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3 Business Plan Final Draft Executive Summary 

INTRODUCTION 
The Southwest Florida Water Management District (District) is a science-based organization responsible for managing and 
protecting water resources in west-central Florida. The District facilitates the provision of adequate quality water supplies to meet 
the needs of current and future users while protecting and restoring water and related natural resources. 

Relationship between Strategic Plan and Business Plan 

The strategic and financial groundwork for the District are established in the Strategic Plan. The Strategic Plan defines four Areas 
of Responsibility (AOR): Water Supply, Water Quality, Natural Systems and Flood Protection. Each AOR is dedicated to 
achieving strategic initiatives specific to its discipline, as outlined in the Strategic Plan. Together, the four AORs have direct 
influence on the Strategic Initiatives. The development of the business plan was based on this influence to determine future needs 
to achieve the strategic initiatives and the impact to District resources. 

This Business Plan Executive Summary references the resources needed by each 
AOR to implement the District’s Strategic Plan, with a particular focus on: 

 Expertise (People)
 Tools (Assets)
 Project Capacity (Funding)

Each AOR developed a Business Plan specifically for that AOR. Those plans 
contain detailed recommendations for consideration by District management. This 
Executive Summary highlights the major recommendations from the four AOR 
plans that have broader implications for the District. 

Purpose of Plan and Summary 

The analysis was conducted using District staff members who are subject-matter 
experts (SMEs) with support, facilitation and guidance by Brown and Caldwell. 
Four Business Planning Teams dedicated to the four AORs were assigned and a 
Team Leader was designated for each. The AOR Business Planning Teams 
(Teams) explored a five-year horizon and determined what resources are necessary 
to implement the Strategic Plan, where resources should be located, and considered 
opportunities for resource synergy over the five-year horizon. A 10-20 year 
horizon was used to set the long-term direction of the District. More specifically, 
the Teams accomplished the following: mapped workload allocation of effort; conducted a Strength, Weakness, Opportunity and 
Threat (SWOT) Analysis; employed the Balanced Scorecard (BSC) for the entire process; conducted a Stakeholder Analysis; 
drafted Key Performance Indicators (KPIs) as they relate to specific issues of each AOR, and evaluated succession planning and 
staffing demographics to meet the District’s strategic initiatives.  

Acknowledgements 

The effort was guided and supported by the District’s Executive Team Sponsor Brian Armstrong and Project Management Office 
Lead James Fine. The development and completion of the four AOR Business Plans and the Executive Summary Business Plan 
could not have been done without the dedication and insight from the following people, whose combined effort exceeded 2,000 
hours during the planning process: 

Natural Resources 

 Earl Rich (Team Leader)  Carmen Sanders  Jennette Seachrist  John Emery 

Water Supply 

 Brian Starford (Team Leader)  Darrin Herbst  Eric DeHaven  Terri Behling 

District Mission Statement 

The mission of the District is to 
manage water and related natural 

resources to ensure their continued 
availability while maximizing the 

benefits to the public. Central to the 
mission is maintaining the balance 
between the water needs of current 
and future users while protecting 
and maintaining water and related 

natural resources which provide the 
District with its existing and future 

water supply. 
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Water Quality 

 Michelle Maxey (Team Leader)  Roberta Starks  Veronica Craw  Sandie Will 

Flood Protection 

 JP Marchand (Team Leader)  Michelle Hopkins  Jason Hopp  Robyn Felix 

And a special thank you to the 20+ District staff who were involved in the SWOT analysis. 

Role of Consultant 

Brown and Caldwell (BC) provided leadership and facilitation of the Business Planning Teams through a series of facilitated 
workshops and meetings, reviewed/analyzed District homework, and conducted supporting research. BC helped coordinate 
activities and encouraged collaboration within and between Teams. This document is intended to serve as an independent review 
and executive summary of the plans. The recommendations in this document represent the opinion of BC gained through direct 
engagement with the development of the four AOR Business Plans. 
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Business Plan Final Draft Executive Summary 8 

DRIVERS 
Understanding, acknowledging and learning about what influences 
the District’s mission was critical to developing a Business Plan 
that would work for the District now and into the future. The 
primary drivers for initiating the Strategic and Business Plans has 
been, and are anticipated to be: changing workforce, population 
growth, water resource challenges, regulations and legislation. 

