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Part 1 — Getting Started - Understanding the Context  
for Stakeholder Outreach 

a. Purpose of the Manual – A Message from the President & CEO 

KRA’s mission is simple: we prepare jobseekers for tomorrow’s global economy and supply 
employers with a trained and reliable workforce.  At the same time, there is a complex side to 
our mission, in that we cannot achieve it alone; we need stakeholders…individuals, groups, and 
organizations…that believe in, and support, our mission as much as we do.  Thus, as part of our 
ongoing commitment and dedication to this mission, it is a high corporate priority that the 
communities we serve have full faith and confidence in our work. However, building that 
confidence requires implementing “best practices” related to stakeholder engagement across 
all levels of our company. 

While Federal, state, and local government agencies determine workforce development laws 
and policies, it is critical that we position ourselves strategically to influence both government 
legislation and the implementation of policy.  Influential stakeholders can help significantly in 
both processes. We all need to identify key stakeholders and their issues, and incorporate that 
information into the way we do business. 

Stakeholder alliances and relationships are generally reciprocal in nature: KRA has a “stake” in 
what they provide, and they have a “stake” in what we have.  Example: KRA needs legislators to 
pass laws that impact positively…i.e. fund…workforce development programming.  However, 
legislators need voters to get elected to office.  Each stakeholder has a measure of power over 
what the other one needs/wants.  Our current and future stakeholder engagements must be of 
high quality, and the benefits of those engagements must be optimized to the maximum extent 
possible.  

We believe the key attributes of this Stakeholder Outreach Manual (Manual) include, but are 
not necessarily limed to: 

 Produced in response to a growing concern among the members of the Corporate 
and Program Management Teams, as to the best  methods for engaging 
stakeholders of all kinds, and at all levels. 

 Presents a  practical guide for program-level staff,  who interact routinely with 
stakeholders —as it is the work you do, at the local level, that forms the foundation 
of our company’s relationship with the public and the source of the confidence 
placed in us by the community. 

 Provides a valuable reference and resource tool for those staff members new to this 
unique aspect of our work. 

 Provides best-practice “essentials” for developing and maintaining stakeholder 
relationships in a dynamic, ever-changing environment. 
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 Encourages and enables staff to maximize their personal, professional, political, and 
social relationships as they relate to KRA and its mission. 

 Serves as a “refresher” reference document for those staff members already 
experienced in developing and managing effective stakeholder relationships. 

Each and every stakeholder engagement we develop contributes to the “big KRA picture”, and I 
trust this Manual will be a valuable resource for you in your efforts.  

 

Knowlton R. Atterbeary 
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b. What is a Stakeholder? 

The Encarta Dictionary defines a stakeholder simply as “a person or group with a direct interest, 
involvement, or investment in something”, without assigning either a positive or negative 
connotation.   

c. What is Stakeholder Outreach? 

Broadly speaking, Stakeholder Outreach is the process by which an organization…corporation, 
public or private entity, etc…. establishes cooperative efforts with individuals or, legal, 
corporate, and community interest groups. The goal of Stakeholder Outreach is to increase 
existing partnerships and establish new relationships. 

For KRA, Stakeholder Outreach represents a process, which includes the following: 

 Identifying and reaching out to individuals and groups of individuals that can be, 
or we believe can be, affected by KRA operations; 

 Establishing relationships with specific businesses; community organizations; 
professional groups; and local, regional, state, and Federal authorities; 

 Providing accurate information about KRA’s products, operations, and plans. This 
process ensures that management makes relevant information available to a variety 
of current and potential stakeholders. This element of Stakeholder Outreach also 
encourages the sharing of relevant information and “lessons learned” with similar 
projects within KRA, as well as other companies in our industry group; 

 Promoting company involvement  in the local community; and 

 Facilitating communication of information and facility activities that could affect the 
community. 
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Part 2 — Step-by-Step Plan for Conducting Stakeholder Outreach 

a. Identifying Stakeholders and Their Interests 

The first “How To” step is to know the Stakeholder’s concerns, interests, and issues. For every 
KRA Program Site, the focus is providing “workforce development” services. However, 
depending upon client objectives and requirements, jobseeker- and employer-customer needs, 
funding, and other factors, different sites have different programs, policies, and procedures for 
implementing their services. 

Given this reality, Program Managers (PM) must achieve the following: 

 Equip Program Site staff, regardless of position, with the “fundamentals” of 
workforce development as they relate to his/her site and the community it serves, 
and 

 Identify those community resources…current and potential stakeholders…whose 
concerns, interests, and issues align with those of KRA.  As staff expand their 
“internal” appreciation for and understanding of effective Stakeholder Outreach, 
their efforts to facilitating buy-in from “external” sources/resources will be more 
effective.  

