[bookmark: _GoBack]- [Connor] Welcome, everyone. And thank you for joining this webinar on Impactful Partner Communications: Principles and Techniques. Just to begin, if you could please ensure that you open the Participants and Chat panels at the bottom right-hand side of your screen, and be aware that this webinar is being recorded. And by continuing to participate, you are consenting to being recorded. Some quick housekeeping just to make sure that this webinar goes nice and smoothly. 
First, if you could please move any electronic handheld devices away from your computers and speakers, just to reduce the chance of any feedback. Similarly, to preserve bandwidth, please close any file sharing applications or music or video streaming. If you encounter any audio issues, be sure to check your settings in the audio pane, and that is located at the bottom side of your screen. 
Fourth, if you could please type any questions that you have for our panelists via the chat box, we will address those during the presentation. Similarly, if you encounter any technical issues with WebEx, select the chat box, and then send a chat message to me, the WebEx host, and I will help you with any technical issues. 
And finally, for our panelists, please be sure to mute yourself when you're not speaking. And with that, I'm going to pass the mic over to Mary Roberto and Apryl McDonough. 
- [Mary] Hi, everyone. My name is Mary Roberto, and I am with Manhattan Strategy Group. I'm one of the TA coaches. I have been with MSG for about three years, and I currently coach Baltimore, Bergen, and Morris, two healthcare grantees and one advanced manufacturing grantee. 
So, I'm really happy to be here today and present on this subject that we might hear too much about but never enough about, especially right now in the trying times that we've been through. 
So, I'm going hand it over to my co-presenter, Apryl, to introduce herself. 
- [Apryl] Hi. I'm April McDonough. And I'm a technical assistance coach at Manhattan Strategy Group. Since the beginning of the grant, that I've been working with these Lorain County Community College System, St. 
Louis, and Alabama as their technical systems coach in advanced manufacturing. And I agree with Mary. We hear a lot about communication, but we never hear enough about communication. And I'm excited to hear the presentations today. 
- Yeah, thank you all again for taking the time. I have a bit of a cold, but I'm going to persevere through and see how we do. Why don't you go to the next slide, Connor, and we'll talk a little bit about the session objectives. 
So, the importance of effective communication, I think, really hit home with the pandemic. Effective communication, especially in times of confusing and trying disstressful times is reliant on centralized messaging, collaboration, and transparency. And it's important for grantees to communicate clearly if they want to improve outcomes, and a settlement towards their scaling apprenticeship program that can last from now until the end of the grant and beyond. 
So that, you know, this topic is so important, not just for right now, but with the changes and evolving circumstances and in the programs and the grantee programs. DOL and the scaling apprenticeship technical assistance team thought it was a good time to revisit the topic. And not just revisit the topic in the sense of let's talk about communication like we've always talked about communication, but let's really talk about communication in light of where you're going and what strategies and principles you're thinking about when you're doing that. 
So, what we're going to do is we're going to learn about some basic principles of communication, some you've probably already heard about, you probably already implement. But really connecting those two to some communication techniques and strategies that some of the grantees are using that we'll be presenting today, some that you're probably using, but really honing in on what you're trying to get out of what you're communicating. 
So, we'll concentrate a lot on that. We've heard through different venues, coaching calls, site visits, and through other venues, the affinity calls, that communication is challenging, and especially right now that, you know, there are so many different partners involved in the scaling apprenticeship process, the programs that are involved, the individuals that are involved. 
So, messages really need to be tailored, and they need to be outcome-driven, because this is short-term, the grant. You know, we only have, you know, so much time to get to where we're going. And with that, you know, messages really do need to be tailored. They need to be really out there with the end goal in mind. 
And so, a lot of the programs that we'll be presenting today will talk about different strategies and techniques that they're using and what those goals really are and what the principles are that those messages are set in. So, we're going to go through those six basic principles and go through seven techniques. 
I'm sure there's ton more, but we'll concentrate on the seven that we have here today. And towards the end of the time we have today, we'll go through the grantee presentations and then we'll talk a little bit about based on some of that information or based on some conversations that you might have already had, what your communication strategy is going forward. 
So, we'll go on to the next slide. Those are the outcomes. So, let's talk a little bit about why we're here. Through the time today, we want to really capture techniques and strategies that some of the grantees are using to help inform, hopefully, your program. 
And some of those really revolve around, you know, some of the issues that we've heard about how do we get employer partners involved? How do we use one voice? What are some good social media techniques to get participant recruitment and retention on track. So, those are just some of the ideas and some of the techniques that we'll connect to the ideas that we're going to offer today. 
So, that's, you know, basically the reason we're a small group, small but mighty group of you all and us on the line or on the call, on the webinar, and we want to, you know, have you participate. So, communication is about back and forth sometimes, and we're hoping that you will be involved in conversation, ask questions, participate in the dialogue, and with one of our techniques, be present. 
You must be present to win is if you can just take some time away from your electronics and maybe multitasking, like some of us do and some of us have done before, to really engage in this conversation and give us your ideas too so we can definitely, you know, dig in deeply to some of the communication strategies that are out there, not just from the grantees here that are presenting but from you as well. 
So, as Connor said, there's a Q&A box in the bottom right-hand corner of the screen for you to ask questions, just communicate ideas. And I know that you all are probably pretty webinared out. So, we invite you to, you know, write down some ideas as you go along. 
Well, we know that adult learners really participate and engage in conversations and retain information by writing things down. So, please feel free to write down information that you're learning for recall and so forth. So, with that said, we will move on to... 
Oh, and of course, share your experiences. That's important here. All of you have experiences and challenges and ideas that resulted from the challenges. So, please let us know what your experiences are as well. We are open and want to hear that. 
Next slide, Connor. So, with all that said, we want you to utilize some of the functionality here in WebEx. And we'd like for you to type in your name in the chat and the project site that you're with, and then one communication opportunity that you've addressed or are attempting to address in your role with the grant. 
So, for example, if you've identified the student engagement is an issue, you might have identified an opportunity to encourage engagement through motivational text messaging campaign or something like that. So, how to get participants to persist in the program, that may be something that you've done. I don't know. 
But that's an example of maybe a communication opportunity. So, we invite your opportunities in the chat and, Connor, if you want to go through a few of those, if you don't mind. 
- Sure. So, it's still coming in right now. But some that I'm seeing right now, just some issues or opportunities out there. We are using a lot of social media and connecting with local service organizations, helping employers understand the return on investment for apprenticeships, sharing metrics with partner colleges. 
Let's keep them coming, everyone. Convening 40 educational partners on a bi-weekly basis, the Ohio TechNet meetings, which is awesome. 
