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Executive Summary

The Workforce Investment Act of 1998 mandated that states and local areas create One-Stop Career
Centers, referred to as JobLink Career Centers in North Carolina. Anecdotes and studies show that
JobLinks can successfully help customers increase their skills and find jobs. However, citizens must
actually visit the centers to receive this assistance. Previous research demonstrates that some JobLinks
have not turned potential customers into actual customers at the desired rates. This report identifies
factors that significantly increase center use and presents strategies for attracting and retaining more
JobLink clients.



Introduction and Background

In 1998, Congress passed the Workforce Investment Act (WIA). WIA sought to reform and
improve workforce development policies and programs across the country. One of the hallmarks of the
act was its mandate that states and local areas work together to create One-Stop Career Centers. These
centers are meant to serve as one convenient location where citizens can receive information and services
related to all of their employment, job training, and education needs. WIA gives states and localities a
great amount of freedom to design and implement these sites as they see fit, with local area Workforce

Investment Boards chiefly responsible for chartering and administeri ng t he center s wi

guidelines.' It is no surprise then that national studies have found both great successes and significant
limitations among One-Stop Career Centers." "

In North Carolina, these One-Stop Career Centers are called JobLink Career Centers (JobLinks).
At the time of this study, 24 local area Workforce Development Boards (WDBSs) oversaw 105 JobLinks.
The great amount of administrative leeway given to WDBSs results in individual JobLinks having unique
structure and practice characteristics. The host site may be an Employment Security Commission (ESC)
office, a state or local agency office, a community college, or a nonprofit or private organization. Hours
of operation, staff levels and skills, advertising, resources, and other site characteristics also differ. In
accordance with this variety, several studies in North Carolina have shown that customer satisfaction
levels, customer traffic, and center effectiveness differ considerably from JobLink to JobLink." ¥"

One study completed in the summer of 2007 revealed that workforce development stakeholders
view the JobLink system as an asset to the state, but also acknowledge that inadequacies still remain as
well." Interviewees for that study shared various opinions along those lines. An officer at one JobLink
Center stated that the system was not truly a one-stop system yet because some essential partners remain
dispersed among different sites. One University of North Carolina professor stated that the displaced

workers she studied in eastern Ndablinkcenakinally,i na

t hin

di d

an Employment Security Thelobnksystamasstillzwonkinoogrese st at ed

In some places it is a strength, and in others it needs work. "™

Research Question

Since the variability found amongst One-Stop and JobLink centers guarantees that each site
recruits and serves its customers somewhat differently, centers experience varying success at attracting
and retaining customers. Several previous studies at both the national and state level have focused on
One-Stop or JobLink customer satisfaction or outcome performance and offered recommendations for
improvement in those areas,™ ™" but little research exists that assesses the determinants of JobLink
usage in the first place. Since center use is a prerequisite of effective service, this study will seek to fill
the research gap on JobLink usage by answering the question: What factors significantly promote greater
citizen utilization of JobLink Career Centerdhis study does notattempt to evaluate the performance of
JobLink centers in terms of how well they help customers obtain an education, training, or jobs.

Methodology

An online survey was crafted to help answer the research question. A draft of the survey was sent
to three employees at the Division of Workforce Development of the NC Commerce Department; the
JobLink Unit Coordinator and two JobLink Liaisons. Feedback from these pre-test participants on survey
content and format was incorporated into the final version of the survey. The managers, often called
coordinators, of all 105 JobLink centers across the state were then invited to participate. The first goal of
the survey was to determine what recruitment and outreach strategies JobLink managers believe work
best at attracting citizens to their center. Rather than prompting the managers with a list of strategies and
asking them to select the best strategies, the survey allowed managers to respond freely to this question,
offering as little or as much information as they wished on any strategies they could bring to mind. The
manager s’ responses were analyzed to cowepil e
favored by the most JobLink managers. The second goal of the survey was to gather data for a regression
analysis. Regression analysis is a statistical technique that allows a researcher to determine which
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independent, or explanatory, variables significantly relate to the dependent variable, or the variable of

interest. In this study, the dependent variable is the total number of customer visits for individual JobLink

centers in 2007, including first-time visits and repeat visits. Regression analysis can demonstrate how

much of the variability in this customer traffic is explained by the set of explanatory variables, which of

those variables significantly affect the number of customers when the other variables are held constant,

and how the explanatoryv ar i abl es compare to each other in impo
concerning recruitment strategies, along with a theoretical usage model, were used to determine which

independent variables to investigate in the regression model.

