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Alina Burton:  I would like to introduce today's moderator for the "Employment and Case Management under Revision 2021" webinar. Frankie Russell is the lead policy analyst with the Program Development Division of the Office of Trade Adjustment Assistance. Please welcome Frankie. 

Frankie Russell:  Thank you, Alina. Hello, everyone. Thank you again for joining. Today, our goal is to provide practical information you can use about outreach to TAA certified workers. As we operate TAA, regardless of its status, it's critical that we reach every eligible worker. So, without further comment, let's move on to an introduction of today's presenters. 

First, we have Tim Theberge. Tim really needs no introduction. He's actually division director for TAA, responsible for all things policy, and he's my manager. 

We also have Mandy Mahurin, director of the Unit of Indiana Workforce Development, Ruben Pachay, a provider of Pennsylvania Department of Labor Indiana Rapid Response, Kerrie DeChurch, Trade Act navigator in the Department of Labor and Industry for Pennsylvania. 

And Sytel Oelke, TAA grant administration analyst, Shannon Turner, TAA quality control analyst, and Laura Lausmann, TAA coordinator for the State of Oregon. 

Again, welcome, everyone. Let's start with Tim. He's going to provide a little -- some information about Section 235. Tim.

Tim Theberge:  Thank you, Frankie. So, as many of you know, we are in a situation under the trade program where there are various programs -- versions of the trade program that are out there that the states have to administer each by their own set of rules. 

One of those differences in the different versions of the trade program is allowable costs as it comes to the provision of employment and case management services. 

So, starting in 2009, under that Trade Act and carrying forward through 2015, there was specific funding made available with specific statutory reference to the provision of employment and case management services. If you read our regulations at 20 CFR 618, notably in Subpart C, you'll see all of those services that are not only allowable but required. 

Under reversion, our instructions at Training and Employment Guidance Letter 24-20 will advise you that those costs are not allowable under the current interpretation of the reversion statute, which is the same as 2002 and really the pre-2002 version of that as well. 

We are in the process of publishing a revision to that policy. It will be published as T-E-G-L or TEGL 24-20, Change 1. This will be an update to the operating instructions for reversion 2021 that will actually allow for the provision of and payment of employment and case management services under revision 2021 and pre-2009 versions of the TAA program, meaning that 20 CFR 618, Subpart C and all of the stuff around employment and case management and outreach will be allowable effective with the publication of that TEGL.

It was our hope that, originally, that TEGL would have been published ahead of today's webinar. Unfortunately, we didn't quite meet that deadline. Our new deadline is to make sure that we have that available to you by the end of the month so that when we have our next office hours session on December 1, we are fully and completely talking about Change 1 to that TEGL. 

Following the TEGL, we will publish a TEN or a Training and Employment Notice that will be a frequently asked questions of all things termination that will also address that question and answer a lot of the questions that we've gotten from states about termination and what that really means for eligibility for workers and things like that. 

So, that is the update that I have for you from a policy perspective, and we were hoping to have that TEGL for you today. Unfortunately, we don't. We are hoping to have it in the next two weeks. So, stay tuned. We will provide that to you all. Obviously, it will be posted through all of our regular channels as soon as it is cleared to do so. 

You can ask questions, if you have them, on that, and I will gladly answer those as we go along. 

Not surprisingly, we do have one question that's already come in about the status of the program, and so, I would give you a more solid update if I had one, which is why I didn't have a slide on that. So, the answer is -- the answer is, I don't have a formal update. There are multiple channels available for some type of reversion extension or program restoration or full-blown reauthorization. Those remain with the -- the current continuing resolution expires on December 16th. 

There is always the option that they add language to the next CR. There is an opportunity that they add trade language into any omnibus budget that they might be working on. We were in the House Appropriations Bill that had already passed that committee. So, whether or not that gets picked up on the Senate side is unknown. So, there's that part as well. 

So -- or there could be a broader trade package. There has been lots of coverage in Politico specifically of TAA and whether TAA might be part of a broader bipartisan effort on a broader trade policy type package. 

All of those are in play. None of those are final yet. Obviously, once once we know how that's going to shake out, we will we will let you all know and likely schedule another series of webinars and other updates around that. 

All right. So, I am going to hand this back over to Frankie, unless there's any other questions that have come in that I can answer now before we move on. 

For clarity, with the publication -- so, the question came in and says, "For clarity, with the publication of TEGL 24-20, TAOA grant funds can be used to provide employment and case management services in 20 CFR 618 to clients served under reversion?"

And that is absolutely correct. That is what that would mean, and it would be effective with the publication of the TEGL, which, again, we're hoping to have before December 1st. So, stay tuned. All right. Thanks.

Frankie Russell:  Thank you, Tim. Thanks for these very important updates.

Now, let's hear about Indiana's case study, the use of social media and geofencing. Mandy, go ahead.

Mandy Mahurin:  Thanks, Frankie. And hello, everyone. My name is Mandy Mahurin from the state of Indiana. Back prior to the pandemic, we started out looking for alternative means to actually reach out to a younger audience was kind of the first reason we looked into using social media. 

And through those we've developed that we're not necessarily reaching a younger audience with our initial social media using Facebook advertisements because, through time, Facebook has now become the older generation social media. So, we've added in Instagram to try to catch some of those younger people. 

But what we learned very quickly is that the use of social media, the outreach to our eligible workers was extremely cost effective. A campaign cost can run really anything you want it to be. It would just depend on your -- what budget you have is going to be what type of audience you reach. 

So, we started out with a relatively smaller budget of about $1000 to $1500 per campaign, and we've since increased that to $3,000 per campaign to be able to capture a larger audience and allow for some different uses of geofencing, which we'll talk about here shortly. 

Another kind of benefit to using social media outreach is that you -- while you are directly trying to reach that specific worker group, advertising this way allows us to reach the entire community. So, while that outreach is directed to that worker, we're also communicating the general advertisement of the TAA program to that worker's community. 

So, their neighbors, their mom, their sisters, their wife, their cousins, their husband, everybody around them is also seeing this message as well. And we see that kind of trickle-down effect down the road. Maybe that person isn't TAA eligible right now and they're working, but down the road, something unfortunate happens. They lose their job. We hope that they come back and think, well, there was that program I saw that advertisement about. Maybe I would qualify for that. 

So, the long-term effect is, hopefully, maybe even generating future potential for TAA petition filing based on reaching that diverse audience that's increasing that overwhelm -- sorry -- overall program awareness to the community. 

We are able to fund this through case management funding for 2015 law certifications, and as Tim stated, upon the publication of that TEGL, be able to extend this to workers covered under reversion. 

We are -- with our campaign runs, we are able to do a continuous engagement of those workers, both pre and post that TAA information or orientation session. Go to the next slide. 