Changing workforce. District staff retirement and turnover 
along with technology changes/advancements that may require 
very different skillsets in the future can have a significant impact 
on the number of available personnel and the types of skills they 
will be required to possess. Retirement of the baby boomers, 
smaller size of the millennial workforce and the shrinking pool of 
Science, Technology, Engineering and Math (STEM) talent will 
be major considerations in the District’s future. 

Population growth. As shown in the graphic to the right, 
population in the District’s four regions is projected to increase 
significantly over the next 40 years. This growth will put 
increased pressure on District resources to respond to stakeholder 
demands. 

Water resource challenges. The Central Florida Water 
Initiative (CFWI) and focus on springs will present additional 
planning and implementation requirements for the District. 

Regulations. Upcoming and anticipated changes in regulations 
(i.e. Minimum Flows and Levels [MFL], Total Maximum Daily 
Loads [TMDL], Federal requirements) may require new 
technologies, additional personnel and time to meet the 
requirements. 

Legislation. The State Legislature can modify the District’s 
priorities through legislation. Recently, Florida voters 
overwhelming passed Amendment 1 (Florida Water and Land Conservation Initiative) which requires that one-third of tax proceeds 
from certain real estate transactions be applied to water and land conservation. Because the legislature appropriates monies that 
Amendment 1 mandates, it will have a direct influence on how and where the money is spent. Legislation implementing 
Amendment 1 may fund management and restoration of natural systems. This could have significant impacts on the District 
programs including various aspects of the springs related initiatives programs. This could include strategic land acquisition, 
establishing minimum flows and levels, natural systems restoration and water supply development and permitting. 

Projected population increase for the District areas. 
Source: 1900-2010 is US census data; 2000 and 2020-2040 data is Bureau of Economic and 

Business Research and Florida office of Economic and Demographic Research 
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9 Business Plan Final Draft Executive Summary 

CHANGING WORKFORCE 
Over the next 10 years, if the average staff turnover rate (non-retirement related) is 5 percent per year (it has ranged from 3.5% to 
25.5% over the last 11 years and is 3.5% in 2015 to date), 290 positions will turn over across the District. Additionally, 265 people 
are eligible for retirement within the next 10 years. This totals 555 potential vacancies and new employees over this period. Current 
staffing is 577 employees. This represents a potential for 96 percent turnover in 10 years and provides the District with both 
challenges and opportunities. 

The retirement of the baby boomers, smaller size millennial workforce and the shrinking pool of Science, Technology, Engineering 
and Math (STEM) talent will have a substantial impact on the management and operations of the District. District retirement 
numbers and potential losses in key areas are displayed below. 

There is increasing competition for the skills required by the District. The American Institutes for Research data show that 
recruiting and hiring students with science, technology, engineering and mathematics will be more difficult over the next five to ten 
years as illustrated below. 

Source: Change the Equation http://vitalsigns.changetheequation.org/#fl-Florida-Overview 

Retirement Statistics 

The following graphs highlight the significant staff changes that could occur over the next 10 years, and also present skill sets that 
are associated with the retirements (BAOF: Bartow office, BROF: Brooksville office, SAOF: Sarasota office, TAOF: Tampa 
office). 
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Business Plan Final Draft Executive Summary 10 

Potential staffs total retirement by location in the next 5 and 10 years. 

The figure below shows the job categories that will be the most impacted by retirements over the next 10 years.  The three highest 
impact categories are Civil Engineers, Life, Physical and Social Science Technicians and Hydrologists. 

Key skill sets with highest retirement levels in the next 5 and 10 years. 

Education and Population Statistics 

The following graphs show population and education levels in Tampa and the surrounding areas. Tampa is projected to grow at a 
faster pace than the surrounding areas. Demographics in Tampa also show an availability of higher levels and percentages of people 
with post high school education compared to other regions in the District. This projected increase in population along with 
education levels translates to a larger potential labor pool for projected shortages in workforce, specifically in STEM positions 
which accounts for a significant portion of the estimated positions at the District eligible to retire in the next 5-10 years. 
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District Careers Communications Plan 

Situation 
With an increase in retirements and turnover at the District, executives made recruitment and 
onboarding of top quality candidates a top priority. But Communications staff found many of the 
District’s recruitment tools outdated or non-existent.  

