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The Chicago Cook Workforce Partnership Seeks External Communications Partner/Creative Agency 

Please email response to:  Susan Massel, Director of Communications and External Affairs, The Chicago 

Cook Workforce Partnership, smassel@chicookworks.org by 5 pm CST, Monday, May 19, 2025. 

Responses should include material requested in this document as well as: client list, staff list, and staff 

who will be working with The Partnership. 

No phone calls will be accepted. 

 

Who are We and Who is our Network? 

The Partnership 

The Chicago Cook Workforce Partnership (The Partnership), is the non-profit entity that operates one of 

the largest public workforce systems in the nation, serving Chicago and suburban Cook County.   

• The Partnership is the designated recipient of federal Workforce Innovation and Opportunity 

Act (WIOA) dollars allocated Chicago and suburban Cook County by the Illinois Department of 

Commerce and Economic Opportunity from the US Department of Labor.  

• The Partnership distributes these dollars to approximately 70 community-based organizations 

(CBOs) in Chicago and suburban Cook County, competitively procured to provide workforce 

development services to career seekers and employers.   

• In addition to WIOA funding, The Partnership also applies for and receives other governmental, 

public, foundation and private sector funding to carry its mission.    

• The Partnership’s most recent annual report can be found here: 

https://chicookworks.org/annual-report-2024/  with the network CBO list at the end of the 

document. 

Our Network 

• The 70+ CBO network consists of American Job Centers  (AJC) and approximately 60 additional 

workforce sites, that serve career seekers (the supply side of workforce development) including 

adults, youth and dislocated workers (those who have lost their jobs)  by providing career 

coaching, resume development, career and interview prep, access to training and more.  

 

• There are 16 core and required partners in the AJC network, which offer services/access to 

organization. They include the Illinois Department of Employment Security (IDES), City Colleges 

of Chicago, Vocational Rehabilitation Services, and more. Some of these organizations, such as 

IDES, are co-located at AJC sites and currently four The Partnership’s workforce sites are located 

in/at City College locations with two more to be installed in the near future. 

 

• The Partnership, AJCs and other agencies also serve employers (the demand side of workforce 

development) in providing access to On the Job and Incumbent Working training programs and 

more as well as connecting them with ready-to-work career seekers.   

 

mailto:smassel@chicookworks.org
https://chicookworks.org/about-us/
https://www.dol.gov/agencies/eta/wioa
https://www.dol.gov/agencies/eta/wioa
https://chicookworks.org/our-network/find-your-agency/
https://chicookworks.org/about-us
https://chicookworks.org/annual-report-2024/
https://chicookworks.org/wp-content/uploads/2024/08/AJC-2024-Multi-August.pdf
https://chicookworks.org/services/career-seeker-services/
https://www.illinoisworknet.com/WIOA/Pages/CorePartners.aspx
https://chicookworks.org/services/employers/
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• The network also includes training providers for a variety of high-demand, high-growth sectors. 

 

• The vast majority of the services offered are at no cost to customers.  

 

• The Partnership contracts with scaleLIT to assist in coordination and oversight of the AJC 

network.   

“Where” are We in Our Own Evolution?:  Founded in 2012, The Partnership is in a period of 

“reimagination,” with growth and improvement top of mind, prioritizing the impact (economic and 

other) vs. solely the outcomes (numbers served) of its work with regional career seekers and employers.  

We are an 80 person staff, led by a CEO and a Leadership Team.  There are two boards of directors 

associated with the organization: a non-profit board related to the organization and a Workforce 

Innovation Board tied to the WIOA funding received from the Illinois Department of Economic 

Opportunity  for the federal Department of Labor, allocated to The Partnership by the City of Chicago 

and suburban Cook County. 

Our communications work is three- fold, promoting: The Partnership as a re-funder of workforce funds 

that are invested in the local CBOs in our network; the work carried out by the CBOs in our network; the 

programs created and produced by The Partnership and its network. 

The Comms Team 

The Partnership staff includes a two-person communications team. The organization seeks an external 

agency to support/assist the 2-person team in developing and executing day to day strategy and tools to 

promote public awareness, marketing and communications outreach related to The Partnership and its 

regional network.  