So, here in Indiana, with our $3,000 budget, every single certification that's eligible for the case management funding is receiving an eight-week run of a social media campaign. We are targeting a 75-mile radius around the employer's address. 

If you're not familiar with Indiana, we're predominantly rural, and people will drive great mileage distance to get to that good job. So, we are really targeting a big commuting area around that employer's address to make sure we're getting the entire worker group within that campaign.

We are using social media ads through Facebook and Instagram, in combination with programmatic display ads that actually are displayed out on various websites. It depends on the geographic area and the population levels which websites they appear on, but we've seen them on Weather.com, TripAdvisor, local news websites, and we also have a programmatic YouTube video as well that will also be on Facebook, Instagram, and through these display ads. 

We have started including geofencing of the company location or what we are calling a common community center. So, as I said, Indiana's predominantly rural. Here in my community here in Indiana, my community center is kind of Walmart. That's where everybody goes. It's the only grocery store in town. So, the entire community is going to that event or to that location. So, we're calling our Walmart the common community center.

Geofencing, what it is -- I'm a visual person. So, it's hard to take something that's very digital and put it into a visualization, but this is essentially what geofencing does. 

Geofencing places a virtual barrier around a physical location. So, if it's a certified company, where it's really beneficial is those layoffs that have not happened yet. We're getting that certification, and we're able to engage the workers pre-separation. 

If the certification is coming in post-separation, then we are going to those common community centers and geofencing those locations. It puts this virtual barrier that basically anyone who crosses that barrier with a smartphone or a tablet or some kind of device, it will essentially ping their IP address and target directly to that person our advertisement.

So, if you cross that geofencing barrier, you are going to be displayed our advertisement on Facebook, Instagram, or just through your web searches, if you visit one of those websites that is displaying our advertisements. Can go to the next slide. 

This is just some examples of some past campaigns we've had on Facebook and what those advertisement looks like. So, if I'm in that geofenced area and I cross that barrier, when I get on my Facebook, I'm going to likely see one of these advertisements, either a video or a just display ad of trying to target that specific worker group and driving them back to a company specific web page that tells them about TAA, who their benefits are -- what their benefits are, and whatnot. 

So, we also have the Instagram and those display ads so you can see what happens. 

So, we can't ever guarantee that everybody who gets the ad displayed to them will actually see it, but it at least puts the advertisement out there. When that user then clicks one of these ads, it goes to that company specific website that then provides them more detailed information on the program. You can see -- and we can see a screenshot of that on the next slide. 

So, this is just a screenshot of one of our active web pages right now, an active campaign for Dometic Corporation. You can see that we take those images that are out there on their Facebook that they've seen already, drive them back to this company specific website that will tell them what their benefits are of TAA, general overview, tell them when a TAA orientation is. 

We also have an online orientation featuring customer success stories in that video. And what's kind of cut off down under next steps, it provides them the case manager name, email address, phone number to contact and get engaged in the program. Next slide. 

So, what are the outcomes of the social media outreach? So, for the top chart here, I tried to pretend that the pandemic didn't happen. I think a lot of us try to do that. So, to get so we can see a good impact of these social media campaigns, we're going back to pre-pandemic and comparing what did we have at that informational session with no social media versus those certifications that we did have social media. 

And when we look at those, we actually see over a 10 percent increase at the informational session for companies who have the social media as part of their outreach strategy. 

Slightly below that is a big chart with lots of numbers on it for the last five campaigns that we've had and what kind of that impact is. There's really two ways to kind of judge what the impact or the outcome of the campaign is. 

There's some terminology here that maybe you're unfamiliar with. An impression is just how many times that advertisement displayed. That doesn't mean the person read it, understood it, interpreted it. It just means that it was displayed to them. 

A click literally means, did they click and go to that company specific page? When we're looking at such a broad audience, a click-through rate of 1 percent is actually really good. It seems like a small number, but 1 percent when you're talking 400,000 people or 400 displays is actually a really good click-through rate. 

Just on these five campaigns, over on the far right you can see the total impressions that we have generated in a very small budget is 2.7 million displays of those ads. So, even if a 10th of that is coming in back into benefit generation, this serves as a very cost-effective method at reaching those eligible workers. And we can look at kind of that cost comparison on the next slide. 

So, we looked at some recent outreach. So, in Indiana, we always do a three-point outreach with our case managers making the phone calls, emails, letters, text messaging. We're doing all of that in conjunction with all of this, but we wanted to look at the cost of an outreach flier that we recently did to try to engage some of those workers that have been certified in the past. 

We sent out over 2500 eligible worker letters identifying, letting them know the benefits that were available through trade to them still. We had 161 returned undeliverable. Only nine people contacted us via phone, and only three of them actually went through with the TAA application. 

As of September 30th, we had generated no new benefits. So, we had not received a new training applicator or training plan for someone or an application for job search or relocation. We've not generated anything off of those three. With the mailing and printing costs, we're looking at $1600 dollars to send that many letters out. 

Our social media campaign -- and this is one that we did a $1500 dollars budget on -- we had almost 300,000 impressions, over 1,000 clicks. We had 108 people attend an information session. And as of September 30th, we had 27 people complete TAA application, and it had already received benefit requests, not including TRA, of over $220,000. 

So, essentially, we spent $1500 dollars to generate $226,000 worth of benefits. That is paying for itself multiple times over. 

So, overall, we feel that it has been a beneficial way to reach out to workers, to just do something different, to utilize that funding effectively, and we're seeing really good results in being able to meet the workers' needs, bringing them into our Work One. And then also kind of the side benefit is the ability to have that -- create that overall program awareness for TAA here in Indiana. 

Frankie Russell:  Okay. Well, thank you, Mandy. We have so much interest in this. We've got several questions in the chat. I'm going to back up to slide eight, I believe -- nine. That where the question was? Or let's just start with the question.

Tim Theberge:  No. Just leave it on the -- I'll put it back.

Frankie Russell:  Okay. You're going to do it? Okay. Okay. 

Tim Theberge:  No. We got it, Frankie. Go ahead.

Frankie Russell:  Okay. So, there was a question about the fact that this is really so cheap, but they wanted to know whether this is proven effective in generating participants. 

Mandy Mahurin:  So, I kind of feel that the last slide is showing that. 

Frankie Russell:  Yes.

Mandy Mahurin:  We have just in the last few months been able to get back in to doing these in-person events where we can actually start asking and gathering that information of what drove them to the orientation. 

Then, of course, we were hit with sunset. So, we've had some barriers of being able to gather specific individual information, but what we see is higher engagement in the program when there's social media involved versus those that do not have that social media outreach. 

