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Questions 

General 

Q:  The RFP states that GST Michigan Works! Is currently running successful digital 

marketing strategies in the following areas: brand building, automated marketing, 

digital advertising, and web/social media development.  

○ What strategies are currently being utilized?  

A:   Paid Advertising, Social Media, Content Marketing 

 

○ Why are these successful? Why not?  

A:  GSTMW has found more measurable success in a marketing approach 

focused on creating and distributing valuable, relevant, consistent content 

to attract and retain our ever-evolving audience of job seekers and the 

businesses that hire those job seekers with the goal of face-to-face 

engagement.  One challenge we face as a small non-profit is a limited 

advertising budget.    

 

○ What are your current KPIs?  

A:  Cost Per Click. ROI on all ads, Traffic-to-Lead Ratio (New Contact Rate), 
Landing Page Conversion Rates, Organic Traffic, Social Media Traffic 
(and Conversion Rates) 

 

○ Who are your target audiences? Do they change by county? 

A:  The audience is wide and varied based on initiatives, for example: Older 

Workers, Youth (Age 18 – 24), Returning Citizens, Unemployed adults, 

Employed Adults, etc.  GSTMW services all industries, 

businesses/employers of all sectors are included in the target audience. 

The target does not change by county.   

 

Web hosting, development, maintenance, digital/social needs 

Q:  What comes to mind when thinking about your current website?  

A:  It has been several years since it was last updated.  Refining and refocusing the 

website is a priority for the agency.  
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Q:  What are the main goals/functions of your website? 

A:  As the primary workforce development agency in our region our goal is to provide 

up-to-date information for industry and talent.  

 

Q:  What CRM and marketing automation software(s) are you using? Are there 

capabilities in your existing softwares you’d like that are not available? If yes, 

what are they?  

A:  G*STARS proprietary workforce development software.  The agency is satisfied 

with the capacities.  

 

Q:  Please provide additional details regarding the G*STARS workforce system, 

what features are being used currently, how they are being used by GSTMW! 

currently and further insight on integration needs/functionality. 

A:  G*STARS is currently utilized as the agency’s customer visit and services 

tracking tool.  Specific to marketing, the communications department pulls AIP 

reports to share contact data with vendor for updated distribution list and target 

marketing via zip code.  

 

Q:  What platforms are being used for existing ad campaigns and social media 

campaigns? How much media? 

A:  Facebook, Twitter, LinkedIn, Google, all available podcasting platforms, MagLoft. 

  

Q:  “Online website customer data collection” was listed as a need - Could you 

provide some detail on what data is sought to be collected/tracked? Or is this to 

the determination of SSDM what data should be collected/tracked? 

A:  Example(s): 1. Creation of online registrations for agency events via the website 

and transferring those contacts to appropriate distributions lists for ongoing/future 

marketing.  2. Development of white paper or free talent/industry information, 

customer/potential customer requests information and data is collected and 

added to distribution for current/future marketing efforts.  Minimal information is 

being collected.  

 

Q:  “Development of white paper content” was listed as a need - Could you provide 

an example white paper you would need to be developed? How many of 

these/how frequent would you need these to be created? 

https://www.gstars.com/features.html
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A:  The agency currently collaborates to create approximately one per month.  

Example(s): “Merchandising Your Talents” handbook, “Tips for Resume Writing” 

– download top resume templates. 

 

Q:  “Creative content development” was listed as a need - Could you provide more 

details/examples of what types of creative content you would need to be 

developed? As well as insight of how much/how often you would need this 

content to be created. Or is this something you are seeking guidance/strategy 

on? 

A:  The agency would seek guidance ongoing.  As industry demand evolves, the 

agency looks to keep content interesting and relevant.  

 

Q:  “Email Automation - 24 hour delivery upon request” was listed as a need - Could 

you define “upon request” and the role (and tasks) SSDM would play in satisfying 

this need? 

A:  The agency has a team of two full time dedicated communications staff accustom 

to a quick turn around on service requests.  For example: a last-minute request 

to create an online registration portal for an employer event on the agency 

website.  

 

 

Q:  “Conversion Tracker & Report” - Could you provide some examples of 

conversions that need to be tracked? 

A:  For example: number of individuals that downloaded the resume templates and 

were transferred to the marketing system for further contact.  