- That's a lot. That's a lot of partners. Maybe a minute left, and if you have others that you want to offer. 
- Also some more social media advertising to potential apprentices. 
- All right. Well, keep them coming. If you think of any that you're currently working with now, some strategies or ideas about strategies and techniques, just type them in as we go along, if you think of others. 
So, we'll dive into the six principles for effective communication now. We're going to review these six. I know there's tons of other principles and ideas. I actually pulled these from the World Health Organization as I was following along the communication of the pandemic recently. 
And how they really are intentional about the communication that they offer to the public, it really sunk in about, you know, these principles are important and they're clear and concise and easy to understand. So, I pulled them in. 
And now, while I think the World Health Organization has a mission that's maybe a little slightly different than yours, I still think and I hope you do, too, that these are valuable principles. And maybe as we go through them, you can think about whether or not they're intact in your strategies and program. 
So, the first one is, you know, is it understandable? Is your communication understandable? And when you're communicating with so many diverse individuals in your project with varied backgrounds, some have backgrounds and business, education, technology, for example, it's helpful for grantees, for all of you to use plain language and tell stories, real stories about what's going on, kind of, connect the pieces and parts by what the ultimate outcomes are and be cognizant of...I know this is for me too, being in government work for my whole career, is be cognizant of the acronyms I use both verbally, and in writing, and in other ways. 
And then making communication visible, that not all of us learn from reading certain things, but you might have to use different techniques and ideas around getting your message across and making sure it's accessible. 
So, I know that may seem very clear, but intentionally accessible is making it available online. Sometimes we have to think about 508 compliance when it is online. Not sometimes, all the time. Hopefully, it is. And ensure that people with disabilities can find the information and navigate it easily. That is actionable, that you understand in your program...those that are communicating about your program understand the levels of knowledge that individuals may or may not have about apprenticeship. 
I know, for me, when I first started learning about apprenticeship, I was like, "You may need to communicate to me in different ways about what that means, about what the ultimate goal is, and who's involved and all of those things. And understanding attitudes. 
Sometimes our political environment dictates what we can say, what we can't say. The current behavior that helps with messaging, that it's positive, and that it really moves the audience to action. 
I think sometimes we communicate, and the end goal is really something that we never communicated. We communicate about process but we don't communicate necessarily about outcomes. Like, what do we want to have happen as a result of what we're communicating? And one example I can use, you know, going into to workforce centers... I worked in a fatherhood program and went into workforce centers, asking how they can engage fathers, and really talked about the program, and not what we were trying to accomplish in the end, is that do you think maybe you can, you know, reach out to two or three fatherhood programs and making it both quantifiable and qualifiable so people really understand what that end goal is and have something to move towards? 
That really promotes behavior change. That it's credible, that there's technical accuracy involved, and it's transparent, coordinated with your partners of course, and that there's a value to understand that you speak as one voice. 
The next piece of being relevant to your audience, advice and guidance that are applicable to them, their families, and others that they care about. And I think that the message needs to be tailored and that it's timely. You know, if you're looking to get 100 people involved in your program and you know that that's your goal, that you need 100 apprentices, that you make that known to people that you're engaging, that can supply those numbers to you, that can refer participants. 
So, those are the six real basic principles applied to the scaling apprenticeship program but taken from, sort of, the World Health Organization ideas, and how they implement their own communication strategy. 
So, we'll move to the next slide there, Connor. Upon thinking about the principles that we just reviewed, we wanted to show you a short video and ask that you think about what principles you believe are most critical in this scenario. Then, how many of us truly get to the place that this bunny got to in this. 
So, why don't you go ahead and play that, Connor? And we'll talk about the principles involved. ♪ Nai, nai, na, na, nai, nai, pa, pa, pa. ♪ - [Bunny] Hey! 
[vocalization] 
- So, thinking about that for a minute, the bunny just cracks me up because it just really says like, "Hey, this is what I need you to do." 
And the bear's like, "Hey, okay, I'll do that for you." But the other two just didn't do that. They're just like, "Okay," and it kind of speaks to what I was talking about earlier, is if you really need something, getting to that end goal and being specific, so walking into a workforce center and saying, "Look, this is what we're doing. You know, we're looking for 50 referrals. Can you supply 50 referrals?" 
and asking real specific and pointed questions that get results. So, why don't you go ahead and type in the chat what you think about the principles related to this specific scenario, the rabbit and the bear. What principles really are important in this scenario? 
I can't see the chat, Connor, because I'm looking at so many things at once. But people are entering things. 
Direct and specific. 
- Yeah, direct and specific. 
- Yeah. 
- I can also bring up the principles slide so that people have a reference. 
- Yeah. I think it's, for me... And, Apryl, you tell me what you think. I think, you know, both timely and actionable are really important here, because they're going to get eaten, right? 
They're going to get eaten. And in the end, the bunny is like, "Hey, take action. Just take me off your list, would you?" And the bear's like, "Yeah, I'll do that for you." 
- No, I agree. I think, for me, when I was watching the video and thinking about the principles was just first understanding what that outcome is. Like, you know, what is the end outcome? And then, you know, accessing information, you know, to get you where you're going and then taking action, you know? 
I think those three really put... And then timely. It was his turn next, obviously. So, you know, he just asked that relevant question. So, it was a really great video that tied in all six of those principles in a fun way. 
- Great, let's move on to some of the principles and then get to the heart of this webinar, really what some of the programs are doing. So, the seven techniques that we're going to talk about and a few of them that the grantees that raised their hand and said, "Yeah, I'll present. We'll talk about..." 
You know, the first one is really about being present to win, and leading with purpose, engaging in meaningful conversations, and really hearing what others are saying, are talking about. And, I think, you know, when I reviewed these, I was thinking about Brené Brown. I don't know if any of you are familiar with her, but she really does talk about this authenticity, which is the second one that is so important when we engage in conversations. 
Setting goals for learning helps us experiment with our identities. So, we're not always right when we communicate. We're not always correct. But there is room always for this experimentation with our identities to say, "You know, I don't really know what you're talking about," or, "Could you explain that a little bit more for me?" 
I do that quite a bit because there's so much information out there and, like, you taking it in every day, sometimes we have to step back. And if I went into every venue acting like I knew everything, that really wouldn't be authentic. And there has to be room for these exchanges back and forth about what we don't know. 
What is an apprenticeship program? What are you trying to accomplish? How are you getting there? What are some of the barriers that you're experiencing? If your partners know more about that and hear that from your voice, that is authentic and you are being present. 