I think the cost is so minimal in the grand scheme of TAA that it's almost a no brainer. Spend $1500 dollars. Even if you get one person just in RTAA, presuming it was still around, you would double, triple your benefit to cost ratio with that.

Frankie Russell:  Absolutely. The next question is just a basic question about what programmatic display ads are. What are they? 

Mandy Mahurin:  Yeah. So, Frankie, if you go back three sides, there's an example of a display ad. So, that's basically -- go up one more. There you go. 

Over on the right-hand side, that's a screenshot from TripAdvisor. Those are those ads that if you're on a website, you see over on the left or at the top or the bottom of the web page or in the middle of something. That's a programmatic display ad.

Frankie Russell:  Okay. All right. So, the next question is, "Is your advertising petition specific?" I don't know if you had multiple petitions in a specific location.

Mandy Mahurin:  So, we have -- every single campaign is going to be tied directly to a certain certification. So, since we are directly trying to drive those specific workers, there are times that we will have multiple certifications in a close geographic area. So, we may have campaigns that overlap, but we will have a specific campaign for each certification that happens. 

Frankie Russell:  Okay. So, can you have active campaigns running at the same time? 

Mandy Mahurin:  Absolutely. We do one with every certification. So, I think we have two going right now that are about to phase out or did just within the last couple of days. But based on petition and certification activity, we could have multiple going at the same time. 

Frankie Russell:  Okay. We're going to pause and we have a few more questions but I just want to make sure that everyone who has questions for Mandy are either entering them into the chat or they can let us know so we can -- so she can address them. 

Is that all we have? Okay. Thank you, Mandy. This has really been --

Tim Theberge:  There's a few more coming in. There's a few more coming in. So, hold on before we move on. 

So, one of them was, "How much did it cost?" I think that was on that second to last slide; right? 

Mandy Mahurin:  Yeah. Yeah. 

Tim Theberge:  Mandy, I think there was one to ask who manages your social media outreach campaigns. I presume they mean, does someone in your agency do it? Are you just relying on the built-in features of the social media platforms? Did you hire an outside firm?

Mandy Mahurin:  So, the state of Indiana has a marketing firm that handles all of DWD stuff. So, we -- this is completely not -- the TAA unit is not -- we basically request it. We approve the stuff, and that's really where we stop, and our agency works with the marketing firm to handle and actually display and push it out. 

Frankie Russell:  Okay. There's another excellent question about how did you get buy-in from Walmart? Is that -- was that also done by a marketing firm or --

Mandy Mahurin:  That is a question I don't know the answer to.

Frankie Russell:  Okay. 

Tim Theberge:  The beauty of social media and geofencing is you don't need it. So, it's --

Mandy Mahurin:  Yeah.

Tim Theberge:  It's the social media platform and GPS and GIS data really that establishes that. It's a virtual boundary. It's not real. So, it's really not something they control. It's something you control with your advertising. That's how social media targeted ads work.

Frankie Russell:  Okay. All right. And I think that we talked about this, but the question is, "How are you tracking the outreach fliers?" The person is wondering that.

Mandy Mahurin:  So, the outreach fliers that we mailed out drove everyone back to one point of contact. So, we designated a person on our unit that it had the contact information. All of our case managers were notified and were advised to report back. So, the tracking numbers that we have are from the individual that was the sole point of contact for the outreach fliers. 

Frankie Russell:  Right. Okay. And the next question is about email blast. Did you also try email blasts as well to inform clients of the program? 

Mandy Mahurin:  Yeah. So, our case manager has a three-point contact that we manage through a CRM, and that has bulk emailing in it. So, on top of social media, on top of the worker notification letter, on top of the informational orientation session, all of our staff are also doing a required three-point contact, including email outreach as well to every certified worker in Indiana. 

Frankie Russell:  Okay. So, this is the last question. We'll get to the rest of them at the end. But just let me -- the question is, give us a timeline. Kind of how long did it take from conception to results? 

Mandy Mahurin:  So, conception of the idea was back in 2018. So, we've been doing social media outreach since late 2018, and we were kind of very picky. We didn't do it on every certification. We were only doing it on large separations. 

And then throughout 2019, we were like, why aren't we doing this for every one? So, we then kicked it up to that. It was only just here recently that we started including geofencing on every single one. 

So, we've been -- we get a report on each campaign. So, we're seeing results of each campaign that come in. So, we've seen results and what we consider positive outcomes and results from very early on with the campaigns that we've had going on. So, we were able to get it up and running very, very quickly. Usually, our campaigns, when we request them, it's a two-week lead time before they actually go live. So, we push them pretty quick. 

Frankie Russell:  Okay. Thank you very much, Mandy. This is very interesting. Obviously, from the questions that we have, a lot of interest.

So, now, we'll have Ruben and Kerrie from Pennsylvania to talk about tracking the effectiveness of outreach. Ruben.

Ruben Pachay:  Thank you. Good afternoon, everyone. Hard to follow what Indiana had to say, but definitely a lot of interesting information there for all of us to kind of digest. 

So, it seems like ages ago with pre-COVID, but back in the summer of 2019, DOL, the national office, had a wonderful form for many states to partake in the state of Tennessee. I consider it kind of like a workforce buffet. They had a plethora of information dishes that you can kind of learn more about, if you will, in the world of workforce. 

I remember there being RESEA, case management, trade, and Pennsylvania sent a delegation there to network and meet many of the other state practitioners that were doing the same work that we were doing in Pennsylvania. 

It is there that we learned what Oregon was doing with the trade navigators, and it really caught our attention. We thought it was an idea that was innovative. It was new. Pennsylvania is one of those states, as many of you guys know and are also aware of, that has a lot of trade traffic. Traditionally and historically, we have a lot of companies that are certified to take advantage around what trade has to offer. 

So, when we heard about the navigator concept, we really gravitated towards it and wanted to learn more. So, after that wonderful conference, what we did is we actually sent a team to Oregon, and Oregon was gracious enough to share their information, how they set it up, what the navigators there do, and how they continue to ferment that initiative. 

But it came to the point where, as many of us when we have an idea, we have to make it our own; right, how to make it fit and work for your corresponding state. I think Virginia was in the same state of mind in how do we make it our own? And that is the intersect that Pennsylvania reached is how do we grab what we learned from Oregon and then Pennsylvania-ize it. 

So, we took a deep dive into the kind of the flow of trade, if you will, in Pennsylvania, right from the petition process all the way up to when the customer connects with the American Job Center, which here in Pennsylvania we call the PA CareerLink. 

And what we noticed is that, as far as the petition process, our rapid response team does a great job in there. We traditionally have a lot of petitions that get approved. So, we really didn't see any gap there. 