Background 
District executives had staff draft a business plan in Fiscal Year 2015 that could be used in 
coordination with the District’s existing Five-Year Strategic Planning document. 

Among the top priorities to come out of the business plan was recruitment. The business plan 
revealed there is a potential for 96 percent turnover in 10 years at the District. The retirement of 
the baby boomers, smaller size millennial workforce and shrinking Science, Technology, 
Engineering and Math (STEM) talent will have a substantial impact on the management and 
operations of the District. There is increasing competition for the skills required by the District. 
The American Institutes for Research data shows hiring students with STEM skills will be more 
difficult during the next five to 10 years. 

Furthermore, once candidates were selected, the District had no formal process to help 
acclimate new employees to the District processes or culture. Research shows that new 
employees will decide in the first 60 days whether they want to stay long term with an employer. 

An added difficulty was the many challenges, the Communications staff identified. 

Communication Challenges 
• The District has no presence on LinkedIn.
• The District’s other social media sites are not being used to promote the culture of the

District despite research showing most young job seekers review a company’s social
media when making decision about a potential job.

• Recruitment materials such the job website, brochure and business card are outdated.
• The District had no communication materials to help orient new employees to the

District.

Purpose 
The purpose of this outreach plan is to work with the District’s Human Resources Bureau to 
identify and create the communication tools needed to recruit top quality candidates to the 
District.  

Goal  
Attract top quality candidates to the District by highlighting the career opportunities and many 
benefits to working at the District.  

Potential Objectives  
• Establish partnerships with 10 feeder universities and use recruitment tools to educate 

and attract candidates.

District Careers Video/DivisionC/Category6/Support
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Communications Plan 

2 

• Achieve a combined social media reach educating people about District Careers using
baselines from previous social media campaigns.

• Establish a baseline of satisfaction among new employees participating in a new 
orientation program.

Approach 
This outreach effort is a four-phased approach as defined below: 

1. Website
Launch a new Careers web page by April 1, 2016 in time for peak hiring season. The
site will highlight key facts about the District, careers opportunities and benefits.

2. Recruitment Tools
Develop new and updated tools the District’s recruiter can use at job fairs and other
locations. This will include brochures, business cards, video, career fair displays, a
trailer wrap etc.

3. Social Media
Increase recruitment on existing social media channels. Establish a hashtag to link on
messaging together. Increase use of LinkedIn. Promote culture, not just job openings.

4. Onboarding
Establish a formal orientation program that will include a video that highlights all the
benefits of working at the District.

Audience 
Job Candidates with strong focus on STEM positions 

• Scientists
• Engineers
• Hydrologists
• Geologists
• Chemists
• Finance
• Field Technicians
• Information Resources
• Attorneys
• Public Affairs
• Survey
• GIS

Universities and Vocational Schools 
• Students
• Alumni
• Professors
• Advisers

Professional Associations 
• PRSA

District Careers Video/DivisionC/Category6/Support
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• FPRA
• FSA
• AWWA
• AWRA
• FGOA
• AAES

Internal Staff 
• Identify ambassadors who can promote District culture, provide positive reviews on

Glassdoor

Key Messages 
• Ensure the use of “careers opportunities” not “job opportunities.”
• Highlight top benefits like Florida Retirement System, annual and sick leave, competitive

health benefits.
• Focus on the culture of District, the people are the top benefit.
• Highlight a “day at the office,” the daily experiences.
• Highlight that the District’s mission helps maximize environmental benefits to the public.
• Highlight the science that goes into decision making.