• The external partner is expected to do more than “execute” directives, but is expected to have a 

consistent team ready to write, edit and advise generally on communications work and 

strategies. 

• The external creative partner serves as an extension of this small team and should be available 

to meet at least once a week (virtually) to review the status of current tasks, assignments, 

projects and share ideas. 

• The Partnership communications team values creativity and new ideas; it is creative and scrappy 

and believes “just because something has always been done that way before doesn’t mean it’s 

the best way going forward.” The ideal creative agency will help the team improve efficiency 

and creativity in communications strategies. 

• The day-to-day role of the agency is two-tiered: we are open to our creative partner bringing 

new ideas while carrying out regular, agreed upon tasks. We see communications as a 

lighthouse: bringing customers to the network while looking out for new opportunities! 

The Challenge: The Partnership is “very well known among the people who know us,” as a highly 

effective organization. However, we seek to continue to expand awareness about the entity, what we 

do, and how we support regional career seekers and employers. We rely on our network to ‘embed’ 

themselves in the communities they serve and be the touchpoints for the services and programs we 

https://www.scalelit.org/
https://chicookworks.org/about-us
https://chicookworks.org/about-us/our-team/
https://chicookworks.org/about-us/our-board-of-directors/
https://chicookworks.org/about-us/our-board/
https://chicookworks.org/about-us/our-board/
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fund, and they provide. The Partnership uses a variety of relatively low-cost yet effective outreach tools 

which can expand or contract, based on budget availability. 

The tools most frequently used are: 

1. Websites (ours and those of program/services we fund):  Chicookworks.org 

Earlier this year, The Partnership worked with its current external creative agency and website 

developer, whose contracts expire on June 30, to survey stakeholders to gather input on their thoughts 

about our branding, voice, and website. We used those survey results to launch a re-branding and 

website refresh effort that we hope to launch and introduce by June 30. The successful respondent to 

this search will launch and leverage these new tools to expand awareness of The Partnership and its 

network. 

Other websites we direct customers to, tied to programs The Partnership funds: 

Cook County Career Connect 

LevelUpAJC.org 

Good Jobs Chicagoland 

2. Social media (@chicookworks) (largely organic but occasionally boosted) 

• Facebook, Instagram, LinkedIn and X (to a small degree) 

• Considering Threads, Blue Sky, or any platform that sees momentum. 

 

3. Fliers, collateral materials 

• Annual report 

 

4. Images 

• Infographics, photography and videography 

 

5. E-newsletter, e-mail blasts and texting to a small degree 

 

6. Partnership Podcast 

• Hire Frequency Podcast 

 

7. Earned media 

 

8. Paid advertising 

Proposed Contract Term and Agency Priority: The Partnership seeks a two-year agreement with a 

creative agency with a budget to be determined by both parties, once a final scope is agreed upon. 

Respondents should assign an estimated cost, if possible, to each of the ten elements listed below. If it’s 

not possible to itemize costs, please combine elements for an overall cost of the work described. 

It is a deliberate decision to create one inclusive scope as it is the ideal that one agency partner supports 

multiple communications tools, leveraging information in multiple streams, such as: 

https://chicookworks.org/
https://cookcountycareerconnect.org/
https://levelupajc.org/
https://goodjobschicagoland.com/
https://chicookworks.org/news/hire-frequency-podcast/
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• An information-rich annual report  

• Robust social media posts and social media calendar 

• Monthly e-newsletter  

• Success stories and podcast episodes  

• Media pitches 

An emphasis of workforce development’s business partnerships and focus on economic development 

(vs. workforce development being seen as a social service) is vital. 

An emphasis on our network’s impact vs. solely outcomes is also a priority. 

Scope of Work: 

1. Utilize new brand and color standards; new logo; refreshed website: 

a. As stated above, earlier this year we worked with our current external creative agency 

and website developer, whose contracts expire on June 30, to refresh our brand, voice, 

colors and website.  We seek an agency to launch and leverage these new tools to 

expand awareness of The Partnership and our network. 