I'm just explaining about that. And another piece of this, a technique that really came to mind for me in practice really is ensuring equity of voice. I was recently involved in a training that is called strategic doing. Some of you might be familiar with it, kind of, moving away from the hierarchy of strategic planning and moving more around networks and trying to get things done, and how important equity of voice is, and being intentional on making sure everyone's involved in the conversation. 
I know you're probably familiar with those meetings where people sit back and they're just kind of taking it in. And to a degree, that's okay. But really getting a team together that's cognitively diverse, some that look at the forest and others that look at the trees, so to speak, those that are big picture thinkers and those that are really detail-oriented, bringing them together really helps move things along. 
And then this other piece of, you know, a technique that really resonated for me, too, is about showing me and not just telling me. And I think about this in terms of the data that I see with apprenticeship and other projects that I'm on is that we don't all look at data and understand it the same way. 
So, I was reading a book by David Holston that you might want to check out about seven exercises to solve strategic communication problem, using some strategies like drawing, and words, and images, and mapping. 
So you can be sure that you're touching on at least more than one modality of understanding information. We can move on to the next one, Connor. And this is another one that I love, asking a beautiful question. And this, again, comes from the strategic doing process and many other processes that are out there in terms of facilitation and engagement and one we might talk a little bit more about in terms of engaging partners and sustainability is David Cooperrider's work around moving people in the direction of conversation. 
So, when you go into venues and you're like, "Well, here's the problem," or, "There are some challenge that we need to overcome." Instead of approaching it in that way, you would come to the conversation with an appreciative question that is more positive, like, what would it look like if our program was sustained beyond the grant time? 
What would students feel? What would participants feel? What would employees feel? What would our employer partners feel? What would that look like? That's more of a positive way to approach communication. Coordination and communicate in one voice. 
We've heard a lot about this. And you all have talked quite a bit about this as having different people going to employer partners with, you know, different ways to explain apprenticeship really confuses them. And how to speak in one voice, how to really move forward with what you want to accomplish and not necessarily the same verbatim sort of way. 
But you're essentially saying the same thing. I know when I talk to Bergen, for example, they have... You know, almost every time I'm in a venue, they say the same thing. No matter who it is talking, they're saying the same thing about their program, what it is, what it's about, what their goals are, and so forth. 
And I know there's many of you that do the same thing. So, how refined is that? And then we have the other technique of using social media. It's such a big 24/7 opportunity in the nature of the internet and what it can provide. So, that's a particularly useful strategy. 
And the way the technology... When I mentioned the technique, or opportunity, or idea around behavioral interventions and texting to get responses and get persistence in programs, that's one way to do that. And it's becoming more widely utilized now that the pandemic is, you know, almost two years in and many schools were trying to get their students back on track. 
And they use that as a way to pull them back in and get them participating in virtual class. So, there's all these different techniques. So, what I want to do now is hand this off to Apryl and have the programs, Dallas, SUNY, Morris, and Lorain talk about some of the strategies that they're using related to these techniques and the foundational principles that they think about when they put the strategy or strategies together. 
So, without further ado, Apryl. 
- Thank you, Mary. So, Connor, would you please go to the next slide? So, with the discussion, we... and she's going to be presenting and talking about being present to win. Amy? 
- [Amy] Thank you, Apryl. Thank you also, Mary and Connor. All right. So, thank you, everybody, for being here today. My topic today is about being present to win. And so, as you know, society is moving fast, faster than ever. And the sad reality of our stimulus saturated world today is that with so much coming at us, we never seem to have enough time for anything. 
How many of you are looking at your phone right now, or your email, or your social media account? Our team's projects and our organizations pay a price. And so, as we think about it, our overstimulated culture means that we're no longer in the moment. 
We're distracted personally and professionally. Even work-related interruptions can cause disruption to the momentum with your daily tasks and your daily interactions with others. And as a result, we lose touch with what's really going on. We fail to think ahead, and we fail to think deeply. And we also can lose the passion that makes this work really great. So, if you think about leadership and being present, there are transactional interactions and there are personal interactions. 
So, the premise of being present to win is surprisingly simple. Leaders who win are those who understand what it means to be fully present. That means physically, mentally, and emotionally, and in other ways, too, that you could think of, in the day-to-day of their work. And so, successful leaders do not see their interactions with others as transactional, another task check-off, for example, but rather they make time to truly engage with the person. 
One of my best mentors was excellent at this. He was a high power director of a cancer center. But when I had my 30 minutes with him, he was with me. He wasn't thinking about anything else or paying attention to anything else. But when that time was up, it was up. He would literally turn around in his chair and look back at his computer and move on to the next thing. But the time that we had together was extremely meaningful, and productive, and really flourished over many years. 
So, how do we slow down and lead with purpose? Some ideas might be to reduce distractions, to take a moment between meetings and set yourself up for success mentally, to leave baggage at the door. That can be really tough sometimes. The next middle circle there on your screen is engage in meaningful conversations. 
And so, you can do that by being prepared and preparing your thoughts or an agenda in advance of any formal meetings. Do your homework in advance of meetings and advance of the print. Perhaps if you're in a supervisory or mentoring relationship, you have to keep in mind that relationships are a two-way street and not see it as an inconvenience but rather as an opportunity to truly engage in meaningful work and conversations. 
And so to do that, we would also think about being equally interested not only in the work that person is doing but the person themselves and then to also seek an opportunity to serve others by enabling their own professional growth. And last on the slide, how do we really hear what others are saying? So, one technique might be to summarize the meeting and identify action steps. 
You can also ask for feedback and opinions on ideas. And then paramount to all of this is listening. And maybe not necessarily trying to solve all the problems or be quick to assume but just listen to what others are saying, contemplate on it, and see if what they're seeking is a solution or if they're just wanting to kind of get something off their chest. 
All right, the next slide, Connor. So being present, as a leader, is about intention, focus, and service. We know that, in order to be truly effective, a transformative leader, you must be there. And as a leader, you'll be more informed, more aware and make better decisions. 
Your people will see the benefits as well. They will be more understood, more engaged, and make better decisions. And they'll be more likely to willingly follow your lead. So, to be all in, you need a plan. And as Mary said, we need to keep the end in mind to make that plan. So, when you're thinking about that plan, remember that great leadership is not random and it doesn't happen by accident. 
It is a product of deeply rooted intentionality. And so let's just do a quick exercise. Think about the last meeting you had with a co-worker or client. And feel free to drop any ideas in the chat or comments. But were you really present at this meeting? Were you speaking to the other person, preaching to the other person, or were you listening? 