PMs hold the responsibility for designing and implementing a Communications Plan for the 
Stakeholder Outreach and engagement process, with input, as appropriate, from staff members 
with the most experience in this area.  In the creation of the  Communications Plan, one tool 
that can be used strategically is called Power Mapping, which is effective in assisting planners in 
tracking, i.e. mapping, their efforts  to reach out to current and prospective stakeholders. The 
step-by-step process for developing a Power Map is as follows:  

Step 1 - Determine The Targets: Instrumental in the Power Mapping process is determining the 
key decision-makers for the issue, or the people you want to influence. To identify the 
stakeholder-targets, answer the following question: “What agency or individual can enact the 
changes we want to see?” Once you have determined the key decision-makers, create a list of 
targets, including name, position/title, area of interest, and role in the community/city/state. 

Step 2 - Assess the Influence of the Targets: When assessing the stakeholders’ influence on 
issues related to workforce development, consider the following: 

 Who utilizes this stakeholder’s services?  

 Who is most impacted? 

 Are they pro- or anti- workforce development programming? 

Step 3 - Determine Relational Power Lines: After assessing the degree of influence…positive or 
negative…take a step back and review the network you’ve created. Some of these individuals 
and institutions connect not only to workforce development--but also to each other. Start 
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drawing lines to connect individuals and groups that have something in common, as displayed 
in Figure 1.1 below. 

 

 Figure 1.1 
 

Step 4 - Target Priority Relationships: Revisit the original list of community/city/state decision 
maker-targets, and draw circles around the names of the individuals or groups you want to 
prioritize in the Stakeholder Outreach campaign.  Ideally, those identified represent the range 
of these criteria from the Power Map:  

 Individuals and groups likely to be influential in helping to “convert” those Opposed 
to the issue of workforce development. These groups would serve as the decision-
makers.  

 Individuals and groups likely to actually support workforce development. These 
names are placed to the left of the Advocate circle.  

For the individuals and groups that are Advocates, consider how the program can build 
relationships with them through current connections and activities.  

Step 5 - Make a Plan to Engage: See the “Engagement: Interacting with Stakeholders” section 
of this Manual.  

  

Workforce 
Development 

Decision 
Maker/Target 

Oppossed  Advocate  
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a.1 Federal vs. State/Local 
According to the Department of Health and Human Services (DHHS), there are presently five 
Federal Workforce Development Programs, which include the following: 

 Workforce Investment Act (WIA) 

 Carl D. Perkins Vocational and Technical Education Act 

 Temporary Assistance for Needy Families (TANF) 

 National Registered Apprenticeship Program 

 Job Corps.  

 
KRA currently serves WIA- and TANF-eligible customers.  Federal stakeholders are responsible 
for regulating national policies. Conversely, local/state stakeholders are a body of communities, 
including individuals, businesses, and lawmakers responsible for managing national policies.   

For a complete list of state government officials, log-on to: 
http://www.usa.gov/Contact/Directories.shtml/ 

a.2 How to Create a Stakeholder Directory  
After identifying community/city/state stakeholders, PMs should create a “database” of 
contacts. Each stakeholder should be identified by the role they play, or will play, in expanding 
KRA’s visibility in the community, and nationally as a leader in workforce development. The 
stakeholder database is a tool for the PM, and a key element of the Program Site’s 
Communications Plan. In addition to identifying the roles each stakeholder plays, it is essential 
to “label” the stakeholder’s level of influence using a scale of A-F, wherein A=Very Important 
and F=Unimportant. The roles are defined as follows:   

Stakeholders Role 

KRA Corporate Leaders KRA/HQ has the authority to set the mission, objectives, policies, and 
priorities of the organization.  Governs through established policies and 
procedures, and maintains authority over the financial management of KRA 
Program Site resource requests and vendor arrangements.  

Corporate Funders Local, state, and Federal governing bodies tasked with managing policies 
for the customers serviced.  

Customers Individuals and businesses receiving KRA services   

Advocates Those who support/promote KRA interests.  

Opponents Those who take a position opposite to that of Advocates.  

 
  

http://www.usa.gov/Contact/Directories.shtml/
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a.2.1 Templates for Tracking Stakeholder Contacts at Each Program Site  
 
Stakeholders, Roles, and Responsibilities for San Diego, CA 
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Advocate The San Diego Metro Region 
Career Centers provide individuals 
with a comprehensive approach to 
career planning and job search 
services.   

Metro Career Center 
 3910 University Avenue 
 Suite 300 
San Diego, CA 92105 

 

Advocate  
Corporate 
Funder  

The WIB receives input and 
recommendations from the Adult 
Programs Committee and the 
Youth Council, reviews funding 
initiatives, and makes 
recommendations to the Policy 
Board. 

San Diego Workforce 
Partnership/Workforce 
Investment Board 
3910 University Avenue  
Suite 400 
San Diego, CA 92105 

 

Advocate City Council Member  
District 1 

Sherri Lightner 
City Administrations Building 
202 C Street 
 MS #10A 
San Diego, CA 92101 

 

 

Stakeholders, Roles, and Responsibilities for Greater Hartford, Connecticut  
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Advocate Greater Hartford residents, 
ages 18 and above, have the 
opportunity to learn valuable 
skills in an effort to attain 
careers in the construction 
industry.   