2. Social Media 

a. Create an annual social media calendar which contains regular dates that require posts 

but also have the agility to draft day-of posts when needed. 

b. Able to take ‘raw’ copy and images sent from The Partnership and create timely posts. 

c. Find/explore the social media landscape to ID others the platforms should follow and 

respond when we are tagged in posts.  

d. Adding creativity and engaging posts/images to the platforms. 

e. Provide strategic input based on performance of previous and current posts. 

3. Images  

a. Create graphic, infographics, videos etc. for use on social media, in e-newsletters, in 

presentations, etc. 

4. E-Newsletter 

a. Create/produce monthly e-newsletter (In the Works) with copy and images provided by 

staff. There are currently approximately 25,000 subscribers with a most recent open 

rate of 30% or approximately 8,000 readers. 

5. Annual Report 

a. Design and produce annual report; the format historically used (there have been four 

created) is a dynamic landing page with a downloadable PDF. Please see the most 

recent versions on our website and at the top of this document. 

b. Copy and images to be created collaboratively and to a large degree provided by The 

Partnership and can be culled from In the Works and social media, etc. 

c. This document is traditionally created in summer/fall and published in Q1 of the 

calendar year. 

d. The annual report covers a program year; the next one will cover PY 24 (from July 1, 

2024, to June 30, 2025). 

6. Earned media/speaking commitments. 

a. Support and offer ideas for earned media coverage and leadership speaking 

opportunities. 

https://chicookworks.org/annual-report-2024/
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b. Drafting press releases and advisories and pitching stories a plus, but not mandatory. 

7. Special events 

a. The Partnership and its network host hiring fairs and other special events throughout 

the year. The communications unit is not responsible for planning and producing these 

events but is responsible for finding and using the best tools to promote the events. 

b. A few years ago, the communications unit began to create branded signs that say, “I 

made an offer,” and “I got an offer,” for career seekers and employers to hold at events 

in front of a branded step and repeat when a “match” is made. That is the type of 

communication The Partnership wants to continue to employ. Examples can be found 

on the website, social media platforms and in annual reports. 

8. Community outreach 

a. Again, this is partially in the hands of staff and agencies, but the internal team is open to 

ideas about what the communications unit can do, beyond what has already been 

described. 

9. Presentations 

a. Assist with power point deck presentations made by the director of communications; 

gathering data requested and offering other input. The director of communications 

presents at the quarterly WIB meetings. 

10. Website(s): As listed above, there are four websites which are affiliated with The Partnership. 

The first two below will require the greatest attention of the new external agency. 

a. ChiCookWorks.org: Offer plans to leverage this new website, voice and logo to the 

region.  

i. Fundraising: As mentioned above, The Partnership seeks funds from other 

public sources, as well as foundations, the private sector and individuals. 

Currently, The Partnership website does not have a donation portal, but one is 

in the process of being added to the website. Communications around 

fundraising may also be an element of social media, e-newsletter and other 

communications during the term of this contract. 

b. LevelUpAJC.org: This is an important website/portal for your consideration. It was 

created, and is hosted, by our current external communications agency and ScaleLit and 

is a critical part of customer outreach.  We want to migrate this website’s capabilities to 

our refreshed website this summer. It has received more than 50,000 views since it was 

launched in October 2023. There is also an 800 number that reaches our network: 800-

720-2515. 

Tangential Websites: 

c. Cook County Career Connect:  This website is funded via ARPA funds by Cook County. It 

is hosted by a marketing firm we contract with to create and host the website. The 

program may sunset in late 2025 due to funding ending. 

d. Good Jobs Chicagoland: The Partnership staff helped create this website and it is hosted 

by a web developer hired and paid for by World Business Chicago. 

 

https://chicookworks.org/
https://levelupajc.org/
https://cookcountycareerconnect.org/
https://goodjobschicagoland.com/
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Please email response to:  Susan Massel, Director of Communications and External Affairs, Chicago Cook 

Workforce Partnership, smassel@chicookworks.org by 5 pm CST, Monday, May 19, 2025. 

Responses should include material requested in this document as well as: client list, staff list, and staff 

who will be working with The Partnership. 

No phone calls will be accepted. 

mailto:smassel@chicookworks.org