The dependent variable data on the number of customer visits at each JobLink were obtained
from the Division of Workforce Development at the North Carolina Commerce Department. In addition
to data gathered from the JobLinks through the online survey, further independent variable data were
gathered through internet research.” Many regression models were analyzed and one final model was
determined to best demonstrate the effects of the independent variables on customer traffic. The
independent variables in the final model included:

Population covered by the JobLink
County unemployment rate

Hours a week the JobLink is open

Number of partner agencies

Whether the JobLink host is an ESC office

Use of advertising

Extent of advertising

Class or workshop frequency

Presence of Spanish speaking staff

Presence -adfonae " sBESaOn do f f i

Once the regression analysis was completed and the significant independent variables were identified, the
empirical results of this quantitative analysis were combined with the results of the qualitative analysis of
recruitment strategy survey responses to form a basis for conclusions and recommendations. (See
Appendix A for a list of all considered variables, definitions, and data sources).

Limitations

Several independent variables were very difficult to measure in a direct manner. In these cases,
indirect proxy variables were used to measure the underlying phenomena in question as best as possible.
This limitation was taken into consideration during analysis and recommendation formulation.
Additionally, the large number of independent variables posed a problem for the regression analysis.
Experts differ on the number of independent variables that are acceptable in comparison to the number of
cases being studied, but the number of independent variables considered would almost always be deemed
too many for the limited number of cases examined in this study.”” Additionally, almost all authorities on
regression agree it is best to present the simplest explanation and use the least amount of independent
variables necessary.” Therefore, an original regression model incorporating all of the independent
variables was created. Variables thatwerel ess i mportant i n t he nshodrel
to be insignificant were dropped until the final, best model was constructed. Additionally, survey
respondents were instructed to skip any question that they did not have data for or did not want to answer.
As a result, some cases were missing data for the independent variables of the most interest. Also,
customer visit data was missing for one JobLink center. Cases with missing values for the considered
variables were left out of the regression analysis, a method referred to as listwise deletion. (See Appendix
B for a further technical discussion of these limitations and how they were handled).

s th

Results and Discussion
Out of the total of 105 JobLink centers throughout the state, 65 replied to the online survey,
making for a 62 percent response rate. The 65 responding centers were diverse enough to provide a
representative cross-section of the state of North Carolina. Since some centers cover more than one
county, 70 of North Car ol i na’Thesecoantiendreispeeliacwss e r epr e
each of the three regions of the state; 28 in the Coastal region (40% of the sample), 24 in the Piedmont



region (34%), and 18 in the Mountain region (26%). The covered counties are also evenly distributed
among highly and sparsely populated areas of the state; 26 are metropolitan counties (37% of the sample),
23 are micropolitan (33%), and 21 are rural (30%).*" Also, the responding centers ranged from the most
visited center (26,265 visits) to one of the least visited centers (272 visits) in terms of customer traffic in
2007. Due to the high response rate and the diversity of the respondents, the obtained sample is thought to
be representative of the JobLink system as a whole.

JobLink managers offered varying responses when asked what recruitment and outreach
strategies brought the most customers to their centers, but several strategies stood out. The seven most
popular strategies identified by JobLink managers are listed in Table 1 (the full list of identified strategies
is included in Appendix C). The two strategies mentioned most often were (1) engaging the community
by visiting organizations and employers to promote JobLink services and (2) advertising. Different
advertising media were mentioned, but 29 different managers cited some sort of advertising as important.
Those managers identified the use of flyers and other promotional materials and the use of newspaper
advertising as effective advertising strategies more often than the use of other media. Many managers felt
that word-of-mouth brought in the most customers. Having a trusted family member or friend recommend
the use of a JobLink center appears to hold a lot of weight with potential JobLink customers. Managers
mentioned participating in job fairs just as often as word-of-mouth. Hosting job fairs can bring people
into the center if they know about the event, and participating in job fairs away from the center is another
way of getting the word out about the services a JobLink center offers. Finally, the only other strategy
receiving ten or more mentions was promoting the center through partner agencies. Potential customers
are often likely to engage another public service before going to a JobLink, so it should help to boost
customer numbers when other agencies know to refer and do refer their clients to a JobLink.