Were you asking them or telling them something? Were you curious about the work or their thoughts and ideas or were you just certain about the way that things should be or ought to be? Did the other person feel valued or diminished? 
Were they connected or disconnected from your conversation? Were you rushed? Were they rushed? Did it seem like maybe the meeting was an inconvenience? What prevented you from being present? And what were the consequences to you and to the other person? And so to wrap up some very high level ideas on being present to win, we'd like for you to take some of these thoughts and ideas and create a plan for how you can become more present moving forward. 
So somebody said they were present but not completely prepared. 
- Yeah, that was me, Amy. That was me. I was thinking back and I was present, but I wasn't completely prepared. But yesterday, I did talk with a colleague to bounce some thought process off of I don't think I'm being effective and realized where my ineffectiveness was at key. 
And I came up with a really good plan, thought it through last night, and have a really good process for moving forward with that but... 
- So, Mary, are you covering this slide here or you want me to go through it to the next one? How do you..? 
- Either way. 
- Okay. You're right, I can take it. I can take it. So, related to this technique, which communication principles are most important to you and why? So, thinking back through the principles listed here by the bullets and thinking being present to win, type in the chat, in being present to win, what would be most important to you as leaders or for your leadership? 
What would be most important to you? And also, if you have questions for Amy, on the topic of being present to win, put those in there. So, Amy, I do have a question while we're waiting for the folks to, sort of, you know, type in their questions and think that through. When you're implementing this, you know, within your organization, with your grant, is it something that you review often to make sure, kind of, reevaluate and refocus as you move through different segments of the grant? 
- Sure. So, I think that especially as we're... I mean, even with internal and external partners, right? So, we have a whole team of people that have...you know, they're spread thin. Everyone's trying to do the best that they can and it's really tough to stay focused. And so, with my team, I try to emphasize that, no, we're going to, you know, keep reprioritizing and thinking about what is meaningful and trying to listen to what people are telling us so that we can actually deliver a meaningful apprenticeship program for our employers. 
And also, as we're thinking about scaling and bringing this, you know, to many people who we've never met before, you know, those first impressions, if you're not present, it's very tough to keep them engaged and get them on board. 
And so, as we're thinking about that and really, like, closing those deals, if you want to put it in sales terms, it really is critical to listen to what the employers are saying during the meetings and to make it a two-way beneficial partnership rather than just saying, "Hey, we've got this thing. 
You should do it," because a lot of times, they'll say, "Well, what's in it for me?" Because, you know, we're not paying salaries. It's not like we have like... They hear this huge number, "Oh, $12 million," or whatever it is, and they don't understand how that could only pay for, you know, this much training. 
- Right. 
- So, just be sure to be clear but also helping them understand how it could be a symbiotic relationship. 
- Very nice. Connor, do we have any questions in the chat or any comments? 
- No questions so far, but we do have some comments saying that in terms of communication principles relevant to this technique such as understandable. You must completely understand what's expected in order to be effective in meeting the goals and objectives of the project. 
Furthermore, another person said that it's accessible, and sometimes it can be difficult to be 100% present during highly scheduled days when meetings are back to back. That's what we have right now. If anyone else has any more comments or questions that they'd like to ask, please do so in the chat. 
- Amy, would you like to comment on any of the two comments that were put in there about understandable and accessible, especially in times of overscheduling? Overscheduled? 
- Sure, sure. I can comment on both of those. So, the first one, about understanding what's expected, certainly we need to understand what's expected. I think that it's easy to make assumptions that people do know what's expected of them. And so, as a leader, clearly communicating what that is more than once a year is very helpful. 
We're all so busy, and this ties into the next one. It is difficult on these highly scheduled days where everything is back to back and you don't even have time to catch a breath. So, you know, I think that that's about, you know, trying to take that maybe even if it's just 30 seconds and say, "Okay, literally take a couple deep breaths here," and trying to switch gears mentally, so that you can be present in the next meeting. 
- Very good. Well, thank you, Amy. Any other questions or comments for Amy? 
- We have a couple more comments on accessibility and understandability. Accessibility is key to my leadership. We've had such a change in environment since grant inception and accessibility is really key. For understandability, apprenticeships can be highly confusing. And if the audience doesn't understand its basic principles, then it's a meaningless interaction. 
- That's true. 
- Very true on both of those. Very true - And one other thing that I didn't have time to get into but is related to this idea of what the expectations are, is keeping in mind that folks have different work styles. And as you're, you know, working on a team, you need to keep in mind, you know, who wants really direct communication? 
Who needs some time to let things absorb and then, you know, come back to you? So, just remembering that that's different. And, you know, I am a big believer in, you know, using work style assessments to measure that and to create a common framework and terminology around that sort of thing. So I would recommend that as a tool as well. 
- That's a great recommendation. Mary, do you have anything to add on this discussion? 
- I don't. Thank you. 
- You're welcome. All right. So, Connor, would you go to the next slide and we can go to our next presentation. This is SUNY with the State University of New York. We have Mary Kohan presenting on one voice. Hi, Mary. 
- [Mary K.] Hi, everybody. My name is Mary Kohan. I'm here at the State University of New York, also affectionately known to everybody as SUNY. And I think that is a testament to some of what I'm going to be talking about, that we are known as one thing. We have one message in terms of the voice in which you're communicating. And to give you some background in terms of how large our system is, SUNY, State University of New York, is the largest public system of higher education in the entire country. 
We comprise of 64 campuses, which include state operated campuses, 4-year colleges, and 30 community colleges. We're enormous. We serve 424,000 students and we actually serve 2 million adult education students as well. So, when we talk about our system and our campuses, we're enormous. 
And the idea of having one voice to communicate who we are to the public is pivotal to our success as a system that is this large. Right now, we are running a campaign for the system at large called SUNY For All. And I love that, because that's, sort of, how we want to see our system. 
We want to see them as a system of higher education that can serve you anywhere you are in any pathway, in any point on that pathway. And I think that's really pretty integral in terms of apprenticeship programs, our apprenticeship programs and the way we are actually utilizing that type of communication, that one voice, to communicate what our apprenticeship programs are about here at such a large system. 
So, you can go on to the next slide. So, before I get to this, and, sort of, the very specific points of some of the marketing that we've used in terms of our one voice is that under our system of 30 community colleges that we serve using apprenticeship programming funds, we identified 11 campuses to actually help us in that marketing initiative. 
And what we did is we put out a request for a proposal for campuses to come to us and, sort of, act as apprenticeship advocates for different regions of the state. When we thought about how best to roll that out, we envisioned three specific hubs. Three campuses that were really strong on apprenticeship programming, had very strong relationships with employers in their regions, and specifically to advanced manufacturing, which is the sector in which we're focused on. 