Methods 
• Careers website
• Update Brochure
• Update postcards/business cards
• LinkedIn page
• Trailer Wrap
• Career Fair Displays
• Update NeoGov and Glassdoor sites
• Establish social media hashtag
• Launch a “day at the office” social media weekly posting campaign on Facebook, 

LinkedIn, Twitter, Google+, and Instagram
• Create a District Careers Pinterest board with resources
• Create an orientation video
• Create a job recruitment video

Outreach Schedule 

Timeline/Milestones 
Start   
Date 

Completion   
Date 

Team Members 

Initial COM Planning Meeting 10/28/2015 10/28/2015 Adkins, Felix, Sager 
Planning Meeting with HR to discuss tools 1/12/2016 1/12/2016 Adkins, Felix, Sager, Harrison, 

HR team 
Designs printed tools 1/21/2016 7/1/2016 Adkins, Harrison 
Redesign Website 1/21/2016 4/1/2016 Adkins, Weaver 
Establish Hashtag 5/3/2016 5/10/2016 Sager 
Take over LinkedIn 5/2/2016 5/2/2016 Sager 
Launch social media effort 5/2/2016 5/2/2016 Sager 
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Timeline/Milestones 
Start   
Date 

Completion   
Date 

Team Members 

Launch Orientation 3/1/2016 3/1/2016 Human Resources 
Film and produce Orientation video 1/1/2016 3/1/2016 Sager 

Film and produce job recruiting video 2/1/2016 7/1/2016 Sager 
Update partner sites like Glassdoor and 
NeoGov 

7/1/2106 9/30/2017 Weaver, Felix 

Outreach plan evaluation As needed Sager, Adkins, Felix, HR Team 

Evaluation 
The success of this communications plan will be determined by measuring the number of 
university partnerships, social media reach, job applicants and satisfaction among new 
employees. 
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 (http://facebook.com/TalentCulture)  (http://twitter.com/TalentCulture)

 (https://plus.google.com/u/0/115831041194137154525/posts)

 (https://www.youtube.com/user/TalentCulture)  (http://pinterest.com/talentculture/)

 (http://www.linkedin.com/groups/TalentCulture-World-Work-4803565)

 (https://instagram.com/talentculture/)  (http://www.talentculture.com/feed)

(https://www.trustradius.com/products/smartsearch/reviews)

NEWSLETTER (HTTP://EEPURL.COM/VSGVZ)

(http://www.talentculture.com)

Home (Http://www.talentculture.com/) Talent Management (Http://www.talentculture.com/talent-management/) 17 Essential Elements Of A

Successful Millennial Recruiting Video

/ FEBRUARY 24, 2015 / RYAN JENKINS (HTTP://WWW.TALENTCULTURE.COM/AUTHOR/RYAN-JENKINS/)
/ ATTRACTING MILLENNIALS (HTTP://WWW.TALENTCULTURE.COM/TAG/ATTRACTING-MILLENNIALS/) COMMUNICATION
(HTTP://WWW.TALENTCULTURE.COM/TAG/COMMUNICATION/) MILLENNIAL RECRUITING (HTTP://WWW.TALENTCULTURE.COM
/TAG/MILLENNIAL-RECRUITING/) RECRUITING VIDEOS (HTTP://WWW.TALENTCULTURE.COM/TAG/RECRUITING-VIDEOS/) RYAN
JENKINS (HTTP://WWW.TALENTCULTURE.COM/TAG/RYAN-JENKINS/)

TALENT MANAGEMENT (HTTP://WWW.TALENTCULTURE.COM/TALENT-MANAGEMENT/)
WORKPLACE CULTURE AND INNOVATION (HTTP://WWW.TALENTCULTURE.COM/WORKPLACE-CULTURE-
AND-INNOVATION/)

17 Essential Elements Of A Successful Millennial Recruiting Video - Tal... http://www.talentculture.com/17-essential-elements-of-a-successful-mill...

1 of 10 12/8/2016 2:05 PM
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Cisco predicts that by 2018, 84% of the Internet’s
traffic will be video (http://www.reelseo.com/2018-
internet-traffic-video/). There is little doubt that we will
be consuming and communicating more and more via
video in the very near future. Your recruiting efforts
should reflect this growing trend.

Finding the right talent today is an ongoing process,
especially since 91% of Millennials (http://www.forbes.com
/sites/jeannemeister/2012/08/14/job-hopping-is-the-
new-normal-for-millennials-three-ways-to-prevent-
a-human-resource-nightmare/) expect to stay in a job less
than 3 years. An effective recruiting video is a must in
today’s video-centric and high-flux marketplace.

Zendesk, a software development company, has a
recruiting video that is a prime example of what resonates
with Millennials. Even though this video was created in
2012, there are many learnings for those on a quest to
attract the next generation of great Millennial talent.