Table 1: Effective Recruitment Strategies as Identified by Managers

Number of Centers

Strategy Identified Citing Strategy (N=65)

Engagement with Community Organizations and Employers 32 (49%)
Advertising (General) 29 (45%)

Advertising with Promotional Materials/Flyers 12 (18%)

Newspaper Advertising 10 (15%)
Word-of-Mouth 23 (35%)
Participating in Job Fairs 23 (35%)
Promoting JobLink through Partner Agencies 11 (17%)

Asking managers which strategies work the best at attracting JobLink customers is useful, but
other factors may come into play and empirical data may paint a different picture. As explained above,
regression analysis was also used to identify significant center characteristics and customer recruitment
and retention strategies. The final regression model narrowed the range of independent variables to ten,
the least amount of variables used in any model. Additionally, the model explained about 78 percent of
the variation in customer traffic from center to center, better than any other model considered. The most
pertinent variables are shown in Table 2 on the next page.

The analyzed JobL.inks varied in use in 2007 from a high of 26,265 visits at one center to a low of
272 visits at another. The average number of visits was 5,789, with a standard deviation of 4,387.
Table 2 shows that six variables significantly affected the variability in the number of customer visits
from JobLink to JobLink. (See Appendix D for basic descriptive statistics pertaining to key variables).
Predictably, a larger population in the JobLin k * s | o c langer waeaklg haurs afropgtration
significantly increase customer numbers. These variables can be viewed as control variables. The most
influential and significant independent variable after population was whether the Employment Security



Table 2: Regression Analysis Results for Variables That Significantly Influence
Yearly Joblink Customer Visit Totals

Variable Coefficient
Population Covered 043***
Hours a Week 421.139%**
ESC Host 4862.500***
ESC Stand-Alone -1397.032
Advertising 1962.010*
Total Advertising Types -759.534**
Number of Partner Agencies 321.415**

R?=.778, Adjusted R*=.731, F=16.479***
* Significant at .1 level, ** Significant at .05 level, *** Significant at .01 level

Commission servesasthecenter °' s host organization. The model pre
equal, an ESC hosted JobLink will attract 4,863 more customer visits a year than centers hosted by other
organizations. All other hosting arrangements were shown to be insignificant predictors of customer
traffic. A main concern of the state level Commission on Workforce Development (CWD)™" has been
deal i ng i bhe” s E &Wdh aefndniJobLénk ESC offices in the same local area as a
JobLink center. These stand-alones pose a problem if ESC customers in need of Joblink services are not
properly referred to the JobLink or do not act on such a referral. However, the regression model indicates
that the presence of a stand-alone ESC office is not a significant predictor of JobLink customer numbers,
despite its large negative coefficient. Basically, the standard error around that variable is too big to place
confidence in the given coefficient.

The regression analysis also identified the number of partner agencies as a significant
independent variable. For every additional partner agency represented, a JobLink can expect to generate
321 additional customer visits a year. This result demonstrates the credibility of the one-stop philosophy
and shows how important creating a truly one-stop Joblink system really is. Additionally, advertising is a
significant driver of JobLink center use. However, an increase in the number of advertising types used is
significantly associated with decreasing JobLink customer numbers, an odd and unexpected result.
Measuring the extent of advertising engaged in by a center was a tough proposition, and the number of
different media used to advertise is a mediocre measure of that extent. Still, since some JobLinks obtained
free advertising space, dollars spent could not be used to measure the extent of advertising. Perhaps the
total types of advertising used was simply a poor substitute. Another possible explanation for this
situation with the two advertising variables is that advertising in the first place catches the attention of
potential customers, but employing too many venues dilutes the effect of that advertising. For example,
perhaps advertising on the radio every week or putting up a billboard year round is a better use of limited
advertising dollars than advertising sporadically through newspapers, television, and radio. Finally, every
variable not included in Table 2 was continually shown to be insignificant across a number of models.

Conclusions and Recommendations

JobLink manager responses and regression analysis have revealed strategies and factors that lead
to increased customer use of JobLink centers. Data from both analysis methods support the conclusion
that advertising and greater use of partner agencies are likely to increase customer numbers. Beyond those
results, there was a divergence over the importance of various factors and strategies. Still, the data taken
as a whole point to the following recommendations aimed at ensuring that more North Carolina citizens
take advantage of the services and resources provided by the JobLink Career Center system.