We decided to give the opportunity to all 30 of our community colleges campuses to help us in this initiative, and we ended up with 11 campuses statewide helping us with that. And within that, they tried several different modes of communication to try to sell apprenticeship programs. And what they came back to us with were ideas in terms of what was successful and what wasn't. 
And these are some of what they came back to us with. I know someone mentioned, you know, the companies that we're working with, employers who are new to apprenticeship want to know the very first thing of "what's in it for me." In the State of New York, unlike some of the other states out there who have apprenticeship grants, we only see apprenticeship as one way. 
It's registered apprenticeship. We have a very strong registered apprenticeship program in the State of New York. And the State of New York Department of Labor, doesn't see apprenticeship really in any other way. When I mean registered, I mean, it's registered to the New York State Department of Labor. So, sort of, industry recognized apprenticeships or federal apprenticeships, though they're recognized, they can be federal and state registered. 
SUNY, as a strong partner with New York State DOL, only sees apprenticeship in this registered format. So, what's in it for me? Well, there are actual tenants that belong to that through the New York State Department of Labor. But the messaging whether or not it's a state registered apprenticeship program or a USDOL apprenticeship program or an IRAP, all of that is similar because apprenticeships, whether or not there are any of those modalities, run similarly and the benefits are similar. 
So we ensure that that message is communicated consistently. You are providing for a highly skilled workforce. You are creating a pipeline of qualified applicants. You're retaining a workforce. You're increasing your efficiency and productivity. Apprenticeships are popular in the State of New York because they are flexible, they are customizable, and specifically, since they are supported by the Department of Labor in the State of New York, they're very structured. 
And I think the point of looking at hiring models that include apprenticeship, what you're doing is you are increasing employee retention and attendance, and improving employer/employee relationships. And, again, with that registered component in the State of New York, we have requirements for all of those that are pretty structured. 
So, the "what's in it for me," whether or not it's a healthcare employer, an advanced manufacturing employer, a small company, a large company, all of those apply because they are so structured through our Department of Labor. You can go the next slide. Someone mentioned on the chat, and I paid attention to this. 
With the highlight the return on investment, I think that's everything. Under our grant, we're offering up to $5,000 per person at a SUNY to cover tuition and costs. That goes really far at a community college here in the State of New York. We align that $5,000 at SUNY with SUNY credentials, including microcredentials, which is stackable courses that can lead up to a degree that are more than a certificate. 
So, that piece, that $5,000 across the system, you can get really, really far. You can take courses that articulate to our SUNY state campuses. And we ensure that we are sharing that type of information not to say that somebody is getting related instruction that's covered by funds towards the career, but you are getting that SUNY credential, and that's what really stands apart from just a registered program where there's in-house training or an online education portal used to support the related instruction. 
The employers really latch on to that SUNY, that you're getting a SUNY course. You're getting a SUNY microcredential. You're getting a SUNY certificate. We are upskilling potential apprentices using $500 in pre-apprenticeship funds. Very interesting for the State of New York. 
Pre-apprenticeship is not actually something that is overseen by the New York State Department of Labor versus registered apprenticeship, which is, as I mentioned, a very structured program. So, we have allowed our campuses to somewhat structure that pre-apprenticeship training as the campus sees fit in the region and how they can support an employer who has an apprenticeship program. 
So, I wouldn't want to say it's much more flexible than some of that related instruction funds because a pre-apprenticeship program based on our campuses' creativity can be somewhat what they want it to be. On-the-job training reimbursement. We have a training reimbursement that supports employers that are under 50 employees or less, which is a new funding for us. 
And that's really, really important money that we didn't have necessarily to direct it to the employers themselves. New York State has tax credits as well as another large grant. It funds up to $10,000 per related instruction for a registered apprenticeship in the State of New York. So dollar for dollar, no working training method packs as much of a punch for apprenticeship as it does here. 
On average, employers realize an average return on investment for $1.47 for every dollar invested. Additionally, every dollar invested in apprenticeship leads to public return of approximately $28 in benefits. And because the State of New York recognizes apprenticeship as being such a useful model, there are funds to support that in the continuation going forward. Next slide. 
Strengthening your sales pitch to employers with data. We found from our 11 campuses that they find that using data is really what somewhat sells apprenticeship to an employer. We have a proven approach over 150,000 businesses have integrated apprenticeship model in their talent development strategy across New York state. Some more numbers to throw out to you that aren't necessarily... 
Oh, no, they're on there. In terms of how many programs are there in the State of New York as well as sponsors, but studies show the average retention for apprentices completing programs is 91%. Nationally, there are 550,000 apprentices. But in the State of New York alone, we have 920 programs and 608 sponsors. And just to tell you why that is a little bit different of a number between one another, it just means that sponsors can have more than one program at the same employer. 
And we recorded 18,216 apprentices, but actually I can tell you that number is up to over 19,000 apprentices in the State of New York alone. And as I mentioned, that we recognize apprenticeship as New York State registered apprenticeship, and that is active in all sectors, advanced manufacturing, healthcare, energy, information technology, and transportation. 
The last thing I just wanted to point to is that we did create a CRM platform to serve our needs in terms of employer interactions going on with those 11 subawarded campuses and who they were meeting with. And to give you some background on that, we were finding that some companies were meeting with different campuses, and not knowing that that campus or that employer had already met with a different entity or a different campus about apprenticeship. 
And that was getting really confusing. So, what we decided to do is create a tracking tool for campuses to utilize all of their interactions and to record their interactions on the tracking tool so that campuses and other stakeholders could see where a company was in conversation, who they were speaking with. 
What was somewhat disturbing is when a campus would spend a lot of time sitting with an employer who was actually even already registered as a sponsor for apprenticeship. So, we looked back at ourselves and we said, "Our communication, there's something seriously wrong with it if campuses are spending time, and manpower, and funds to talk to an employer that actually already has a program." 
So, most likely what was happening there is they were talking to the wrong person at the company or the company where they had the apprentice program is in a different location. So, to somewhat ensure that that wasn't happening and that campuses could see what companies were being engaged with, we ensured that our 11 campuses had access to this tool as well as our apprenticeship association. 
Associations that act the stakeholders with our grant that act statewide and workforce development boards, in addition, could see what type of interactions were going on across the state with what employers and how far within the communication, sort of, process, a campus and an employer were at. So, that's sort of what came out of our subawarded project. 
- Excellent. I'm not sure. Oh, I'm sorry, you weren't finished yet. 