Then we moved on to, well, what about sharing the information with the customers through the benefits rights interview? Once again, that in Pennsylvania is tasked to the rapid response team. Again, talking about pre-COVID days, there was usually a high participation with rapid response and participants who were about to engage in the trade program. 

Then we looked at the next area as far as what happens to the customer after they attend a benefits rights interview with rapid response. And that is where we started noticing some of the drop. 

We started noticing that many customers who were invited and did attend failed to make it to the American Job Center for whatever reason, and some that never attended the benefits rights interview never actually engaged. 

What we noticed in Pennsylvania, though, as far as quantity, those that we have so many customers, it never really presented itself as a problem. But then COVID hit, and our number started dropping drastically, as with many other programs. And we did start noticing that there was a lot of reactive approach in Pennsylvania, where in many situations we simply waited for the customer to come to us. And that's something that we had to turn around immediately. 

And we basically saw that was a perfect opportunity to have our trade navigators live in that environment to help navigate, transition that customer right from rapid response to the American Job Center. 

What we were noticing is that, when rapid response gave the information to the AJC, there were some agencies that were proactive, some that were short on staff and did not have the time to reach out to the customers. There was really not a quarterback, if you will, calling out the shots on how do we do the outreach to these customers for those who attended a benefits right interview, for those that did not. How do we gravitate that customer so that we can continue providing the services that they are eligible for? 

So, what we did immediately is we married the trade navigators to the rapid response team. And what we mean by that is, as soon as the rapid response coordinator in Pennsylvania smells that there's some trade possibilities for a company, they immediately start working with the trade navigator right at fact finding. 

This allows the trade navigator to know the company, know what they do, the demographics of the workforce. Are there any language barriers? What are the education levels? What are the transferable skills? It allows the trade navigator to know the ins and outs of the company even before the petition is certified. 

The navigator is also looking for the capacity of the AJC. If the petition were to approve, would the AJC have enough manpower to be able to serve the amount of layoffs that would occur and potentially the amount of people that could be trade eligible, or do they need additional help? 

Does the AJC need a refresher in the trade program where they can work with our trade unit so that we could provide that refresher as we await for the petition to get certified? 

So, we really started noticing that that was a perfect place for the navigator to really help us promote that proactive approach in Pennsylvania to reaching out to the trade customer. And we even created what we call a huddle process. That was -- I think that was explained in another forum, WorkforceGPS on the navigator then working closely with the AJC and its local leadership to really be that quarterback on outreach when the petition gets approved. 

So, we actually got to put this into action even during COVID. Again, it really, as similar to Indiana, kind of really hit us. And then with reversion sunsetting, it also put a little bit of a kind of a glitch in the plans. But we did have the opportunity to actually put this into practice, and we saw that it was definitely something promising that we were getting into in Pennsylvania. 

So, now, though, we've reached another intersection as to we know we have a good plan. We know that it has some preliminary positives -- right 00 as far as being a little bit more proactive and engaging the customer. Our next conundrum, though, is how do we show leadership as far as data? How do we quantify these promising practices? 

And I would like to pass it to my colleague Kerrie DeChurch, who will let you know some of the bumps on the road that we had but then some of the kind of like the bright spots that we're having now with data as far as quantifying what we're trying to do with the navigators.

Kerrie DeChurch:  Thank you, Ruben. Good afternoon, everybody. So, as the TAA navigators came on board -- excuse me -- roughly about less than two years ago, we began evaluating just how could we impact trade participation. 

And we started that by reviewing the certified petitions and the level of participation rate on those. And these were petitions that were certified just prior to COVID and during the first, say, nine months of COVID. Excuse me. And we quickly realized that those participation rates did take a sharp decline during COVID. In fact, we were pretty much at an all-time low across the whole state. 

So, outreach to those petitions really became our number one priority, and we wanted to move the project along quickly with the system that we had in place. But we also kind of wanted to ensure that our efforts were being tracked. We knew this trade navigation unit was a significant investment for the state, and we really wanted to prove our worth. 

But additionally, as analysts, we had the strong desire to figure out what methods are working, which one is best, and what order and combination. 

So, we did our first outreach initiative and fast forward. After that, we learned quite a few lessons from that first outreach initiative. First and foremost, we learned that how we were going to engage people really changed during COVID with the astronomical level of fraud out there.

We found people were not answering telephone calls, if they didn't know who was calling them. Emails, they were assuming they were a scam if we didn't personalize them and maybe put in a subject line, attention former GE employees, or whatever the case may be. So, we had had to really kind of tweak our outreach and how we engage with people. 

But one of the most important things that we learned is that the codes that we had used for tracking really did not produce the data that we had hoped for. Yes. We could pull data, but to really drill down and get specific data points that we really were interested in was really kind of cumbersome. So, we thought, well, let's rethink our data tracking. So, we started to do the analyzing. Next slide, please. 

So, looking down the left-hand side of the slide here, this was kind of our first outreach project. We had all the American Job Centers using one specific code -- service code for each touch of a participant. And service codes is how we track our work in Pennsylvania. 

So, we decided to use the local office contact code, which was nice. It was in the system. It was available to us, but the problem was all our partner staff use that same code. So, whether a participant walked into the American Job Center for assistance, whether they attended a career fair, a workshop, these local office contact codes were entered into the participant's records.

So, as you can imagine, there was a heavily [inaudible] service code. So, the data that we got, we really had to dig through and kind of figure out what we were looking at. We had designed eight annotations for the staff to use that kind of described what they did with each touchpoint. So, whether it was an email, a phone call, whether they were fully employed and not interested. So, we had eight annotations to choose from that would get entered into the notes field. 

But like I said, when we ran those reports and started seeing all the local office contact codes, it almost became like a picking out each one and doing it manually. 

So, kind of go back to the drawing board, so to speak. So, our solution became we met with our leadership and our system developers, and we created three very simple navigator service codes. So, they're in the middle of the screen there. 

The first service code is that NAVOUT, and that NAVOUT service code is used for each touch of a participant. We're still using that annotation code to help tell a story, but we can tell if an email was sent first and then a phone call. So, it kind of tells the story of each touchpoint of each participant. 

Then the NAVRES, the responded. So, when that participant responds to the American Job Center that they're interested, we note that. And then the NAVNG, that's when they've actually engaged with the PA CareerLink or the American Job Center. So, they've actually came in. They're meeting with their trade case manager and beginning that trade benefit journey. 

So, the nice thing about using these three simple codes is we can tell -- we can run reports by participants, by petition number, and see what order the outreach was done in, if they responded, and if they're engaged. 

So, we can go back and do initiatives on people that didn't bother to engage. We can tell how long it took for the outreach and the engagement to happen. So, as we move into further outreach initiatives, we're feeling pretty confident that we're going to have a really -- better snapshot about participants and what's working with them, how they're responding, and what's getting their attention the best. 