[youtube http://www.youtube.com/watch?v=l0uaSU6IVN4]
17 Essential Elements Of A Recruiting Video That
Attracts Millennials

Don’t tell, show. Video is the preferred method of
consumption for the Millennial generation. Zendesk
does a superb job blending visuals with a voiceover to
show what it’s like working at Zendesk.

1. 

Infuse authenticity. Millennials can spot phonies
online or offline in an instant. While watching the
Zendesk video, viewers receive a genuine sense that
people enjoy working at Zendesk, are able to be
themselves at work, and collaborate well with each
other. Unlike most recruiting videos, nothing seems
forced in this video.

2. 

Showcase your growth. Not with boring charts and
graphs, but like Zendesk did comparing a picture of
the founders vs video of the current cafeteria with all
the employees. Millennials are interested in becoming
an integral part of something that’s going somewhere.

3. 

NEWSLETTER SIGNUP

Get the World of Work in
your inbox

Enter email address

Subscribe

(http://aps2k.com/)

CONNECT WITH US

(http://facebook.com
/TalentCulture)

 (http://twitter.com

/TalentCulture)

(https://plus.google.com
/u/0/115831041194137154525

/posts)

(https://www.youtube.com
/user/TalentCulture)

17 Essential Elements Of A Successful Millennial Recruiting Video - Tal... http://www.talentculture.com/17-essential-elements-of-a-successful-mill...

2 of 10 12/8/2016 2:05 PM
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Expose your culture. Zendesk spent very little time
on the actual product/service and all the time
exposing their company culture. Millennials will
choose culture over anything else.

4. 

Flaunt your employees. Millennials want to see who
they’d be working alongside. The more diverse and
creative the team…the better. Ditch any clip art and
stock video and just use your real employees.

5. 

Unveil the lifestyle. Millennials often choose a city
before they choose a job. Zendesk beautifully
showcased the neighborhood of the headquarters
including the eateries, coffee shop, and bars their
employees visit.

6. 

Reveal the office. Highlight the innovate workspaces
and work perks (salty licorice, beer, pets at work, etc.).

7. 

Depict an actual day. Show what it looks like going to
work, whom they are going to meet there, a typical
desk (bonus for Zendesk’s standing desks!), the
elevator they will use, where they will park, how they
will collaborate, and where meetings are held. The
easier they can visualize themselves at your
organization, the easier their decision.

8. 

Show off technology. Millennials desire an
innovative environment to quench their tech
dependance. In the Zendesk video, many employees
can be seen using wifi, flat screens, Macs, iPads, and
various smartphones.

9. 

Exhibit social perks. Millennials are looking for
community as much as they are a job. Zendesk
highlighted their community outreach, office basketball
games, parties, and company sport teams.

10. 

Feature your leaders. Highly visible leaders gives
Millennials the impression of a flatter organization,
which they prefer. Zendesk took it a step further and
included shots of their leader laughing and having a
good time.

11. 

Get quirky. No Millennial dreams of working for a12.

(http://pinterest.com
/talentculture/)

(http://www.linkedin.com
/groups/TalentCulture-
World-Work-4803565)

(https://instagram.com
/talentculture/)

(http://www.talentculture.com
/feed)

POPULAR POSTS

(https://plus.google.com
/u/4/+DanielNewman
/posts?rel=author)

How Resilient
Company
Cultures
Ensure
Business
Continuity
(Http://www.tal
/how-resilient-
company-
cultures-
ensure-
business-
continuity/)

/ DECEMBER 7,
2016

(http://www.ta
/how-resilient
company-
cultures-
ensure-
business-
continuity/)

WORKPLACE C
INNOVATION
(HTTP://WWW.T
/WORKPLACE-
AND-INNOVATI

17 Essential Elements Of A Successful Millennial Recruiting Video - Tal... http://www.talentculture.com/17-essential-elements-of-a-successful-mill...

3 of 10 12/8/2016 2:05 PM

District Careers Video/DivisionC/Category6/Support

14

msager
Highlight

msager
Highlight

msager
Highlight

msager
Highlight

msager
Highlight



13. 

14. 

15. 