- Oh, no, this is just a slide just to chat. If you're interested in learning more about anything that we have going on with the State of New York apprenticeship programs, you can contact any anyone here as well as we do have a website, apprenticeship@suny.edu... I'm sorry. That's our mailbox. As well as our website www.suny.edu/apprenticeship. 
I just wanted to ensure that everybody had access to that. 
- Very good. So, I think in the presentation, I'm not able to click on the links. Would it be okay if we put the links to the form in the spreadsheet into the chat for the folks to kind of grab? 
- Yep. Well, so I could put the link to the form, but people on the call will not be able to view the spreadsheet because that actually only has limited shareability. But, certainly, we can share the forum. And if anyone's interested in learning more about how we created it, we can talk offline on that process. 
- Great. So, you had a lot come out in that presentation, Mary. So, everyone, as you go through the presentation information that we just went through, think back over the list of the six principles. 
And they're listed here and think about, based on the presentation and what you heard, what would be most important and most relevant in that discussion and to you? And also any questions you have for Amy. I had a couple questions that came out of there that I thought of Amy. 
Well, the second question you, sort of, answered. With all of the one voice, you know, I think it'd be overwhelming for the data collection and the reporting but you, sort of, answered that with the form in the spreadsheet and the reporting. 
So, that's a really great technique that is going to... I can see how it would absolutely reduce so much redundancy. And the fact that you shared the information with the workforce investment boards, it can identify new employers, new companies and also be able to continue conversations and allow, like, a lead score or supervisor to look at that spreadsheet and ask folks, "Have you reached out? How are they doing?" 
And it just gives opportunity. I can just see the opportunity coming out of there. So, folks, you know, while we're talking here, if you have a question for Mary, just want to put that in that box there, and we'll get to those questions. So, what do you think attributed to the success of the one voice, especially for the amount of institutions and people that you serve? 
Mary, are you there? 
- Could you ask that question? Sorry. Could you repeat your question real quick? 
- Sure. What do you think attributed to the success in the one voice? 
- I think what we've said today is ensuring that your stakeholders have the same exact messaging. That's a big priority for SUNY at large with all of our campuses, our faculty administrators that are working, that you are part of the SUNY system team, you're part of the SUNY family, the SUNY For All initiatives. 
So, in engaging with stakeholders that are outside of the SUNY team, we've ensured that they have that same messaging. And I think the same is true with apprenticeship. As I mentioned, I came up with a couple of techniques that have worked with our SUNY campuses. But to ensure that the message is the same and that everybody is aware of what we're asking, what we are. And when an employer goes and speaks to someone that is not from SUNY, not from a Workforce Development Board, or an association stakeholder and they mentioned the word apprenticeship and the employer says, "Oh, that SUNY thing," I feel like we know that we're doing the right job because actually... 
I mean, it's not our program in the State of New York, we're just supporting it. But if they can associate apprenticeship with SUNY, then I know that we've achieved the right messaging. 
- Very true. Connor, do we have any questions or comments in the chat? 
- We do have one. Well, we were already talking about sharing that form. But someone else asked if SUNY could share some of their outreach materials because they'd love to review their messaging and replicate the program. 
- Sure. And also it is available... All our marketing materials that we've utilized have been approved, are on our website. So, I can actually put that website in the chat. 
- Thank you. 
- And if anyone has any other questions for Mary, please put them in the chat. 
- Thank you, Mary. The link to the website is just put in the chat, too. So, feel free to snag that. And continue, for any of the presentations as we go through, to put your questions in the chat. And if there's a specific presenter that that question goes to, just put their name or school or you know who talked about and we'll help you try to figure that out. 
But thank you, Mary. That was a great presentation. I appreciate that. Connor, could you go to the next slide? Next, we have the County College of Morris. So we have Kimberly Whelan. She is going to give us information on social media and give us a presentation on that. 
Hi, Kimberly. 
- [Kimberly] Hi, Apryl. Thanks so much everyone for attending today. I really appreciate it. Again, you can call me Kim. My name is Kim Whelan. I'm currently an apprenticeship development and coordination specialist at County College of Morris. For our grant that we're focusing on within CCM is our Advanced Manufacturing Scaling Career USA Apprenticeship Grant. 
A long title, but we're focusing on recruitment for students and employers for apprenticeships within advanced manufacturing. Next slide, please. So, my main goal of the presentation for the social media aspect is just to really understand what we're doing at CCM, what's working, what's new ideas that we thought of. So, the first piece that I'm going to focus on is the participant outreach and recruitment strategy. 
So, one thing during the pandemic is, as everybody here has experienced, there was no really in-person interaction. So, one thing that we focused on was our virtual information sessions to really get our name out there and also because this is a new grant started a little over two years ago. So we were trying to build a different platform on our social media for advertising, our social media, our virtual information sessions for students. 
Currently, on campus, we have student tours, which we schedule. We're trying to make a more consistent schedule, but we're trying to bring them in to show them what advanced manufacturing really is. We also have engagement with our local partners. The big part about County College of Morris is being the community's college. So, we're really focusing on reaching out to our one stop, our non-profit organizations within the community, also our county jails, and also local high schools, technical schools, how many people we can reach within social media as we can. 
And the campaign itself really mirrors our outreach to the employers as well. And the last piece here on this site is the social media that we use for our platform. So we're using Instagram, Twitter, Facebook, and LinkedIn. And just to highlight on the right-hand side here is just our most newly updated flyer that we use to send out to students and employers as well. 
And we are rebranding just everything for CCM. So, we do have different colors and also new branding strategies from our marketing department. And just one thing to focus here is we have our highlight of our building of what it looks like. And then also just catchy phrases that are highlighted within the actual post itself, which we share this on our social media platforms. 
Next slide, please. The next piece is utilizing LinkedIn to promote your program. So, I was fortunate enough in my previous role, I was a recruiter that used LinkedIn to recruit for manufacturing roles. So I think LinkedIn is a great tool to reach out to these recruiters, HR managers, and employers in general just to really get the name out there and really talk about apprenticeships. One thing for the actual LinkedIn itself is the first thing you really need to do is your research, whether it's students or employers that you're trying to connect with. 
So, just really research in different platforms like Indeed or LinkedIn to see what positions are actually out there that you could actually partner your program with for apprenticeships. You don't want to reach out to a company and say, "Oh, you know, this doesn't even match what we hire for. We don't even make these types of products." So, really understand and do your research before even trying to connect with them on LinkedIn. 