Recommendation 1: Favor the ESC as a host organization in fistand-a | o sitaabions

The regression analysis detailed above clearly shows that having the ESC as a host organization
is the most influential variable when it comes to generating more customer visits. Still, it would be
impractical to suggest that all JobLinks at other host sites should be moved from their established
locations. However, stand-alone ESC offices remain a concern of the Commission on Workforce
Development. In cooperation with local Workforce Development Boards, the CWD has pursued several
strategies to deal with these stand-alones. In some cases, the ESC office is chartered as a JobLink or the
Boards help the separate entities find a common location to combine offices. In the remaining cases,
conversations have only just begun or progress has stalled." Since the regression also shows the
presence of a stand-alone ESC office was an insignificant predictor of JobLink use, the emphasis should
be on making an ESC office the host site for a new or reconstituted JobLink center, rather than pushing to
eliminate the stand-alone ESC office by folding it into another host site. ESC hosts bring in
overwhelmingly more customers than other host organizations, including community colleges and non-
governmental organizations. It seems citizens naturally seek employment assistance at an ESC venue.

Recommendation 2: Work to increase the number of partners represented at each JobLink center
The regression analysis also makes it clear that having more partners is associated with more
customer visits. As a JobLink provides more diverse services, resources, and guidance, it appeals to more
potential customers. Non-profits, corporations providing social services, Job Corps programs, literacy
councils, programs ai med at seniors, and ctoruaciitlisomdl ”
partners that JobLink centers and Workforce Development Boards should consider for recruitment.

Recommendation 3: Advertise, but keep the advertising strategy focused

A large number of JobLink managers mentioned advertising as an effective strategy for
increasing the use of their centers. The regression analysis backed up this viewpoint. The Commission on
Wor kf or c e D2007€200Dsiategecplan calls for the implementation of a statewide JobLink
marketing campaign. The Commission would do well to see this strategy through, but local advertising
will remain important. However, the significant negative relationship between the number of advertising
types used and customer visit numbers indicates that an overly broad local advertising plan can possibly
decrease the effectiveness of using advertising in the first place. Therefore, Joblinks may want to consider
advertising plans that focus on regular, consistent use of a few forms of media. Workforce Development
Boards should consider monitoring which strategies work best for their JobLink centers and advising the
centers on how and where to target their advertising efforts. Furthermore, several JobLink managers
indicated that their center does not advertise at all. Even JobLinks with limited budgets should seek to
advertise in some way. Numerous JobLinks indicated that they were able to advertise free of charge.
WDBs and the CWD should seek to identify how certain JobLinks have obtained free advertising space
and share that information with the remaining JobLink centers.

Recommendation 4: Get out in the community and encourage word-of-mouth marketing

Despite the fact that the regression analysis did not find significance in the variables representing
community engagement outside of the JobLink center and word-of-mouth efforts, JobLink managers and
WDB directors should certainly still pursue these manager identified strategies. Measuring the true extent
of those variables was very difficult. The measurements used can only indirectly represent what JobLink
centers are actually doing. For example, the word-of-mouth variable only indicates whether a manager
said his or her center actively encourages word-of-mouth referrals from current customers, not how that
encouragement is structured or how enthusiastically it is conveyed. JobLink managers cited engagement
with community organizations and employers outside of the office as a successful recruitment strategy
more than any other strategy. Similarly, word-of-mouth was the third most mentioned determinant of high
customer traffic. Many studies have shown the ability of word-of-mouth marketing to attract customers in
both the private™™ and public sectors.™ There is no reason not to promote word-of-mouth marketing, but
many managers indicated they do not currently encourage this practice among customers.



'U.S. Department of Labor, Employment and Training Administration. (1998). Workforce Investment Act H8998
Washington, DC: Author.

" King, C., & Barnow, B. (2005). The Workforce Investment Act in Eight Stafel§ DOL Series No. ETAOP 2005-
01). Albany, NY: Nelson A. Rockefeller Institute of Government.

" Social Policy Research Associates. (2004). The Workforce Investment Act After Five Years: Results from the
National Evaluation of the Implementation of W@%ekland, CA: Author.

Y'MDC, Inc. (2000). North Carolina JobLink Caree€enters: An Appraisal of Progregshapel Hill, NC: Author.