The Job Funnel 
Veeder Place 
 20 Sargeant Street 
Hartford, CT 06105 
860.899.3449 

 

Advocate  
 

Elected State Official Governor Daniel P. Malloy (D) 
State Capitol  
210 Capitol Avenue 
Hartford, CT 06106 
860.566.4840 

 

Advocate Elected Congressional Official 1st Congressional District  
The Honorable John B. Larson 
(D) 
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1501 Longworth HOB  
Washington, D.C. 20515 
202.225.2265 
www.house.gov/larson 
https://forms.house.gov/larson 

 

Stakeholders, Roles, and Responsibilities for Washington, DC 
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Customer  
Advocate  
Opponent 

Customers are responsible for 
assessing KRA staff, KRA’s role in 
developing its customers for the 
workforce, informing potential 
customers of KRA’s services.  

Any customer receiving TANF 
services in the District of 
Columbia. 

 

Advocate  
Corporate 
Funder  

The Department of Human 
Services provides information on 
such programs as welfare reform, 
family services, early childhood 
development, rehabilitation 
services, and mental retardation. 

Department of Human Services 
64 New York Avenue 
Washington, DC 20002 
202.671.4200 

 

Advocate Elected Official (Ward 7) Yvette Alexander 
John A. Wilson Building 
1350 Pennsylvania Ave, NW 
Suite 400 
Washington, DC 20004 
202.724.8068 

 

 

Stakeholders, Roles, and Responsibilities for Baltimore, Maryland 
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Advocate House Representative The Honorable Elijah Cummings 
7th Congressional District  
1010 Park Avenue 
 Suite 105 
Baltimore, MD 21201 
410.685.9199 
 

 

http://www.house.gov/larson
https://forms.house.gov/larson
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Corporate 
Funder  

Baltimore City Department of 
Social Services 

Baltimore City Department of 
Social Services 
Talmadge Branch Building  
1910 N. Broadway Street  
Baltimore, NY 21213 
443.378.4600 

 

Advocate Workforce Investment Board Baltimore Workforce Investment 
Board 
417 E. Fayette Street 
 Suite 468 
Baltimore, MD 21202 
410.396.1910 

 

 

Stakeholders, Roles, and Responsibilities for Prince George’s County, Maryland  
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Advocate The Prince George’s County 
Workforce Investment Board is a 
comprehensive, highly responsive 
workforce investment system that 
delivers to businesses and 
jobseekers the resources they 
need to remain competitive in the 
global marketplace. 

Workforce Investment Board 
 1100 Mercantile Lane,  
Suite100 
 Largo, MD 20774 
301.618.8425 

 

Advocate  
Corporate 
Funder  

The Prince George’s County 
Department of Social Services 
partners with customers, 
community and other service 
providers to stabilize and 
strengthen families, protect 
children and vulnerable adults, and 
encourage self-sufficiency and 
personal responsibility.  

Prince George’s County 
Department of Social Services 
925 Brightseat Road  
Landover, MD 20785 
301.909.2000 

 

Advocate City Councilmember (Chair) Prince George’s County 
Council Member  
District 5 
14741 Governor Oden Bowie 
Drive 
County Council 
2nd Floor  
Upper Marlboro, MD 20772 
301.952.3864 
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Stakeholders, Roles, and Responsibilities for Camden, New Jersey 
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Advocate The Camden County Career 
Center provides individuals with 
a comprehensive approach to 
career planning and job search 
services.   

Department of Labor  
One-Stop Career Center 
Camden County 
2600 Mt. Ephraim Avenue  
Suite 102 
Camden, NJ 08104-3290 
856.614.3150 

 

Advocate  
 

State Elected Official  The Honorable Chris Christie 
Governor  
101 Haddon Avenue  
State Office Building  
Suite 15 
Camden, NJ 08102 
 

 

Advocate Congressional Representative  
5th District 

The Honorable Donald 
Norcross (D) 
Camden City Hall 
520 Market Street 
Suite 104 
Camden, NJ 08102 
856-541-1251 

 

 

Stakeholders, Roles, and Responsibilities for Waccamaw Region, South Carolina 
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Advocate The Waccamaw One Stop Career 
Center provides employment 
services to jobseekers, laid- off 
workers, youth, incumbent 
workers, new entrants to the 
workforce, veterans, persons 
with disabilities, and employers.  

Georgetown Workforce Center  
2704 Highmarket Street  
Georgetown, SC 29440 
843.546.8581 

 

Advocate  
Corporate 
Funder  

Waccamaw Workforce 
Investment Board is responsible 
for planning and overseeing 
local workforce development 
programs. 