But once you identify a few employers that you could possibly partner with, that may be interested in apprenticeships, you can go on in LinkedIn, the actual site itself, and just research different types of companies in which I go to the people within our area and connect with, again, HR managers, Director of Operations, and it really gives you a better idea of what their role is within the organization on their LinkedIn profile and also really seeing how active they are on LinkedIn and social media to see which target audience you can have within the actual company itself. 
And then the more connections you make, the better. I was just telling my manager this morning that since working at CCM, I've added 500 connections on LinkedIn more than I had before. So, again, I think it's a great tool to use and just really be the voice not only for your community but also for the program. 
So, it's really focusing on how you want to strategize yourself on LinkedIn or any social media platform. Just, for example, we usually post about every single Monday, manufacturing Monday, another hashtag to get your name out there and what you're really focusing on. And then one thing that I really learned within working with employers is when you're talking and having that initial conversation about your program, the first thing I go over is, "Hey, tell me your challenges that you face on a daily basis, monthly basis, yearly basis for your company." 
And the one thing that I really try to post within the social media, just pictures and slogans and everything like that, is what they're currently struggling with. Many employers have established, you know, "I'm really struggling to have dependable employees that show up to work every day, or they're actually on time for work, or do they have any just basic skills?" 
Again, a first question I ask in a social media post. Another thing we actually do here is we bring companies in before even committing to the program to show you where they're learning, what they're working on, and again, really establishing those basic skills for the program in itself. Next slide, please. And utilizing Instagram to promote your program. 
So this is where we really try to reach out to employers and students. So, when you're connecting with the students, I think the biggest thing is to really make sure they understand what they're going to learn. I think something that we've really learned throughout this process is people don't really know what advanced manufacturing is. They think of an old, you know, dirty shop that, you know, they don't really want to work in. I think it really supersedes how far manufacturing has gone. 
And also targeting parents as well for students. I mean, I think that working with training programs and just different types of workforce development programs, there's options for students. So, I think really targeting them on social media, you know, following the community college group student pages, following the employers, following non-profits, I think really building your platform in that way and really getting connecting with as many people as you can. 
Just to give you an idea of how we use our profiles in general for social media is, you know, we have a weekly schedule. We're promoting our information sessions. We're promoting our students course. So, once we established a schedule, we post, you know, every Monday and Wednesday before the information session, and then we do a feature Friday for testimonials from students and employers. 
Again, the whole idea is just really marketing your program and the great things that you're doing. I also think there's a lot of options for students and employers that they don't really realize that these types of programs exist. So again, as many audiences as you can reach, the better. You can add posts to your stories as well on Instagram. So, once you post, people are like, "Oh, we forgot about it." You can actually go back to the page and look at the highlights to show, "Okay, this is the advanced manufacturing program. Let me see what it looks like." 
Another idea besides the highlights is also a lot of live videos. I think to show what your shop actually looks like and what the students are working on really gives them a better idea of what to expect when they go into the program and also shows the employers as well what they're working on and learning within the environment as well. And then next slide, please. So, here are our resources on the page. 
We actually have a one website link that we have all our information on there. We have a recorded information section already. If students can't attend the ones we have, we have sign-ups for our information sessions and student tours. And then we have our fliers on there. There's a lot of ways to really utilize social media. I think the biggest aspect in general is just really market your program to the best of your ability. 
You know, more meanings like this to get new ideas really helps as well. So another just last thing here before we go into our question is really focused on marketing your materials, use the company logos if you do ask for them to advertise to show that these are companies that students could actually work with, and then really focus on your resources. 
Post as much as possible but not too much. But having a structured schedule can really help organize your thoughts. You don't want to overflood social media, but you also want to have a consistent schedule to make sure that you are getting the word out there as much as you possibly can. Yeah, that's all I have. 
- Well, Kim, thank you. And to your point about posting, posting, posting, I know that for social media at one point, years ago, I kept seeing an ad for this university come up. And at first, you saw it and ignored it. 
Then you saw it and it annoyed you. And then at some point, the interest piqued. I went and finished a degree. And, you know, you do want to remain relevant and continuous in there. And people do move through that, ignore, you know, "Ugh, here we go again." And then at some point, that interest is piqued enough that they do click on that or at least seek additional information. 
Great job. 
- Thank you. 
- So, as we're going through finishing up with Kim, still related to the topic, which communication principles are most important to you and why? And if you have any questions, I think I see a question in the chat there. Connor, would you read that out for us? 
- Absolutely. So, Kim, have you thought about doing a newsletter? We were thinking about doing one and wanting to know if you've done it or had success with. 
- We have not done a newsletter, but that's a great idea, so thank you. But one thing I think we're definitely trying to do that we have done previously is that we do quarterly meetings with our partners. And it's a board meeting just to say, "Hey, this is what's happening in our program. 
This is what's updated and changed," but also really learning from the industry to see which ways we can adapt to make our program more adaptable for them and for future employers. So, that's kind of a way that we've been keeping in touch to see updates, but a newsletter would be awesome for just students in general. But thank you for the idea. 
- Right. Are there any more questions or comments? All right. Well, thank you, Kim. That was great. I'm sure you're going to be hit up with a few more questions. But we're getting close. 
I want to make sure that we give enough time to Lorain and also for Mary to finish us out with her next steps but thank you. So, up next we have the Ohio Manufacturing Workforce Partnership, Lorain County Community College. Presenters are Sara Tracey and Bernie Gosky, and they're presenting on the one voice. Hello, ladies. 
- [Bernadette] Hi, Apryl. Thanks for having us this afternoon. Appreciate being here. 
- Well, thank you. 
- So, if you'd like to go to the next slide. So, as Apryl mentioned, we're going to be talking about the Ohio Manufacturing Workforce Partnership this afternoon. And although Lorain County Community College is the lead grantee on our scaling apprenticeship grant, we are closely partnered with the Ohio Manufacturers Association. 
This was a strategy that we adopted under our [inaudible 01:15:41] grant and realized that, as educators, we can be working so hard and doing everything we can to make connections. But having an ally and a partner like our manufacturer associations, the Ohio Manufacturers Association, it has really had a positive impact on our project because they're the experts. 
They have the wonderful understanding of their industry and the connections that are available to be made. We took on the sector partnership piece of the name of the scaling apprenticeship grant really seriously in Ohio, and many of our subrecipients are actually industry sector partners. 
And so it's been really great to encourage our educational partners to engage with this project through their regional industry sector partnerships. 
Here's a map of our project. And what we did was we took Ohio and divided it into about 12 regions. And this is how we're managing the project. So, just like every state, we have, you know, quite a variety of partners, some in really densely urban populations and regions, some are really rural areas. 