 

Q:  “Identify anonymous web traffic, use the system to convert contacts/leads” was 

listed as a need - Could you elaborate on “use the system to convert 

contacts/leads” and what system is this in reference to? Could you elaborate on 

what is meant by “anonymous web traffic” as well - is this referring to general 

analytic data or specific to people that are blocking the collection of data? 

A:  This is referring to general analytic data, however the agency is interested 

tracking more detailed information about the current web traffic to develop 

strategy further.  

 

Q:  The request did not mention an ask to redevelop/redesign the GSTMW! site but 

we wanted to ask if you have any additional needs/wants on the current 

GSTMW! website (https://gstmiworks.org/) that are not mentioned here 

(functionality, UX architecture, design look & feel)? 

https://gstmiworks.org/
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A:  It has been several years since is was last updated.  Refining and refocusing the 

website is a priority for the agency.  

 

Q:  Method for tracking performance/analytics - We located a GA tag listed on your 

site. Is there more than one property that will be using this site for data? (cross-

domain tracking, another website, multiple properties within GA?). 

A:  No 

 

Q:  It looks like the site was built on Wordpress, is this correct? 

A:  Yes, the website is built on Wordpress.  

 

Podcasting needs 

Q:  Do you need someone to help locate studio space for you? Do you want your 

own studio space? (There are businesses where you can rent podcast space 

w/equipment) 

A:  The agency currently utilizes studio space offsite and would like to continue that 

practice. Cost of podcasting studio space is included in our current contract with 

our marketing vendor.  

 

Q:  Do you need a team to produce the podcast? 

A:  Yes, the current team schedules guests, organizes prep phone calls, provides 

space, edits content, releases podcast on all major podcasting platforms.  

 

Q:  Would you like to purchase your own equipment or use equipment provided in a 

studio or provided by a team? 

A:  Utilize equipment provided in a studio, fees included in marketing agreement.  

 

Q:  Are you looking for a team to edit/mix your podcast? 

A: Yes, the current team schedules guests, organizes prep phone calls, provides 

space, edits content, releases podcast on all major podcasting platforms.  

 

Q:  Do you have talent to host your podcast(s)? 

A:  Yes 
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Q:  Will podcast branding be different from the GSTMW brand? i.e. Logo, podcast 

name, etc. 

A:  Yes, the “The WORKS!” in alignment with blog and digital magazine.  

 

Q:  Could you clarify an agency’s role in obtaining podcast sponsorships? 

A:  As part of the overall strategy, the agency would collaborate with the vendor to 

identify key organizations to target.  Currently the thinking is that the agency will 

take the lead in securing sponsorship.  

 

Q:  Will there be metrics assigned to the podcast initiative (number of listens, 

downloads etc.) 

A:  Yes, going into the second year of podcasting we will look to benchmark with 

other local/regional podcasting efforts of a similar genera.  

 

Q:  Where will listeners access your podcast? Podcast directories: Spotify, Apple 

Podcasts, Stitcher? Website? 

A:  All major podcasting platforms and the agency website: 

http://gstmiworks.org/employers/the-works-podcast/  

 

Q: Do you have a desired or existing email platform for the email blasts? 

A:  The agency will look to the vendor for the best recommendation.  

 

Q:  Will an email template need to be designed? 

A:  Yes.  

 

Q:  Do you have a list of existing contacts that would be receiving the email blast? 

A:  Yes. 

Publishing “The Works” Blog Expansion 

Q:  “Provide appropriate magazine creation platform” - Is this referring to a blog 

database? If so- is it desired within a third-party hub or a hub directly within the 

site alone?  

A:  “The WORKS!” digital magazine is currently published using MagLoft.  The 

agency would look to the vendor for the best recommendation.  

 

http://gstmiworks.org/employers/the-works-podcast/
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Q:  “Expanded content based on podcasts” - Does this refer to creating blogs/articles 

to accompany the podcasts? Will they live within this hub or separately? Will 

there be blogs created not related to a podcast?   

A:  This refers to developing blog post/articles utilizing content for the podcast.  Yes, 

there are blogs created that are unrelated to the podcast on “The WORKS!” blog.  

 

Q:  “Common technology distribution channels” - Does this refer to social platforms? 

Will any platforms need to be created on behalf of GSTMW! Or are all platforms 

created already? 

A:  This refers to social platforms.  