So, we're looking forward to getting that rolling here soon because these three codes, we really only instituted those the beginning of the summer. So, they're being used somewhat, but we're looking forward to the future. Ruben.

Ruben Pachay:  Thank you, Kerrie. So, as Kerrie mentioned, right now, this is live in our system. We have it available for our 60-plus comprehensive centers that we have throughout the Commonwealth. It is available for not only our merit staff but also our partner staff. 

So, when we have these larger layoffs that are trade eligible, we -- the navigator can use all resources available at the AJC to be that quarterback and provide that outreach. And really what we are going to be seeing then is a joint effort not only from our merit staff but our partner staff that will be able to partake in this. 

We all know U.S. DOL's push -- right -- for co-enrollment, and by including them in this process, even though in Pennsylvania merit staff still lead the charge, we definitely appreciate the help of our partners in making this happen, especially when there are extreme numbers that an AJC may have a hard time handling. 

We are starting to see some results even through the pandemic. If you see the bottom square, if you will, of your screen on the slide, that's a sample of some of our AJCs throughout the Commonwealth. We are starting to see some of the offices actively use these navigator codes based on the plays that the navigators are instructing them to do. 

And what we hope to do, that as the quarters go by and optimism -- we're thinking with optimism that trade will be reauthorized soon. We will hit the ground running and ensuring that we can actually capture the data of our outreach efforts.

As we go further down the line, we are -- we will be able to see then comparisons of petitions in the past where navigators were not involved compared to petitions now where a navigator is involved. And what we will expect to see is an increase -- right -- in trade participation. 

And then further down the line long-term, we really want to engage with the customer that is participating. What made him or her engage with us? So, there's a lot of attention, and rightfully so, given to customers that did not participate. Why didn't you participate? What did you not like? But that has a lot of barriers in speaking to someone who doesn't want to engage with you.

Pennsylvania feels that if we get the information out from people that are engaging with us, we can continue to replicate what made them tick as far as participating. What did we do that made them really take advantage of the program so that we can continue to market those specific areas and gravitate to more customers?

So, we really hope to see the efforts and the fruitage, if you will, of the trade navigator process here in Pennsylvania. Again, kudos to this -- to Oregon and the other states that are pioneering this with the navigator process. We here in Pennsylvania hope to continue to expand that, and as the quarters go by, hopefully, we'll be able to see the increase in trade participation.

Frankie Russell:  Okay. Thank you, Ruben and Kerrie. Excellent presentation. We have some questions here.

For the service -- this is directed to Kerrie. "For the service codes that are used in Pennsylvania, are the participants enrolled in the case management system so that the codes are applied to each individual record? And also, what vendor do you use for the case management system?"

Ruben Pachay:  I'll take that one. So, for a participant, yes. A participant will be enrolled in our system of record. We -- it happens various ways. It happens actually very early in the stage with rapid response and collaboration with unemployment compensation here in Pennsylvania. 

So, by the time a customer is in the process of getting their trade individual determination, if you will, they are already in our system nine out of ten times. There's always that one if. But for the most part, most of those customers are already in our system. They are recognizable. 

And as far as what vendor, Tim, I'm just going to revert to you. I'm not violating anything by saying what vendor we use? Just want to make sure I'm not getting ourselves in trouble.

Tim Theberge:  You answer the question, and I'll follow with the Tim Theberge patented follow up.

Ruben Pachay:  Thank you very much. Pennsylvania uses Deloitte for the maintenance of our system of record.

Tim Theberge:  Mention of a specific product is not an endorsement of the U. S. Department of Labor [inaudible].

Frankie Russell:  Okay. So, the next question is for either you, Ruben, or Kerrie. "Who are the navigators? Are they employment counselors?"

Ruben Pachay:  That's a very good question. So, the title that Pennsylvania uses, they're called workforce analysts. It's just a term Pennsylvania uses, but they work with the employment counselors at the AJC but they are not counselors in and of itself. They are there to plan the outreach, if you will. 

I like comparing it to football, the quarterback. This is the game plan that the AJC will be using in collaboration with rapid response and the trade unit of Pennsylvania. So, they are not employment counselors. They are the ones that kind of make that outreach plan for every AJC to follow when there's a petition in their area that needs outreach. Hopefully, that answers the question.

Frankie Russell:  Yes. Thank you. And I just want to -- there's another question. There's another couple questions here, and I'm going to direct them to Tim and then, Ruben, if you can follow as well. 

But, Tim, how do you -- the question is, "How do co-enroll in the WIOA dislocated worker program work? How does that work?" And then then the next question is about the funding that's allowed for outreach for social media and similar media. So, do you co-enroll the -- in the WIOA dislocated worker program, is the question. And if so, how? Tim, you want to take that?

Tim Theberge:  So, let me go first. Yeah. I'm going to go first and remind everyone on this call that TAA -- the co-enrollment of trade participants in the WIOA dislocated worker program is not optional. Our regulations are very clear, and those regulations apply to the WIOA dislocated worker program. 

So, it should be the worker that isn't co-enrolled at this point should be the exception to the rule and not the norm. I know that this has been a struggle in some of the local areas and in some of the states, but co-enrollment is a requirement. It's not optional. It really should be the very rare exception where someone refuses co-enrollment because that's really the only way it shouldn't be 100 percent. 

We actually have previous webinars that you might want to watch on that, notably by Texas, who talked about the fact that, although they had several participants originally decline co-enrollment in the WIOA program, they all co-enrolled after follow up by the state and really reframing the discussion about what was available to them as that. 

So, a reminder that, by definition, all adversely affected workers under the TAA program are WIOA dislocated workers. There's no additional eligibility check that needs to occur. So, the co-enrollment should actually be a very easy process, at least from an operational point of view. 

Okay. So, there is a question here that says, they were hoping this would be more about the case management after the participants have been recruited. 

So, yes. This is really more about outreach. We're really focusing on that today. If we have time at the end of this, we will absolutely -- I'll ask the presenters that are on that can talk to that after. 

A big part of what we do after in general is all of the regular case management, is the career coaching, the provision of workforce information, exploring training options. Remember about half or more of our participants, but in general half, end up in training. So, it's looking at what those training options are. It's talking to them about whether work-based learning might be appropriate. 

Final Rule doesn't say when must. So 20 CFR 618.325 says that they have to be co-enrolled. I'm not sure the full part of that question. So, whoever asked about the -- when WIOA must co-enroll, if you could add something to that. 

Yeah. At the minute they become an adversely affected worker, that's when they need to be co-enrolled in WIOA because that's when the trade rule would apply to them, I think is that question. Yeah. 

All right. I think we've covered most of them. We can move on, and then we'll go from there.