The green and red area identified on the southeast corner of this map is the Appalachian region of Ohio. And as you can imagine, that's a vast region to try to coordinate one voice. But so far, so good as far as the way that we are able to communicate with this group. 
So, go to the next slide. So, my role in this project, one of them is that I'm the project manager for a consortium called Ohio TechNet. 
And Ohio TechNet is a consortium that includes 23 community colleges, 7 universities, and a dozen career tech centers. And under TAACCCT, Ohio TechNet was created with 11 community college partners. And it was really at the encouragement of the OMA that we expanded the footprint of Ohio TechNet and engaged additional partners because that has kind of become our one stop shop in Ohio. 
If manufacturers want to come and speak to educators about manufacturing education and training, they know that they can come right in our front door, which is the Ohio TechNet door. And a lot of times those interactions take place via the industry sector partners, and they'll bring issues to our door. 
And so, as we are trying to solve regional needs, we have a pathway to a statewide partnership. And we have gotten the attention, like many of you on this call, of our lieutenant governor very interested in this project and the workforce development initiatives that are trying to solve... 
There's a desperate talent situation right now. So, the way we do things, we partner for solutions. As mentioned, we have all of our educational partners. Our state agencies are partnered with us for this project, as is the OMA. Engaging employers. It's a multifaceted approach. 
Not only is OMA engaging employers but as, you know, business as usual, our educational partners always work with their educators and develop programs at the request of industry. So, we're very conscious of meeting the needs of industry and tweaking those educational programs and then sharing that out with our network. 
What we'd like to do is save everybody a lot of time and trouble by, "We know what works, we know what didn't work. So let's learn from each other as our replication strategies are developed," to try to streamline the work for the partners around the state. 
Of course, expansion of apprenticeship and workplace learning is key for Ohio TechNet, and we have earn-to-learn models. Unlike SUNY, we, with our project, aren't staying just in the registered apprentice lane, but we are also staying and featuring non-registered earn-to-learn programs that meet the five hallmarks as defined by this grant. 
So that's been really exciting. Columbus State has led the way on this because they developed a really great program with Honda that has now been replicated throughout the state, and Lorain County Community College has adopted that program. 
And it's interesting because sometimes you have an anchor company like Honda that can lead the way. In our situation at Lorain, we didn't have an anchor company. We were playing more in the innovation space, but we had the lessons from Columbus State to guide us as we launched those programs. And then accelerating student learning. I'm sure all of you are working on PLA and competency-based education under your grants. 
And, again, we utilize the Ohio TechNet partnership to help us learn from each other and to have successful replication. And through these replication lessons with OhioTechNet, we are hoping that that will help us with our national replication commitments under this grant. 
So, Sara. 
- [Sara] Thank you, Bernie. And you could move to the next slide, Connor, please. So, Bernie's really given you guys a great overview of all of the work that we're doing together. And I think I get the lucky spot of being the last panelist today. So, I'll try to be as brief as possible. But I think what is really important and what Bernie already highlighted is that interplay between Ohio TechNet, Lorain Community College, and the OMA is that we're able to really translate for each other what the stakeholder needs, whether they're educators who are providing the training or employers who need it. 
And that's really what allows us to communicate with one voice is that we're working together and translating those needs and expectations. So, what you see on this slide here is that we have organized our learning community into three committees, and those represent the manufacturers, the workforce professionals who coordinate the manufacturers within their regional industry sector partnerships, and then lastly, our state level partners, folks who, like Bernie, manage statewide collaborations or work for our state agencies and community-based organizations. 
And so we use those three committees as a mechanism to... It's almost like an hourglass where they give us information, and then we push it back out to the other committees or they push it back out to their regional partners. And so this allows us to really create a place where, as Bernie said, those lessons learned, those best practices get distilled and communicated with a huge group of partners in a really efficient way. 
And I think that's, kind of, the beauty of this system that we've been building together these last couple of years. So happy to answer questions, but I'll stop there so that we can keep things moving. 
- We'll offer a minute or so. But as you think about the one voice, Ohio and OMA do a great job with the tremendous partnership and commitment and statewide reach. So if you're interested in more information on how that works, you certainly can contact me and I can give you their contact or reach out to, you know, Sara or to Bernie and they can give you more information on that. 
But related to this technique of one voice, think about which of these communication principles are most important to you and why. And if you have any questions, go ahead and post them in there in the chat. 
- Apryl, we do have a question already. So, for those of you who are focusing on registered apprenticeships, are you deploying any of the more non-traditional competency-based or shorter time-based models? 
- I mean, I'll take that up for Ohio. I know that we work very closely with the Apprentice Ohio, which is our apprenticeship board for the state of Ohio. 
And we run the gamut of all of those, including a hybrid model. But I know that that question came from Ohio, so I'm thinking that it may have been directed towards SUNY who has had much success with their RAPs. 
- I'm sorry, go ahead. 
- Well, I was just going to answer from New York. The New York State DOL, until recently, didn't really have competency-based or hybrid-based model apprenticeships. They were really only in the time-based arena, specifically with advanced manufacturing. So, time-based or competency-based and hybrid-based models are still like really new to New York State Department of Labor. 
We are using them. They really aren't in advanced manufacturing in the State of New York, but they are seeing them expand more into other sectors like healthcare, IT, or utilizing competency-based and hybrid-based models. [crosstalk] 
- Great. We can get you more information on that. If Ohio would like to reach out to me or Bernie, you could just forward that to me. We'll get you some more information. So I'm going to hand this back over to Mary. We have about a minute and a half left. 
- Yeah, we always think we have so much time and then... 
- Always think we have so much. 
- Thank you all so, so much for those presentations and all the ideas. I'm sure they'll be useful as we move into, you know, touch base, coaching calls, affinity calls, that we can share more information about communication strategies. For the next step, we don't have a whole lot of time for this, but maybe you could be thinking about this. 
As you move into your, you know, next meetings or affinity group calls, things like that, maybe put in the chat what you're thinking about in terms of principles or techniques that you want to be concentrating on in the next 30 days. 
Is there anything new that you learned today that you think you might want to tap into? Maybe some other grantees for information on or, you know, you may be like me, you need to let it settle for a while and think about it. But if you want to, just type in the chat, and we can follow up. 
And we are, excuse me, at time. And again, I want to thank you all for your presentations and your attendance today. We hope you got a lot out of this and we hope to have more conversations in the future about communication strategies and techniques. 
- Thank you, Mary, for putting this together. 
- Have a great rest of your week. 
- Thanks, Mary. Thanks, Apryl. 
- Thank you.
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