 

Q:  Can we have more information about “aggressive marketing” in regards to 

business association, leadership, member-based organizations, etc? Is there a 

list of these industry-specific publications?  

A: There is a current list in development, the agency would look to the vendor for 

guidance and assistance.  “aggressive marketing” may be better said as 

“targeted”, meaning the focus will be on business association, leadership, 

member-based organizations within the agency’s service area.  

 

Graphic Design, Brand Identity, and Integrity 

Q:  What is the current perception of your brand integrity? How is this currently being 

measured? Are you looking to pivot this perception and if so, please elaborate? 

A:  This is not currently being measured.  As a member of the Michigan Works! 

system GSTMW operates upwards of 20 – 30 programs and initiatives that can 

evolve quickly. This creates many common misconceptions about who the 

agency is, and the primary focus.  It has been a struggle of the workforce system 

for many years, considering the labor marketing is constantly changing with 

talent entering and exiting the workforce continuously.  Image and agency 

perception will always be a top priority.  

 

Q:  “Co-branding efforts with partner organizations” is requested - Could you 

elaborate on what this relationship would look like and how SSDM can best 

accommodate your needs? 
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A:  GSTMW has many required and non-required community partners.  In our 

collaborations and regional initiative, it is necessary to co-brand marketing on a 

project-by-project basis.  The agency would look to the vendor to assist with 

design and creation in any co-branded project.  

 

Q:  Are you seeking any rebranding or updating to the current GSTMW! brand 

identity (logo, message, fonts, colors, brand guidelines, etc..) from SSDM? If so, 

please elaborate on what do/don't you currently like about GSTMW! brand 

identity and what you are seeking to change. 

A:  No, we are not looking to make any major changes at this point.    

 

Brand Value  

Q:  “Print Collateral, leave-behind materials, posters/billboard design” - Are you 

currently experiencing any challenges with your print collateral? Are you seeking 

assistance in the strategy of what kinds/types of print collateral you should be 

developing as well as design and content or are you seeking design and content 

only? 

A:  The agency is currently handling this in-house, so the challenge is internal 

capacity. The vendor would provide both assistance in strategy, as well as 

design, with content provided by agency staff.  

 

Q:  “Creative Content Development” - What are 3 messages your brand needs to 

communicate?  

A:  

- Our mission: GST Michigan Works! connects and provides industry and talent 

with the assets they need to work together in building a prosperous region.  

- GSTMW! is more than just a place to register for Unemployment – we’re the “Re-

Employment” agency. 

- GSTMW! is the premier organization for all industry and talent development 

needs in the region.  
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Measurement and Metrics 

Q:  The RFP states, “All digital marketing activities shall produce quantitatively 

measurable results identified by GSTMW!” (p.2 - bottom) - Should we assume 

that SSDM may suggest the appropriate determination of these measurements? 

A:  Yes, the agency will look to the vendor to suggest appropriate determination of 

these measurement.  

 

Timing 

Q:  Do you have a general timeline for short-term and long-term goals for the 

objectives outlined in this RFP? A proposed kick-off date? 

A:  Pending final approval of GSTMW Workforce Development Board (WDB) at 

quarterly meeting held Friday, September 14, 2019.  Kick-off scheduled for 

Monday, September 16, 2019. Timelines for short-term and long-term goals 

would be established at the initial meeting.  

Annual Report 

Q:  Will the annual report be printed, or will it be a digital publication only? Are you 

seeking assistance in presenting this information?  

A:  The annual report will be printed and made available digitally.  The agency may 

request the vendor present at Workforce Development Board meetings if 

necessary.  

 

Planning Special Events 

Q: Can you provide some statistics about the Michigan Works! Impact Awards and 

the MICareerQuest East events? A: Detail provided in blue font.  

○ Typical attendance numbers:  

- MiCareerQuest: approx. 4,500 high school students, 100 employers 

- Impact Awards: approx. 200 – 300 awardees, MWA reps., state and local 

legislators 

○ Number of days in length 

- MiCareerQuest: 1-day event, fundraising and promotion is year-round 
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- Impact Awards: 1-day event 

○ Typical venues 

- MiCareerQuest: Dort Event Center, Flint Michigan 

- Impact Awards: Lansing, event is managed by MW Association 

○ Media presence 

- MiCareerQuest: Media invited; tours managed by staff onsite 

- Impact Awards: Lansing, event is managed by MW Association 

 