Frankie Russell:  Okay. We'll hear from Oregon. Oregon is going to present on the importance of constant, regular, and insightful outreach. Laura, Sytel, and Shannon, take it away. 

Laura Lausmann:  Hi. Thank you, Frankie. I first have to say, I think it's Oregon's turn now to connect with Pennsylvania because it sounds like that's really cool and I'm interested in those services.

And I'm a little jealous, I have to say, for my first slide that I don't have geofencing. So, Mandy, I ran into that myself personally. I ran into a geofence in California, and it is the coolest thing. So, I'm going to be reaching out to you to learn more about how to implement that in our state. 

I want to share some of the outreach strategies that we're doing in the TAA program in Oregon, things that we've done, things we're currently doing, and then really sharing some data and kind of doing a little bit deeper dive that tells us that the outreach that we're doing not only matters but is working. 

So, a few months ago, our TAA program manager, Shelly Forsberg, came to us as her analyst team to say, recognizing the importance of doing that backward outreach, the world of work has changed since the pandemic and really understanding that, while we tell trade affected workers, when we notify them of their eligibility, that you may not need us today, but those benefits are there for you. And if something changes in your life, if you're suitable work now or then, if something changes, to reach back out to us.

Knowing that sometimes they forget about that. They'll put the letter in a drawer or maybe even they think it's too good to be true and that those benefits will be with them 20 years later. That she really felt it was important to do a pretty big and comprehensive outreach and to get a strategy together for our program in Oregon. 

So, initially we did a really big push. So, we sent out -- we looked at -- we went all the way back to 2002 law and looked for all of those workers who were on our worker in every petition we had who had not engaged with us. 

And so we ended up mailing about 47,000 letters, and then we also had -- we have a really cool phone system. It's a call center environment that has a tool that allows us to use a robocall feature. And so, we really connected those robocalls to workers' phone numbers. So, we took those -- we took our worker list and looked at which one of those workers -- affected workers had a cell phone listed because we thought, statistically, those phones were probably -- more more likely they still had those phones than a landline.

And so, that's where we really concentrated those messages. And then it was a really good point I think Mandy mentioned that -- about -- or maybe it was Pennsylvania, but it was about people being concerned about scams and coming out of that pandemic. 

And so, we really made a decision, while we have a 1-800 number into our program, we're really utilizing our local by [inaudible] free number into our program. And what we're finding is, whether it's targeted outreach, individual phone calls, that we're really -- it's making a difference. So, if you have the ability to use that local number into your program or staff local number, it does make it -- I think it gives people confidence to call you back. 

But while we did that and we felt like we had the capability, it did increase calls into our program. We're really excited. But we were also doing very targeted approaches, and we've been doing that and will continue to do that. 

So, we're really looking at individual worker lists, the petition worker lists, and engaging with those who had not previously engaged with our program. Primarily, the trade navigators are doing that outreach for those worker groups, and then we're also -- a couple of things that we're doing, our case managers are also actively engaged in outreach. 

And so, Oregon -- and it may sound familiar, but coming through the pandemic, we had a lot of affected workers who were on individual employment plans, maybe in training, and life happens. And so, they -- for health reasons or for a justifiable cause, they needed to cease their training. 

And our case managers are actively engaging with all of those workers to check in with them to say, where are you today? Are you in suitable employment? Are you in a place that you want to reengage with your training? And if we can meet the six criteria to approve re-engagement with those training plans, we are restarting that individual employment plan with those workers. 

And so, it's really multiple roles and doing very strategic approaches to outreach. And Shannon's going to review and talk about just really specifically what we're doing with those targeted approaches in the next few slides. 

A couple areas, though, that I want to call out and not just the cessation of training, but our Trade Act navigators in our state are active partners to their local rapid response team. 

And what has happened, we had an aha moment about a month ago or a month and a half ago where we were participating in a rapid response event. We have a steel company that's closing down in Oregon, and we're really connected. We have a great partnership with our state labor liaison, and we have an analyst on our team that works with not just our business services but with the union, the labor liaison as well for any layoff that happens in our state that's union connected.

And while our labor liaison did file a petition on behalf of those workers and we're waiting for reauthorization to see if that petition gets certified, one of the cool things that happened about that was they -- between Josh Hall, our state labor liaison, and our analyst, they really took a look at the worker list. 

So, Josh got the worker list from the company, and our analysts checked that worker list and cross-matched it to all of the worker lists in our state. And we found that 18 workers were on previous petitions.

Now, we do have flags in our labor exchange system, and so, if somebody came into an American Job Center, any one of our American Job Center staff will see that they're on an eligibility. They'll have an eligibility to trade. 

But what this new connection and how we're looking at rapid response right now is that we're even giving them a step before that. And so, some of these layoffs would be considered incumbent workers because they're in the future, but they got a message this rapid response session. 

And now, we're using it in every layoff and every rapid response session that we're partnering with is to say, while this layoff may not be trade connected, if you've ever been laid off in -- if you've ever been laid off before, reach out to the trade program in Oregon to see if you have potential trade eligibility from a previous layoff. And that really is probably a best practice that we may sustain even through reauthorization. Next slide. 

So, super excited to kind of start sharing some data, and this is initial data that we're starting to see from the outreach that we're doing. But for training plans, so, after July 1st, 2022, we have had 37 workers approved for training. 

Now, these 37 workers are brand new, meaning that they did not have a training plan. They weren't active on an IEP prior to the outreach that we started. So, it doesn't include those workers that were reengaging. So, we're -- either picking up a training plan or they're picking up an IEP that they had to sustain for one reason or another. 

These are purely based on the outreach that we were doing, and I think what's really exciting to see is that you can see that we actually are reaching people that were laid off and are on an affected worker list clear back to 2002. 

And so, what that tells us in the state of Oregon is that the effort that we're putting into it, that the workers still need us and that reaching out and connecting with them, seeing where they're at is really important. And for 2002, I know you're probably thinking, well, the cherry benefits are long gone. 

And what Oregon has done has been really creative, and prior to the outreach or shortly thereafter, we really sat down with our UI partners, our unemployment partners. And in Oregon, we have a program called Training Unemployment Insurance. So, we've met with them to talk about what happens if a trade -- if someone's in trade training -- trade approved training, they're on regular unemployment insurance and that runs out, is it possible to utilize that program for some additional income support for them to complete the rest of their trade approved training? 

And what we heard was, yeah. So, the one thing about that is it's important that the primary thing to be able to utilize that is that they're not eligible for TRA. So, they do still get -- they would get a regular 26 weeks of training in the state of -- or excuse me -- 26 weeks of unemployment insurance in the state of Oregon, and then we have a process written with that program that our case managers will then help our participants apply for the training unemployment insurance program, and they can get an additional 26 weeks of that support. 