Waccamaw Regional Council of 
Governments 
1230 Highmarket Street  
Georgetown, SC 29440 
843.546.8502 
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Advocate 
Opponent  

Youth Serviced  Any customer receiving youth 
services from the Waccamaw 
Region, South Carolina KRA 
service center 

 

Advocate State Elected Official Governor Nikki Haley 
Office of the Governor 
1205 Pendleton Street  
Columbia, SC 29201 
803.734.5167 

 

 

Stakeholders, Roles, and Responsibilities for Norfolk, Virginia 
 

Role Responsibility/ Function 

 
Name, Organization and Title 

Priority (A-F) 
(A=Very 
Important, 
F=Unimportant) 

Advocate  
Corporate 
Funder  

Virginia Initiative for 
Employment not Welfare (VIEW) 
provides job readiness, job 
search, and job 
development/placement 
services to mandated recipients 
of TANF benefits 

VIEW  
757.385.3240 
757.385.3234 

 

 
a.3 Community/Business Partner Stakeholders  
Key groups to approach and engage in the Stakeholder Outreach process are 
community/business partners; and groups that address critical customer barriers to 
employment related to housing, clothing, food, transportation, and child care. Building 
mutually-beneficial relationships and developing partnerships with these community groups 
promotes the commercial, financial, economic, and civic interests of a community.  However, 
before attempting to engage potential community/business partners, answer the following 
questions: Do my customers talk about this agency? Is it new to the community? It is 
trustworthy?  

Remember that each stakeholder has a specific role to play. The focus is to create a plan that 
meets the needs, abilities, and concerns of the customers you serve. Once these three elements 
have been identified, you can develop an action plan or engagement strategy. Projects to 
consider in establishing community/business partnerships include, but are not limited to, the 
following: 

 

 Community Development Projects - Education, housing, cultural needs assessment, 
crime  prevention, public relations, transportation, et al 

 Human Resource Development Projects - Job training, recreation, health care, et al 
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 Public Affairs Projects - Economic understanding programs, tax seminars, high 
school/college business symposiums, et al. 

b. Engagement: Interacting With Stakeholders 

b.1 Getting to Know the Stakeholders 
After identifying legislators and other stakeholders, building relationships with them is not only 
key to Stakeholder Outreach success…it is essential. You cannot begin to influence legislation, 
funding, or community/business support for workforce development programs unless and until 
they get to know you…and the program. 

What follows is generally applicable to any stakeholder…individual or group…you have 
targeted. However, as an example, let’s assume the party identified for Stakeholder Outreach is 
a local legislator.  First, arrange to get a meeting with him/her in their office.  Face-to-face 
meetings with local legislators are mutually beneficial because of the following factors: 

 You are the “specialist” with the expertise on workforce development programs. 
Due to their heavy workloads, legislators have to be” generalists” on a host of issues.  
You won’t turn him/her into a specialist, but you will expand his/her knowledge on 
the issues. 

 As a constituent, you have the ultimate influence over a legislator – your vote! 

 Legislators seriously weigh how every issue affects their constituency…and their 
prospects for re-election.  You are in a position to provide them with that kind of 
information, both as a constituent and a workforce-services provider. 

In developing this relationship, it is important to meet with the legislator as soon as possible, 
and campaigns are a great venue for getting to know the lawmakers.  If you, or members of the 
staff, can assist during a campaign, legislators never forget the people who helped them get 
elected.  Even if they lose, you still may have an influential community stakeholder on your 
side.   

Fundraisers and other political events are also great opportunities for interfacing with elected 
officials.  NOTE: Actively supporting political campaigns is never acceptable without prior 
approval from your HQ-level supervisor, or possibly the CEO, COO, or Corporate Counsel.  Also, 
it is never acceptable to contribute financially to a campaign on behalf of KRA.  
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When coordinating the meeting with a legislator: 

 Schedule the meeting with the person in the legislator’s office responsible for 
maintaining his/her calendar and scheduling appointments and meetings.  

 Offer potential dates, as suggesting numerous dates will present a better 
opportunity to get a meeting.  

 Be flexible: offer to meet in his/her office first…or for breakfast, lunch, or dinner.  

 Follow-up, if you have not received a confirmed date and time, within a week or so. 

 Call close to the date of the meeting and reconfirm the appointment, as well as the 
expected duration of the meeting. 

 Be prepared with the facts about the issues, i.e. your “talking points”, and have a 
one-page KRA Corporation summary or pamphlet with you.  Plan for one or two 
discussion topics, and stick to them. A legislator’s time is valuable, so be brief, to the 
point, and make every minute count. 

 Let the legislator know that you are an informed workforce development 
professional, that KRA is a national leader in the industry, and that you are available 
if he/she needs more information.   

 Always ask the legislator to take a specific action. For example, “Can I count on your 
vote to approve funding for the Department of Labor at the previous funding level or 
higher?”  

 Invite the legislator to an Open House, or if time is a constraint, a personal tour of 
the Program Site, which should not take as long. 

