan by: 

• Developing personal/working relationship with traditional 
media sources by visiting with them individually

• Encourage partners to co-promote initiatives along with a 
single messaging structure

• Paid social media campaigns

• Website redesign

Short-Term Goals
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• Promoting work associated with grants

• Promoting WSA as a leading authority in workforce

• Promoting WSA subject matter experts

• WSA crisis plan

Focus
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Grants work

• Position WSA as the leading regional workforce entity that 
secures grant funding for workforce-related programming

• Raise awareness of WSA programming and strategic priorities 
and initiatives

• Effectively communicate the distribution of resources 
throughout the regional WSA footprint

• Establish a record of success stories and effective 
management of resources
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Grants work cont.

• Create awareness of WSA’s funding priorities and needs for 
each of the thirteen counties

• Enhance the awareness among stakeholders and the business 
community on the positive benefits of grant awards and identify 
success stories for reporting

• Position WSA staff as subject matter experts across the entire 
thirteen-county footprint on issues regarding workforce 
development funding, development and implementation best 
practices
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Timeline for the Execution of Tactics  

Grants work

Timeline Tactics

Q1 • Begin offering WSA staff for subject matter panels and conferences focused on grant administration

Q2

• Highlight WSA success stories with targeted media pitches that highlight an individual success story, business 

community champion and impact of grants within the local community 

• Develop case studies/testimonials surrounding WSA programming and services to coincide with annual grant reporting

Q3
• Engage in speaking engagement tour with local business associations, economic development entities and chambers 

of commerce on grant and funding priorities for WSA

Q4
• Develop case studies/testimonials surrounding WSA programming and services tailored for an annual recap to 

stakeholders, elected officials and partners

Ongoing

• Engage in periodic reporting throughout the thirteen-county region with local government officials such as county 

judges to update on WSA grant strategy, progress and implementation of resources within their community

• Discover tactics to improve on the quarterly market stats releases and benchmarks established by grant funding 

schedules

• Identify and cultivate opportunities for WSA to highlight the entity’s best practices in the administration of grants in 

professional conference settings
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Leader in Workforce Development

Position Workforce Solutions Alamo and its 
leadership as the foremost leader in workforce 
development:
• WSA is a leader in economic development, to address the 

workforce needs of businesses now and in the future

• WSA is the expert in workforce development services for job 
seekers

• WSA plays a strategic part in other agencies' plans and 
articulates its findings and implications

• WSA is an effective partner in the economic development of 
the thirteen-county region.

• WSA is a powerful resource available to everyone in San 
Antonio and surrounding communities, no matter socio-
economic circumstances, from cradle to career23



Create awareness of WSA programming
• Yearly job fairs and expositions,
• Employment opportunities and placements,
• Resource and educational seminars
• Case management services such as childcare benefits and 

subsidies

Enhance awareness among businesses of WSA services

Position WSA staff as subject matter experts across the 
entire thirteen-county footprint on issues:

• Workforce development,
• Technical and skills trade education,
• Childcare and other services provided by the organization

Leader in Workforce Development Strategies
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Enhance awareness among businesses of WSA services.
• Develop media outreach plan and the timeline for regular announcements to 

keep stakeholders and the business community engaged and informed of job 
market reports and WSA programming to elevate regional trade and skillsets 
through its network of clients

• Coordinate smaller, key regional stakeholder meetings aimed at communicating 
the strategic planning results and implementation

• Develop a public relations campaign explicitly directed at business and industry 
associations such as chambers of commerce

• Create video testimonials

• Past job placements
• Career immersion programs and internship participants who have gone on to great 

careers in the thirteen-county region

• Business and human resources administrators who have found the resources of WSA 
invaluable in improving their workforce and have found capable and exemplary 
employees

Leader in Workforce Development Strategies cont.
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Position WSA staff as subject matter experts across the 
entire thirteen-county footprint on issues

• Workforce development

• Technical and skills trade education

• Childcare and other social services provided by the 
organization tailored to the unique needs of each 
community

WSA: Subject matter experts
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WSA Staff as Subject Matter Experts (SME)

• Increase WSA staff activity on social media by hosting a 
comprehensive training to explain the benefits of reaching 
their digital audience

• Develop quarterly LinkedIn articles for WSA staff that highlight 
their work in their respective county within the thirteen-county 
footprint

• Maximize and position WSA staff as subject matter experts 
while visiting with local stakeholders and elected officials

WSA: Subject matter experts
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WSA Staff as Subject Matter Experts (SME)

• Offer WSA staff for subject matter panels in the region and 
local economic development entities

• Establish microsites for each of WSA’s member counties 
tailored at their specific needs within WSA brand guidelines; 
including social media pages

• Develop and pitch op-eds to trade publications in WSA’s target 
industries and local community papers

• Identify community ambassadors for each of the thirteen 
counties

WSA: Subject matter experts
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Leader and Subject Matter Expert

Timeline for the Execution of Tactics  

Timeline Tactics

Q1

• Begin offering WSA staff for subject matter panels in the region

• Establish microsites and social media accounts for each of the thirteen counties using WSA brand guidelines and develop 

content tailored explicitly at each individual community

• Develop pitches to KLRN and TPR segments to raise the organization’s awareness and influence