So, it's a really great way to help them with that individual employment plan and that support system to support them through their need of training. 

And then I'm going to pass it to Sytel to kind of take a deeper dive into what we're seeing and how we're seeing our outreach is working. 

Sytel Oelke:  Thank you, Laura. So, one of the outreach strategies that Oregon TAA has been participating in is outreach to attempt to engage participants in the technology for underserved communities pilot. Looking at the outreach results for this pilot thus far, we have had great reengagement results with participants who had not previously engaged with TAA services. 

In the data presented, we have identified each participant who has enrolled in the tech pilot and have either become employed or have enrolled in occupational and/or remedial training. This table shows the dates that the letters of potential eligibility were mailed out, which is shown in the yellow column here, the dates that the re-engagement efforts were made by our team members to inform them of their potential eligibility, which you can see in the following column under reengagement efforts date, also, the participant's current employment outcomes, and any applicable training information on them. 

This data also shows the average time that it took for us to reengage each of these individuals in the middle column titled days between TAIS letter and reengagement. Next slide, please. 

What are these numbers? Our data shows that our outreach for reengagement works and that we are serving workers from past certified worker groups who need us today. The average number of days between the worker's original date of notification and re-engagement is 1,669 days. That is approximately 4.6 years after they were first sent a letter advising them of their worker group being certified for TAA. 

I will now pass it to Shannon Turner to further discuss our additional outreach efforts. 

Shannon Turner:  Thank you, Sytel. Oregon's current outreach efforts involve focused outreach to worker groups. In collaboration with our TAA petition coordinators and by reviewing our worker group data available through our business intelligence tool, we're able to identify worker groups where we received a small percentage of requests for TAA determinations or low engagement into services. 

So, right now, we're focused on worker groups impacted over the last five years, and we're taking a look at worker group demographics that may be a good fit for our tech pilot that Sytel just mentioned. 

Our field-based navigator team plans out local, in-person, and virtual Trade Act information sessions, and they're using the outreach calls to schedule these workers to attend those sessions. So, leaving messages, connecting [technical problems], and then [technical problems] emails. These are [technical problems].

Depending on the size of the groups, we split our special project outreach lists into Excel spreadsheets for the navigator [technical problems] to work [technical problems] disconnected. We've been tracking [technical problems] outreach calls on individual customer files and upload these Excel records into the petition file in our case management system for recordkeeping. 

The goal of outreach call, again, is to schedule a participant to attend a Trade Act information session, and we've been deploying a Smartsheet as a tracking tool for this, and we'll go over that in -- we'll give you an example in a couple of minutes. 

When an individual cannot attend a session, we send a link to a virtual handbook and an electronic version of our request for determination of entitlement for TAA benefits through Adobe Sign. And that has a built-in feature that allows them to attach date of birth verification documents as well. Or, if technology maybe is not their thing, we're mailing out the information form and a copy of our program handbook out to them. 

Many of our outreach calls are essentially leaving voicemails, and this generates call volumes back to our Central Trade Act Unit hotline, where the staff will then schedule individuals for an event, or if, again, they're unable to attend, they're giving them that request for determination form in a manner that will work best for the customer. Next slide, please. 

And we have [inaudible] Smartsheets, as I mentioned, as a tracking tool for Trade Act information session sign ups. This is accessible for a team that's dispersed across the state and allows our team to be in the same product and scheduling at the same time and see what is available.

At a glance, after the event has run, we're able to see who showed up to the event, who showed -- who needed rescheduling, and to be able to track language needs for worker groups. It also allows staff to have an easy way to grab links to email participants who are signing up for any virtual sessions that are on [inaudible]. And also [technical problems] for the worker group.

We marched [technical problems] processes such as initial assessments or things connected to our tech pilots such as computer delivery basics. Anything we produced and track in Smartsheets is downloaded and saved to our petition file electronically at the end of the outreach project. Next slide, please. 

Frankie Russell:  Okay. Questions? Are these [inaudible]? Okay. So --

Tim Theberge:  I think we only have one from Pennsylvania, which is number 28. Yeah.

Frankie Russell:  Yes. Okay. "I think it is important to know about the length of the letters and the phone messages. Do you have a sample of the letters and phone call content?" This question is directed to Laura. 

Laura Lausmann:  Hi. Thanks, Frankie. That's a great question. We do. And in fact, we've been sharing it. So, the letter was pretty small. So, it wasn't -- we wanted it to be a little different from the notification letter they'd originally seen. And then we also developed scripts for a lot of different stuff and various scripts for both outgoing and incoming, how staff can take those calls. 

So, we're super happy to share it. And I believe they're going to -- we're going to send it out as a follow up to the webinar.

Frankie Russell:  Okay. 

Tim Theberge:  Yeah. We want to point out that they're already on the TAA community as well. We will include them as materials on this webinar page as well, but if you look at the TAA community page on WorkforceGPS, you should be able to find them because we posted them previously as well. But we'll also post them with this webinar.

Frankie Russell:  Okay. So, the next question, I guess, Laura, Sytel, or Shannon, either of you, "How many staff members are involved in the entire outreach process, including finding emails, phone numbers, sorting spreadsheets for workers who have interacted and those who have not, tracking the outcomes, making the phone calls, sending the emails, et cetera? How does the staff look in terms of the numbers?" Laura, do you want to take that or Shannon?

Laura Lausmann:  Oh, Shannon, do you want to take it?

Frankie Russell:  Okay. 

Shannon Turner:  I was just doing some quick simple math. So, this is Shannon. I believe our navigator team right now is 11. And so, that's who's initially doing the vetting.

As the TA quality analyst, I work with our data analyst as well. And we are taking a look at lists ahead of time and making some decisions with our management team. And then when we do go through with our navigators and vet the list, that's creating a sub-list that's going back to the case managers that are assigned to those individuals who have already previously engaged but maybe didn't complete a service strategy. 

And so, our case management team is about 20, if I'm doing my mental math right. So, we're dispersing that work so it doesn't sit with just one role, and we can be fast about it. 

Laura Lausmann:  Yeah. Perfect. I would just add that the way that -- we have an electronic case management system. So, when our petition coordinators are reaching out for worker lists, those are all uploaded under the petition administration screens. And typically, we already have those where we're requesting that we have emails, phone numbers. So, those things are just already tracked and we're engaging with what we have. 

Frankie Russell:  Okay. Tim, you want to take number 30?

Tim Theberge:  All right. So, we had a question about -- yet another question about WIOA co-enrollment. It says, "With outreach efforts, has there been any issues with getting potential TAA participants from past petitions enrolled as dislocated workers, especially if they are currently employed that don't meet underemployed definition for WIOA?"