 Offer to coordinate the date and time with the person in the office responsible for 
his/her appointments and scheduling.  It is suggested you give yourself at least a 
month’s planning and preparation time. 

 Follow-up with a thank-you note; be sure to summarize the results of the meeting, 
including the date and time scheduled for the Program Site Tour and/or Open 
House. 

Once you have convened the meeting(s) with the legislator(s); extended an invitation to an 
Open House, or tour of the Program Site; and set the date and time of the event, it is time to 
start planning!   

b.2 Communicating With Stakeholders 
Now that you have an understanding of how to identify stakeholders, the next step is to decide 
which outreach activities you want to implement.  The chart below provides many ideas for the 
Program’s Stakeholder Outreach efforts. Select those that fit the situation and goals, and tailor 
them to the Program. Description I 
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Type Description Ideas 

Informational 
Materials 

Print and 
electronic 
materials that 
provide 
Program 
information, 
updates, and 
news to 
Stakeholders 

Frequently Asked Questions (FAQs) - Prepare a FAQ Sheet 
about the Program, for use as a handout or with the media.  
Fact Sheet – Create a one-page handout that summarizes the 
details of the Program, for use in meetings, interviews, and 
events.  
Newsletter - Distribute a print or e-mail newsletter to inform 
key stakeholders about Program updates, status, and news.  

Events Opportunities 
to mark 
milestones with 
special 
activities, 
sponsored by 
recipients 
and/or partners 

 Community Events - Sponsor a booth to display Program 
materials and provide information.  
Groundbreaking/Grand Opening Ceremonies - Invite 
stakeholders, including government officials, to celebrate 
major Program milestones.  
Job Fairs/Health Fairs - Expand variety of stakeholders and 
reinforce the connection to the community. 
Open Houses* - Invite elected officials, residents, community 
leaders, students, healthcare professionals, and others to visit 
the Program and to view demonstrations.  *Information and 
Step-by-Step guidance at the end of this Manual. 
  

Online Internet-based 
tools that serve 
as a destination 
for 
Stakeholders 

Website – Direct stakeholders to www.kra.com 
particularly the NEWS Page, where they will find informative 
Company, Community Involvement, and 
Workforce&Government articles.  Or, approach HQ about 
building a separate site, or special section on the current site, 
where you can focus on program accomplishments and invite 
public comment.  
Social Networking Sites - Establish a presence on Facebook, 
LinkedIn, Twitter, YouTube, or Flickr, and update the 
Program’s profile regularly with announcements, pictures, 
news, etc.  
Online Media/Newsroom - Set aside a section of the website 
and link to news releases, media advisories, progress reports, 
etc.  

Print, 
Broadcast, and 
Online Media 
Outreach 

Working with 
print, 
broadcast, and 
online media to 
deliver 
information to 
stakeholders.  

News Releases - Issue a press release or media advisory to 
announce events, and to report on Program milestones and 
results.  
Public Service Announcements - Provide a short video to a 
news station regarding the Program’s impact on the 
community.  

http://www.kra.com/
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Presentations Speeches and 
briefings 
delivered at 
events 
sponsored by 
partners or civic 
organizations 
and attended 
by the 
stakeholders 

Speeches - Prepare speeches for local community 
organizations to explain the Program's benefits and 
availability to their members. 
Town Hall Meetings- Host an open-forum type meeting to 
engage in a discussion with the local community about how to 
deliver the best services based on their needs.  
Visual Aids - Create a PowerPoint Presentation that gives a 
high-level overview of KRA, in general, and the Program, in 
specific. 
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Part 3 — Key Success Factors and Pitfalls 

Whether for purposes of gathering data to inform the Corporate Management Team, or for 
more general reasons, there are a number of key elements and factors associated with 
effective, successful (or lack thereof) Stakeholder Outreach and engagement:  

Structure the Process, Agree on Rules, and Assign Roles  

 Identify and “map” all potential stakeholders, and have a systematic way of 
collecting and organizing their input.  

 Agree on the ground rules, including each staff members’ role, as well as the 
Program’s ability to respond to comments.  This will ensure a process by which all 
parties share the risks and benefits.  

Be Respectful and Follow Through on Commitments  

 Get the appropriate stakeholders to the table and engage their interest and support 
by implementing agreed-upon decisions, and through ongoing monitoring and 
critical evaluation of the engagement process.  

 Acknowledge differences that arise and/or exist between the stakeholders and the 
Program, and accept the reality that it is not necessary to agree on everything to 
achieve positive results.  

 Operate in a transparent and accountable manner, while ensuring confidentiality 
when appropriate.  

 Follow up to ensure that original project objectives are still “on target”.  

Be Realistic and Focused, Yet Keep an Open Mind  

 Assign adequate time and resources to the outreach effort, taking into account the 
need to inform and educate some stakeholders, both internal and external, on 
complex issues.  

 Involve stakeholders in defining issues and setting the agenda for the engagement, 
as well as continuing to seek their input in designing future outreach and 
engagement efforts.  