Q2
• Engage Spanish broadcast outlets to highlight WSA and their workforce development successes

• Develop case studies/testimonials surrounding WSA programming and services to coincide with annual grant reporting

Q3
• Develop and pitch op-eds to local and regional newspapers

• Engage in speaking engagement tour with local business associations, economic development entities and chambers of 

commerce

Q4
• Develop case studies/testimonials surrounding WSA programming and services tailored for an annual recap to stakeholders, 

elected officials and partners

Ongoing

• Pitch opportunities to have WSA provide Fox 29 bi-weekly updates on workforce development programs and initiatives

• Establish a relationship with KTSA, SAEN and SABJ to give updates on a quarterly and monthly basis

• Engage statewide outlets when significant wins occur 

• Engage in a media tour throughout the thirteen-county region in unison with presentations to local government officials such 

as county commissioners’ courts to update on WSA progress, strategy and job market outlook 

• Discover tactics to improve on the quarterly market stats releases

• Develop quarterly LinkedIn articles for WSA staff to highlight their work in each of the thirteen counties 
29



Crisis communication can vary greatly for an organization as 
large as WSA. It is essential to develop a crisis tool kit that can 
help WSA navigate any crisis, regardless of the "severity.“

Tool kit should include:
• Holding statements
• Press release templates
• Media contact lists
• Media response procedures (spokesperson, communication 

command center, etc.)
• Preparedness of website/social sites to handle external 

communications, field incoming questions and dialogue

Crisis Communication
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Crisis communication can vary greatly for an organization as 
large as WSA. It is essential to develop a crisis tool kit that can 
help WSA navigate any crisis, regardless of the "severity.“

Tool kit should include:
• Holding statements
• Press release templates
• Media contact lists
• Media response procedures (spokesperson, communication 

command center, etc.)
• Preparedness of website/social sites to handle external 

communications, field incoming questions and dialogue

Social Media Baselines
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Website Analytics Jan-March 2020
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Website Analytics Jan-March 2020

Organic Reaches

• 7th overall likes over 28 boards

• Increased 1000 Likes to 4,011

• Increased Organic Reaches

Facebook Goals

• 10k Likes by December 2020

• Increase Reach to 500k

• Increase Branding Impressions

• Increase Job Fair Awareness

• Increase Website Traffic

• Increase Business Engagement

• Increase Brand Awareness

• Increase Paid Ads
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Facebook Fans
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Facebook Paid Ad Analytics

Woman's Entrepreneurship Spanish 

*Increased English Enrollment

Hiring Red White & You 2019
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LinkedIn Analytics

Organic Reaches

• Current Followers 6,791

March 2019 – March 2020

• 0 Paid Campaigns

• Desktop Users

• Increased Followers from less 

than 1,000 Followers to 6,791 

Followers

• Increased Website Traffic

• Increased Business 

Engagement

• Increased Brand Awareness
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LinkedIn Analytics

Goals for Jan 1, 2021
• 10k Followers

• Increase Reach to 500k

• Increase Brand Awareness

• Increase Job Fair Awareness

• Increase Website Traffic

• Increase Business Engagement

• Increase Network

• Increase Business Page
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Twitter

Jan 2020 – March 2020

• Jan 20.8k Impressions

• Feb 19.0k Impressions
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Questions?
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WSA Branding Standards
Gino D. Morin, Digital Marketing & Marketing Coordinator

March 13th 2020
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Summary
This item is to provide an update of and highlight elements 
related to Marketing & Communications
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Overview

1. Branding Standards
• Compliance

• EEO

2. Advertising & Marketing Examples
• Marketing Items 

• Flyers 

• Social Media 

• Signage

3. Brand Objectives
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Branding Standards

Equal Employment  Opportunity (EEO) Statement

Workforce Solutions Alamo is an equal opportunity employer/program. Auxiliary aids and 
services are available upon request to individuals with disabilities.

Relay Texas (800) 735-2989 or (800) 735 -2988 Voice.
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Branding Standards II
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Current Marketing Items 

Marketing Items that Require Branding Approval
• Job fair flyers

• Career center flyers

• Outreach materials  

• Brochures

• Appspace ads

• PowerPoint presentations

• Administration temp forms (procurement letterheads, forms, etc.)

• Email Signatures

• Signage/ Banners

• Media Commercials

• Press Releases

• Social media postings
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Advertising & Marketing Examples

Not Approved
• Stretched  logo

• Missing Icons

• Bad Contact

• Missing EEO

• Low quality 
graphics  

Approved
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Advertising & Marketing Examples II

Before Request 
Form 

After Request Form
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Flyers Created by Staff & Partners

• WSA Brand must be on all outreach 
materials 
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Social Media Branding 

• General Hashtaging
• #WSAsanantonio

#WSAlamo
#WorkforceSolutionsAlamo
#TWC 
#WorkforceExcellence
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Signage

• High Quality & High Contrast Branding
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Branding Objectives for 2020

Objectives for a growing business

• Boost brand awareness

• Improve recognition

• Improve brand image

• Establish brand loyalty

• Build a community

• Enhance engagement
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Questions?
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