So, the great thing about the definition of WIOA dislocated worker is it doesn't actually talk about that. So, there is no expiration date on dislocated worker eligibility, at least not in the statute. 

What does that mean for your state or local policy? That means that you may need to modify or update your state or local policy to comply with the trade program requirement. 

So, yes. That coworker -- sorry. That dislocated worker or that adversely affected worker from four years ago that shows up seeking services under the TAA program, the co-enrollment requirement still applies because they are an adversely affected worker based on that eligibility, which means that they meet the definition of [technical problems] our TAA home page that go into great detail on the ins and outs of WIOA co-enrollment. 

As always, you can send specific questions to your regional office, and we'll be glad to work with them to get you that explanation to help you navigate that at the state and local level.

Frankie Russell:  Okay. Thank you, Tim. The next question is for Oregon as well. "Does the Oregon navigator stay in touch with the case manager after the participant enrollment in the program and in training?" 

Laura Lausmann:  Yeah. So, our navigators are slightly different. They have multiple roles. So, they do outreach. They also case manage work-based learning. So, they're working with our Oregon Employment Department business service teams for work-based learning opportunities. They would hold the case management of an on-the-job training. So, they get a participant into OJT and they actually case manage those. 

They do the front end working with all of our business services for case managers on work search on the front end. If training is identified, our case management team will hold that in case management. 

And then on the back end, our navigators come back in to connect those participants, get them work ready by leveraging, again, business services, Wagner-Peyser services in our American Job Centers and then getting them into direct placement. 

So, we have lots of roles in the program. [technical problems].

Tim Theberge:  The individual met those deadlines, whether they're -- depending on which program they're covered under, whether [technical problems].

Laura Lausmann:  Have something similar.

Tim Theberge:  Thank you. Yes. So, that's ABT under UI. That's additional benefits while in training. Massachusetts has a similar program, and there are a few others that do as well. That's correct. Thank you, Laura.

Frankie Russell:  Okay. And the next question is about -- was asked about the important -- saying it was important to note the wording and ensuring that the outreach letters and phone messages are not TAA technical language heavy. We do not want to intimidate or discourage workers because they are using language and terms that -- in the letters that they don't understand. 

Susan, can you address that [inaudible]? 

Susan:  Yeah. Sure. So, the examples that we have from Oregon certainly are not language heavy. Certainly, we've addressed or acknowledge the fact that that is a huge issue with outreach, and that's one of the reasons why we conducted a behavioral insight intervention pilot to work with a group of contractors to come up with outreach letters that were not text heavy, that were heavily visual, and easy to consume. 

And that's something that we conducted about a year ago. I believe we have examples of those letter templates posted to WorkforceGPS but can certainly make sure that they are available, if we haven't already. And a lot of states, basically, whether they participated in the pilot or not, have adopted some of the strategies used in those letter templates because that is a huge issue. 

It's like the instructions for applying for TAA can feel like you're doing your taxes. And so, it's really important to be able to communicate with potential participants where they live and at the level at which they can consume information. So, very good point. And we do have a lot of resources on WorkforceGPS that addresses those very concerns. 

Frankie Russell:  Okay. There's a question in the chat about funding about, does TAA fund -- "How does TAA funding work for outreach such as social media or similar? Tim, you want to take that?

Tim Theberge:  Yeah. I'll take that one. Thanks, Frankie. Yeah. So, there are a couple of questions on this. So, outreach is a allowable practice under TAA. There's -- you're required to do the notification to all workers. That part is required. That's allowable under any version of the program. 

The more intensive outreach that we're talking about under some of these is stuff that is allowable under the employment and case management funding of the program. And that's one of the reasons why we really want to get that TEGL change out to you is so that you don't have to do as much cost allocation. 

So, there's no question for the 2015 program -- 2009 all the way through 2015 that for any worker covered under any of those petitions, all of that stuff falls under employment and case management services, all of the social media stuff, geofencing, anything like that, that's that additional outreach.

For reversion, that's the one where we're looking to change that TEGL to free up that money for you for those workers. And so, again, that should be out in the next couple of weeks.

Frankie Russell:  Okay. Thank you, Tim. There's also a question just about program operations, that eligibility. "Can a participant who is trade eligible attend school and then" -- I'm sorry. "Can a participant client who is trade eligible attend school then for more than 120 weeks or two and a half years? 130 weeks or two and a half years?"

Tim Theberge:  Yeah. So, the weekly limit varies by a couple of things. One is which version of the program they're eligible under. Under the 2009 version, it was actually 156 weeks. Under most of the versions, it is in fact 130-week limit, except for on-the-job training, which is limited to 104 weeks, and for apprenticeship, which is limited by the duration of the apprenticeship. 

So, in general -- maybe there's more to that question that I'm not understanding. But yes. There is a 130-week limit on actual weeks of training. So, if there's a week off without training or a two-week break, those don't count. It's weeks spent in actual training, and one day a week is counted as a week. But it's 130-week limit in general. Yes. If there's more to that, you'll need to enter that follow up.

Frankie Russell:  Sure. Thank you, Tim. Well, that looks like all the questions we have. I just want to turn it back to the presenters. Are there any other last issues that you want to mention or our staff, Susan or Tim? 

Tim Theberge:  Thank you, Frankie. Am I still on mute? Great. 

So, I want to thank everybody for this. I really want to thank all of our state presenters. Obviously, ETA doesn't directly provide these benefit and services, but our partners at the state level do. And many of you at the local level are our partners in doing that as well. 

So, please stay tuned. I want to emphasize the importance of the co-enrollment requirement again. That has not changed. It is not new, and it is not really optional. If you run into challenges in your state, we'd love to work with you to resolve those. So, that is -- that's an important takeaway, as is the need to do outreach. 

What you can see by these presentations today is that additional points of outreach directly impact whether or not people enroll in this program. So, that one initial letter after they get separated that says, hey, you're eligible for this program, please come in, if that's all you're doing as a state, that's really not where we need to be. 

What we know is that multiple outreach -- multiple vehicles to do outreach result in more enrollments. And that's really what we are hoping for the states to do. Thanks, Frankie.

Frankie Russell:  Thank you, Tim. Excellent recap. So, the resources we have here is the GPS TAA community, blogs, materials, discussion topics, et cetera are on our WorkforceGPS.org website, as well as all official information about the TAA program is at the Trade Act site here at this web address.

So, thank you so much for joining us today. Please feel free to contact us anytime with any additional questions. I want to thank again, as Tim mentioned, our presenters. This has been a very interesting and informative tapping topic. I hope that you all found it interesting as well.

All right. With that, I think that's it. I'll turn it back over. Alina.

Alina Burton:  Thank you, and thank you, everyone, for joining us today.

(END)
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