¥ Deese, S. (2002). Customer Satisfaction: A Comparison of Community College and Employment Security
Commission JobLink Career Centers in North CaraliDactoral dissertation, North Carolina State University.

"' Russ, P. (2003-2005). JobLinkCenters Out/Service Repoktmberton, NC: Lumber River Council

of Governments, Workforce Development Division.

" Rooney, M. (2007).Gl obal i zati on and Nor t.Man@caipt woduced faréhe Nofwu r al Wo r k
Carolina Rural Economic Development Center.

""" Interviewees were promised anonymity. Therefore, they are not cited by name in this report.

™ Corporation for a Skilled Workforce. (2002). Benchmarkingddne Stop @&nters Ann Arbor, MI: Author.

*King, C., & Barnow, B. (2005). The Workforce Investment Act in Eight Stael$ DOL Series No.

ETAOP 2005-01). Albany, NY: Nelson A. Rockefeller Institute of Government.

X! Social Policy Research Associates. (2004). The Workforce Investment Act After Fiveals: Results from

the National Evaluation of the Implementation of Wdakland, CA: Author.

X' MDC, Inc. (2000). North Carolina JobLink Career Centers: An Appraisal of Progr&pel Hill, NC: Author.
¥ These data were gathered from the followingorgani zat i on’ s websites; US Census Bur
Security Commission, NC Commerce Department, and Google Maps.

XV Foster, J., Barkus, E., & Yavorsky, C. (2006). Understanding and Using Advanced Statistidsusand Oaks,
CA: Sage Publications.

* Leech, N., Barrett, K., & Morgan, G. (2005). SPSS for Intermediate Statistics: Use and Interpretatitahwah,
NJ: Lawrence Erlbaum Associates.

*! North Carolina Commission on Workforce Development. (2007). State of the North Carolina Workforce
Raleigh, NC: Author.

* North Carolina Commission on Workforce Development. (2007). North Carolina Commission on Workforce
Development2007-2007 Strategic PlarRaleigh, NC: Author.

Xviil Ibld

XX As one example, see Kumar, V., Petersen, J., & Leone, R. (2007). How Valuable Is Word of Mouth? Harvard
Business Revig5(10), 139-146.

As one example, see Dalto, M. (2003). Maryland’'s Assi :
Partnerships. Journal of Disability Policy Studied4(2), 91-4.



Appendix A

Variable Sources and Definitions

Total Customer Visits (Dependent Variable): This is the total number of customer visits that the
JobLink center experienced in 2007. It includes both first time visits and repeat visits, meaning
that one customer could be counted several times if they visited the center more than once in
2007.

Data Source: North Carolina Department of Commerce

Population Covered by the JobLink Center: This number was arrived at by taking the total
population of the covered county (2006 Census estimate, latest available) for counties with one
JobLink center. In counties with multiple JobLinks, a certain percentage of the county population
was assigned to each JobLink center based on its location relative to population centers.

Data SourceUnited States Census Bureau

Square Miles Covered by the JobLink Center: This number was arrived at by taking the total
square mileage of the covered county (2000 Census, latest available) for counties with one
JobLink center. In counties with multiple JobLinks, a certain percentage of the county land area
was assigned to each JobLink center based on its location relative to county borders.

Data SourceUnited States Census Bureau

County Unemployment Rate: The average unemployment rate for the counties covered by the
JobLink center form January to November 2007. December numbers were not available at the
time of analysis.

Data Source: North Carolina Employment Security Commission

Hours a Week the JobLink is Open: The total number of hours a week the JobLink Center is open
to the public.

Data Source: Online Survey

Non 8 to 5 Hours: The total number of hours a week the JobLink Center is open to the public
outside of the standard 8 am to 5 pm hours.

Data Source: Online Survey

Host Organization: This variable was represented by a series of dummy variables identifying
whether the host organization was an Employment Security Commission Office, a Community
College, a Department of Social Services Office, another type of local government office, a Non-
governmental Organization, a private company, or a consortium of different agencies.

Data Source: Online Survey

Number of Partner Agencies: The total number of partner agencies as identified by JobLink
managers. Partner agencies commitment extends beyond simply providing written information at
the center. On a regular basis, partners either staff the center, involve themselves in spreading the
center’s work to the community, or consult wit
Data Source: Online Survey

Hours Worked Offsite by Employees: The number of hours during a typical week that JobLink
staff members provide services at other locations.