 Address both short-and long-term objectives and targets, as well as the overall value 
of the outreach effort.   

 Pay attention to the need to address issues of different mindsets, organizational 
cultures, and skill sets.  

3.a Building Stakeholder Capacity  
A common challenge that can hamper the engagement process is a lack of stakeholder capacity, 
or stakeholders’ inability to participate in/contribute to the Program’s advocacy activities in a 
meaningful way. In order to enable effective outreach, the PM may have to evaluate the 
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stakeholder's capacity as it relates to the need to ensure that their engagement is fruitful. 
Building stakeholder capacity can improve the quality of input provided, and in turn, the value 
derived from the engagement process. Areas where capacity building can help ensure the 
highest quality stakeholder input include, but are not limited to, the following:

  

 Building understanding and awareness;  

 Addressing language barriers (e.g., translating key documents, meetings, etc.);  

 Establishing a formal facilitation process (e.g., convening, conflict management, 
etc.);  

 Assisting stakeholders’ access to consultations and engagements (e.g., holding 
meetings at convenient times; subsidizing non-local stakeholders’ travel to 
meetings, as appropriate; etc.); and  

 Providing specialized expertise (e.g., scientific, policy, cultural awareness, etc.).  

3.b Recording Outreach Efforts and Retaining Documentation  
Recording outreach activities and retaining documentation of those efforts is critical to the 
success of any Stakeholder Outreach effort and serves to inform the decision-making process 
about the effort’s implementation and management, and provides “lessons learned” for future 
efforts. In addition to informing internal decision making, monitoring outreach activities and 
documenting results can be a valuable process for building trust among stakeholder groups, 
improving outcomes, and fostering local engagement. 

In order to evaluate the success of the outreach effort, the following activities should be 
recorded: 

 Setting targets for outreach objectives, 

 Collecting data to compare actual performance with targeted objectives, 

 Consulting with stakeholders on deliverables,  

 Evaluating outreach outcomes and impact, and  

 Communicating outcomes/impact to stakeholders.  

File reference materials, stored in a dedicated file for access by future PMs, should include, but 
not be limited to, the following: 

 Written notes from community meetings;  

 Meeting minutes; 

 Officials’ biographies; 

 Current officials’ job descriptions, business cards, etc., and; 

 Memos and/or e-mails sent by PMs and Operations Managers to introduce the 
officials to the company.  
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Part 4 — Planning an Open House 

A well-planned and executed Open House can play a critical role in influencing elected officials, 
and other stakeholders, who have the potential or power to impact funding for KRA contracts, 
programs, and other initiatives. 

Take note that there are at least two types of Open Houses commonly convened by KRA 
Program Sites, both of which can have positive effects on Stakeholder Outreach efforts.  The 
first is a “generic” Meet-and-Greet Open House, generally targeted to existing and potential 
community partners and stakeholders (businesses; civic and social service agencies; local public 
education, health, and housing authorities; professional organizations, such as Chambers of 
Commerce; training providers/vendors; etc.) for them to learn more about the Program’s 
services, and for Program staff to learn more about them and their resources.  These types of 
Open Houses, though effective Stakeholder Outreach events, generally do not have an obvious 
“political” agenda. 

The second is a “targeted” Legislative Open House, sometimes called a Roundtable, and 
generally convened for local, state, and/or Federal elected officials…current and potential 
stakeholders… to discuss present or pending legislative issues that affect specific areas of 
workforce development programming.  Recent examples are included in the KRA Company 
News article KRA/CTWorks Hosts Legislative Open Houses, which can be accessed at: 
http://www.kra.com/company-news/kractworks-hosts-legislative-open-houses/ 

4.1 Step-by-Step Guidance 
Regardless of the purpose of the Open House, and whether it is held for the benefit of one 
visitor or 100, this section provides guidance on how to plan and implement a successful Open 
House event for any individual or group of stakeholders.  However, since our focus is on elected 
officials at all levels, as well as current and potential funding sources, such as leaders and 
members of COGs and WIBs, let’s frame the effort as an Open House for Legislators, rather than 
a Legislative Open House. 

The Open House planning process must be carefully thought out and executed.  Otherwise, 
what should be an effective and powerful venue for stakeholder engagement could turn out to 
be a disaster…with negative effects that possibly cannot be undone.  The Steps that follow are 
not necessarily sequential; some Steps can easily be implemented simultaneously.  If you need 
assistance, beyond the guidance in this Manual or have questions about planning/hosting an 
Open House, feel free to contact other PMs who have held successful Open House events. 

Step 1 – Selecting a Date/Inviting Attendees 
If only one elected-official…with whom you had a meeting…is expected to attend, Step 1 is 
done! However, if planning an Open House for a group of visitors, Step 1 is setting a date 
(Suggestion: Open House - 6 weeks out; RSVP deadline - 2 weeks out) and deciding on the most 
appropriate type of invitation (e-mail, snail mail, telephone, or some combination thereof.)  
Depending upon the visitor’s level of influence, position, and status (community, city, state, or 

http://www.kra.com/company-news/kractworks-hosts-legislative-open-houses/
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Federal) you will want to be “politically correct” in the level of formality/informality chosen for 
the invitation.  Also, if more than one public official is invited to the same Open House, be sure 
that each knows, in advance, that the other(s) will be attending.   

Step 2 - Determining the Number of Attendees 
Based upon initial invitations, and possibly follow-up contacts, 4 weeks before the Open House, 
you should have enough positive RSVPs to approximate the number of attendees; 
“approximate” because never in the history of gatherings has everyone who said they would 
attend, actually attended, or sent a representative replacement.  Therefore, even though 
attendance may be up to 20% less than expected, plan for the maximum number for materials, 
refreshments, seating arrangements, etc. 

Well in advance of the Open House, inform all staff members about the event and provide 
them with background information on the visitor(s).  HQ should be informed as well, in case a 
Corporate Officer wishes to attend to represent the company. 

Step 3 - Preparing a Program Site Profile 
For distribution as a hand-out, create a one-page (if two pages, copy back-to-back) Program Site 
Profile that includes the following information and statistics: 

 Description of services provided to DOL/WIA and/or DHHS/TANF jobseeker-
customers. 

 Description of services provided to employer-customers. 

 Description of KRA client. (Never hurts to acknowledge the funding organization.) 

 Number of employees, by title (3 Career Agents, 2 BSRs, 1 Job Coach, etc.) Include 
brief description of duties, if possible. 

 Average number of jobseeker-customers that receive services each month, or year. 

 Average number of job and/or training placements each month, or year. 

 A few extraordinary customer profiles: situation upon entry, services provided, 
situation after placement, etc.  Bonus: If those customers could attend and “tell 
their story”. 

 Unique program services for target populations (Ex-Offender, Homeless, Veterans) 

 Business/community partners that provide augmented/special services, CWE, OJT, 
OST, jobs, etc.) 

 Add your own… 

Step 4 – Open House Logistics/Protocols  

 Prior to the event, create a press advisory…which must be approved prior to release 
by your HQ-level supervisor or the Corporate Communications Manager… for local 
media outlets announcing the Open House. After approval, coordinate the effort 
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with the legislator’s press aide who will notify the media of dates and times or 
releases related to the official’s daily schedule. 

 Set aside an hour or more for the Open House, keeping in mind that the more 
attendees, the longer the duration of the event.  Create a realistic schedule of 
activities. 

 Arrange for a good photographer to be on-hand to take a selection of quality, non-
intrusive photos of the event.  Elected officials like to have photos of meetings with 
constituent groups, and may very well bring their own photographer. Have your own 
photographer regardless.  

 Greet each legislator at the front door, introduce yourself, and guide him/her to the 
conference room, where senior staff members have already gathered.  Depending 
on the time of day, a continental breakfast, light lunch, or reception-type finger 
foods should be available.    

 If more than one legislator attends, introductions should begin with the most-local 
elected official, and then the next highest-ranking official. Example #1: You would 
introduce the City Council Member first, and then he/she would (should) introduce 
the Council President, then the Mayor.  Example #2: You would introduce the Mayor 
first, and he/she she would (should) introduce the Senator, the Former Governor, 
etc., and then the others.  Introduce  senior staff members by name and title. 

 Suggest touring the Program Site first, and then returning to the conference room 
for refreshments, discussion, and a Q&A session.  The PM should conduct the tour, 
and as it progresses, briefly introduce the official(s) to the staff and customers you 
encounter.  Ask the legislator(s) if he/she have questions for the staff or the 
customers.  They may not, but if invited to ask a question, usually they think of one 
quickly. 

 Time and space permitting, allow for a structured “meet and greet” with selected 
staff and vetted customers.  Staff: Specific supervisors should explain the operations 
of their departments.  These statements should be prepared and rehearsed prior to 
the arrival of the legislator(s).  Customers: Identify as many different types of 
customers as possible and discuss the range of services, including the varied levels of 
support, case-management, job readiness and placement efforts, etc. occurring over 
a specific period of time.  Customers should (briefly) relate their personal story of 
struggle/success, and how the KRA Program helped them to overcome their barriers 
to employment. 

 While you are touring the site, ask questions in order to elicit lengthier, thoughtful 
responses, for example: “From your legislative perspective, what do you see as the 
key issues affecting employment opportunities for customers receiving job readiness 
services?” 
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 Back in the conference room, the PM and senior staff (including the Corporate 
Officer, if in attendance) meet with the legislators…without customers present…to 
discuss workforce development programs and funding. 

 In initiating discussion, or responding to inquiries, stick to the facts…so you need to 
know what they are.  Do not succumb to emotional arguments or unsubstantiated 
opinions and never, ever stretch the truth. 