Data Source: Online Survey

Community Engagement: This variable was represented by a dummy variable indicating whether
the manager reported engaging the community by visiting other organizations (including
employers), giving presentations or talks about the center out in the community, or participating
in community resources fairs.

Data Source: Online Survey




Career Readiness Certificate (CRC) Administration: This variable was represented by a dummy
variable indicating whether the JobLink center was a site where CRC tests are administered.
Data Source: Online Survey

Class or Workshop Frequency: This variable represented how often the JobLink held classes or
workshops beyond everyday services. The variable was coded at an ordinal level, indicating
whether classes or workshops were held weekly, monthly, quarterly, twice a year, once a year, or
never.

Data Source: Online Survey

Participation in Job Fairs: This variable was represented by two dummy variables, one indicating
whether the JobLink hosted a job fair in 2007 and the other indicating whether the JobLink
sponsored a job fair at another location in 2007.

Data Source: Online Survey

Presence of Spanish Speakers: The total number of center employees who speak Spanish.

Data Source: Online Survey

Proximity of Public Transportation: This variable represented how close public transportation
comes to the center. The variable was coded at an ordinal level, indicating whether public
transportation came directly to the center, within one block of the center, within three blocks of
the center, within the general area of the center, or nowhere near the center.

Data Source: Online Survey

Word-of-Mouth Efforts: This variable was represented by a dummy variable indicating whether
center employees actively encourage center customers to participate in word-of-mouth marketing
by promoting JobLink services to their friends and family members.

Data Source: Oniie Survey

Use of Advertising: This variable was represented by a dummy variable indicating whether the
center utilized any advertising at all in 2007.

Data Source: Online Survey

Extent of Advertising: The total number of different types of advertising media used by the center
in 2007.

Data Source: Online Survey

Presence of a Stand-alone Employment Security Office: This variable was represented by a
dummy variable indicating whether a non-JobLink ESC office was located in the same local area
as the JobL.ink center in 2007.

Data Source: Online Survey




Appendix B
Further Technical Discussion of Regression Analysis Methods

As mentioned in the limitations section, it is necessary to know how much of the variation in the
dependent variable is explained by the independent variables. A measurement known as R? is used to
show the percentage of this variation explained in the regression model. However, as independent
variables are added to the model, R* will always increase somewhat and never decrease due to the
mathematics used by the analysis. Therefore, if enough independent variables were added, the R* would
eventually equal 100 percent no matter how badly the model was actually constructed. Accordingly,
statistical softwardut@uBR®tkagkaeal wbi phovéwlei as I aw
because it takes into account the ratio of independent variables to cases. A larger difference between the
R?andthe adjusted R°v al ues represents a distortiedmadofi n t he mo
independent variables.
Experts differ on the number of independent variables that are acceptable in comparison to the
number of cases being studied, but the number of independent variables listed in Appendix A would
almost always be considered too many.' Additionally, almost all authorities on regression agree that
parsimony should be sought, meaning it is best to present the simplest explanation and use the least
amount of independent variables necessary." Therefore, an original regression model incorporating all of
the independent variables was created. Variables that were shown to be insignificant and variables that
were | ess important in the model s theoretical fr
constructed. This process occurred over many trial runs involving many combinations of variables,
ensuring that variables were not prematurely dropped from the model. Only variables that were
consistently identified as insignificant were eliminated. The best model represented a combination of the
highest R?, the lowest number of independent variables, and the smallest difference between R* and
adjustedR%Z. This best model was used as the basis for t
Another issue with the regression analysis stems from the fact that survey respondents were instructed
to skip any question that they did not have data for or did not want to answer. As a result, some cases
were missing data for the independent variables of the most interest. Several methods can be used for
dealing with missing data. Missing values can be replaced by the mean for that variable from the
remaining cases, they can be estimated by multiple regression or an imputation method such as maximum
likelihood estimation (MLE), or the cases with missing data can be simply dropped from the regression
analysis, a method referred to as listwise deletion. Each method has its own drawbacks. Replacing the
values with the mean decreases the variation in the values of the independent variables, the very quality
from which regression analysis draws its strength. Therefore, it has fallen out of favor within the statistics
community and is generally no longer used." Multiple regression and MLE are likely to decrease the
variation in the independent variables as well, though less than replacement with the mean. They also still
involve inserting an estimate that could be wildly off from the true value. " Deleting the cases with the
missing values decreases the overall amount of data to draw upon. Additionally, if the missing values are
not random, but instead are correlated in some way, the resulting regression analysis will be biased.
However, a statistical test can be performed to ensure that the absent variables are missing completely at
random(MCAR), a situation that makes the deletion of cases acceptable. " This test was performed on
the data set and showed that the missing values were in fact MCAR. Therefore, listwise deletion was
settled upon, and cases with missing values for the considered variables were left out of the analysis.

' Foster, J., Barkus, E., & Yavorsky, C. (2006). Understanding and Using Advanced Statistidsousand Oaks, CA:
Sage Publications.

"Leech, N., Barrett, K., & Morgan, G. (2005). SPSS for Intermediate Statistics:dJsnd InterpretationMahwah,
NJ: Lawrence Erlbaum Associates.

" Allison, P. (2001). Missing Data Thousand Oaks, CA: Sage Publications.



Appendix C

Manager ldentified Recruitment and Retention Strategies

Number of Centers

Strategy Identified Citing Strategy (N=65)

Engagement with/Presentations to

Community Organizations or Employers 32
Advertising (General) 29
Word-of-Mouth 23
Participating in Job Fairs 23
Advertising with Promotional or Marketing

Materials/Flyers 12
Promoting JobLink through partner agencies 11
Newspaper Advertising 10

Radio Advertising 9
Newspaper Articles 9
Tv Advertising 7
Partner with or be hosted by the ESC 5
Banner/Billboard Advertising 5
Street Sign Advertising 5
Having staff serve on local

boards/commissions/councils 4
Posting Jobs Listings at the center 3
Advertising through signs on public

transportation 3
Use of a newsletter 3
Website 3

Engagement with Special Populations
(Seniors, Ex-convicts)

List jobs in the newspaper

Have employers mention JobLink in help
wanted ads

NN

Put on workshops on job searching topics
Movie theater advertising
Providing resume help

Recruiting non-traditional partner agencies

P P P DNDDNDN

Have partners bring tours to the center




Appendix D

Basic Descriptive Statistics for Key Variables (N=64)

Maximum Minimum Range  Average  Standard
Dev.
Total Customer Visits (Dependent) 26,265 272 25,993 5,789 4,387
Population Covered by JobLink 338,929 12,875 326,054 87,868 70,764
Square Miles Covered by JobLink 1,262 79 1,183 514 260.5
Unemployment Rate in Covered Area 12.7% 3.5% 9.2% 5.2% 1.35%
Hours a Week Joblink is Open 54.5 36 18.5 43.8 3
Number of Partner Agencies 13 4 9 7.9 2.5
Total Advertising Types 5 0 5 1.8 1.3
Number of Centers that Advertised
(N=60) Number of Centers with Host Type (N=64)
Didn't
Advertised 49 | Advertise 11 ESC 41 | NGO 5
CcC 8 | DSS 1
Number of Centers with a "Stand Alone" Gov. Office 4 | Corporation 1
ESC in the Area (N=63) Other 4
No Stand
Stand Alone 15 | Alone 48

11



Appendix E

Regression Analysis Results: Final Model

Model Summary

Adjusted R Std. Error of the

Model R R Square Square Estimate

1 .882° 778 731 2375.208

ANOVA

Model Sum of Squares df Mean Square F Sig.

1 Regression 9.297E8 10 9.297E7 16.479 .0003
Residual 2.652E8 47 5641615.215
Total 1.195E9 57

Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) -22910.029 5811.393 -3.942 .000
Unemployment Rate 283.533 246.863 .087 1.149 .257
Population Covered .043 .006 .608 7.321 .000
Hours A Week 421.139 120.378 .283 3.498 .001
ESC Host 4862.500 922.145 515 5.273 .000
ESC Stand Alone -1397.032 1029.629 -.128 -1.357 181
Advertising 1962.010 1108.154 .169 1.771 .083
Total Advertising Types -759.534 313.774 -.224 -2.421 .019
Number of Partners 321.415 132.740 175 2421 .019
Workshop Frequency -245.239 232.249 -.081 -1.056 .296
Spanish Speakers 335.754 371.682 .071 .903 371

a. Dependent Variable: # total customers per center 2007
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