 Do not “lobby” the legislator(s) with political issues.  By educating them on the 
operational success of the Program, they should understand the value of effective 
workforce development programs, and view the need for continued funding from an 
entirely new perspective. 

 Discuss the amount and type of documentation that is required for contract 
implementation and compliance, as well as the time and personnel needed to 
complete the paperwork.  

 End the Open House/discussion on a positive note, thanking each visitor personally 
for their time and interest, hoping to see them again soon, etc. 

 Within a week, two at the most, of the Open House, send a personalized thank-you 
letter to each visitor.  Include photographs or copies of news articles, if possible. 

 
 

*                    *                    *                   * 
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Appendix A — Corporate Policies and Procedures 
 
 

Subject:  Stakeholder Outreach  Effective Date:  October 2013 

Responsibility:  Program Manager Revision Date:   

 
 
Purpose:   KRA Corporation encourages Program Managers to participate in stakeholder 
outreach and customer advocacy in order to increase the visibility of the company; to create 
and foster effective relationships with clients and local, state, and Federal elected stakeholders; 
and to equip Program Managers with tools to advocate for workforce development policies and 
programs. 
 
Scope:  This policy requires that Program Managers identify and interface with political, social, 
and economic stakeholders in the immediate surrounding area of the program using the steps 
outlined in the internal KRA Stakeholder Outreach Manual, which serves as a toolkit with “how 
to” instructions for current and newly established KRA programs, as well as those programs 
that experience a change in program management. 
 
Procedure: The Program Manager is responsible for studying the instructions and steps listed in 
the Stakeholder Outreach Manual and, within 30 days of assuming the Program Manager 
position, for implementing the steps, including: 
 

1. Schedule an Open House for stakeholders. 
 

2. Attend workforce development board meetings and/or community forums, on a quarterly basis 
at a minimum, to remain informed about the current issues affecting their constituents. 
 

3. Store reference materials in a dedicated file for access by future Program Managers, including 
but not limited to: written notes from community meetings, meeting minutes, officials’ 
biographies, current officials’ job description, business cards, and memos and/or e-mails that 
Program and Operations Managers send to introduce the officials to the company. 
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Appendix B — Sample Stakeholder Invitation Letter 
 
 
 
 

 
 
 
 
Date 
 
The Honorable Jane Doe 
City Hall 
100 N. Holiday Street 
City, State Zip 
 
Dear Mayor Doe: 
 
There are many challenges facing workforce development programs and systems: funding cuts from 
Congress, increased demand for services, questions regarding program effectiveness, and more job-
seeking customers with multiple barriers to employment. 
 
Since 1981, KRA Corporation has supported the mission of Federal, state, and local agencies that are 
dedicated to improving the lives of individuals and strengthening the communities in which we live. 
Today, KRA is recognized as a national leader in workforce development services due to superior 
performance, innovation in service delivery, and the highest level of integrity.  
 
I would like to extend to you an invitation to visit the [name of program] during [insert month] – at a 
date and time of your convenience – to speak to customers and area employers and industry leaders, 
and to learn more about the issues facing workforce development programs. 
 
We hope to provide you with a forum where we can demonstrate our support for your leadership on 
workforce development programs and discuss critical issues facing [insert City’s] unemployed 
population. 
 
Along with our community partners, we realize the enormity of the responsibility on our shoulders – to 
prepare job seekers for tomorrow’s global economy and to supply employers with a trained and reliable 
workforce.  
 
Because of the great challenges we face in the coming years, your continued support, and that of our 
City Council members is crucial. I look forward to speaking with you soon, and sharing ideas on providing 
job- readiness and training opportunities for [City] residents.   
 
Sincerely, 
 
 
Program Manager 
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Appendix C — Sample Stakeholder Thank-you Letter 
 

 
 
 
 

 
 
 

 
Date 
 
The Honorable Jane Doe 
City Hall 
100 N. Holiday Street 
City, State Zip 
 
Dear Mayor Doe: 
 
On behalf of KRA Corporation and the [name of program], thank you for making time in your busy 
schedule to visit with us on [date].  Our customers, staff, and community partners [if they were present] 
enjoyed meeting you, and each of us is grateful for your obvious commitment to issues affecting job-
readiness, training, and employment opportunities in [City].   
 
Your comments on the growth industries in [City], and bridging the gap between those employment 
opportunities and unskilled workers, made a lasting impression on me and, I’m sure, our customers. It is 
reassuring that you share our commitment to preparing job seekers for tomorrow’s global economy and 
to supplying  employers with a trained and reliable workforce.  
 
I know that your most valuable commodity is time, and we all appreciate that you have shared some of 
it with us.  I look forward to speaking with you again soon.  If KRA Corporation can be of any assistance, 
particularly with technical issues regarding workforce development programming in [City], please do not 
hesitate to call me at (123) 456-7890.   
 
 
Sincerely, 
 
 
 
Program Manager 

 
 