16. 

stuffy organization. Each Zendesk team looking at the 
camera at the same time and then awkwardly 
assuming what they were doing, non-judgement 
victory dances, someone eating salted licorice, desk 
races, “Zendesk does not hire a$%-holes,” and 
superman playing soccer are all quirky, Millennial-
resonating brilliance.

Make it social. Don’t create a recruiting video and 
post it solely on your website. Put it on YouTube 
where people can find it. Remember YouTube is the 
#2 search engine.

Short video. Our attention spans have shortened 
since 2012. Create a 4-4:30 minute video for those 
interested in learning more about your organization.

Compelling music. Your video’s music can make or 
break the video. Music can demonstrate your 
relevance, innovation, and the pace of your 
organization.

Visible call to action. Zendesk unfortunately buried 
it’s zendesk.com/careers link in the “About” section of 
the video. Make your call to action clear and visible.

Emphasize teamwork. Millennials value team 
collaboration. The fact that Zendesk highlighted every 
employee in the video gives viewers the sense that 
each employee is valued. (Of course, this might not be 
viable for larger organizations but it’s something to 
strive for and emphasize nonetheless.)

17. 

Question: What other aspects have been effective in your
Millennial recruiting efforts?

About the Author: Ryan Jenkins is an internationally

recognized Millennial keynote speaker and author. He

helps organizations and leaders gain clarity around the

Millennial generation so that they can effectively lead,

communicate, and brand in tomorrow’s multi-generational

marketplace.

Does Using A
Feedback
Tool Hinder
Face-To-Face
Feedback?
(Http://www.tal
/does-using-
a-feedback-
tool-hinder-
face-to-
face-feedback/

/ DECEMBER 6,
2016

Can
Technology
Enable A
More Effective
And Human
Business
Culture?
(Http://www.tal
/can-technolog
enable-
a-more-
effective-
and-human-
business-
culture/)

/ DECEMBER 5,
2016

(google.com/+MeghanMBir
5 Great Ways
To Hack Your
Leadership
Style
(Http://www.tal
/5-great-
ways-to-
hack-your-
leadership-
style/)

/ DECEMBER 5,
2016

(http://www.ta
/does-using-
a-feedback-
tool-hinder-
face-to-
face-feedbac

TALENT MANA
(HTTP://WWW.T
/TALENT-MANA

(http://www.ta
/can-technolo
enable-
a-more-
effective-
and-human-
business-
culture/)

SOCIAL BUSIN
(HTTP://WWW.T
/SOCIAL-BIZ/)

(http://www.ta
/5-great-
ways-to-
hack-your-
leadership-
style/)

LEADERSHIP
(HTTP://WWW.T
/LEADERSHIP/)

17 Essential Elements Of A Successful Millennial Recruiting Video - Tal... http://www.talentculture.com/17-essential-elements-of-a-successful-mill...

4 of 10 12/8/2016 2:05 PM
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Tweet Like 2

A colleague recently sent me a five-minute video produced by their client, a Fortune
1000 company, to specifically attract young talent (a/k/a Millennials), to their
entry-level jobs. I only lasted about two minutes watching it. I’m a Gen Xer and it was
clear the video wasn’t meant for me. However, it was also obvious, based on the
production quality, that the company had invested a lot of money on making this
video. Therefore, even though I didn’t like it, I decided to be fair and crowd source a
reaction from a team of Millennials I work with.

Maybe the intended audience would think differently?

The Ultimate Test = Would You Share It With Your Peers?

When they were done, I asked the participants three questions:

1. Did you watch the entire five minute video?

2. Did you like it?

3. Would you share it on social media and tell your friends they were hiring?

Only 50 percent of them watched the entire thing. Those that dropped off didn’t like it
and found the message condescending. Of those that watched the entire thing, they
didn’t hate it, but said they spent the entire time trying to determine if the company
was attempting to be funny...or was just really misguided. And then, the big question:
how many would share it with the audience it was intended for? As you can imagine,
the answer was a big, fat zero.

ShareShare 1,047

Why 20-Somethings Won't Watch Your Recruiting Video | LinkedIn Tale... https://business.linkedin.com/talent-solutions/blog/2015/01/why-20-some...

1 of 5 12/8/2016 2:12 PM
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To make matters worse, several of the participants actually have friends who currently
work for the employer that created this video. Their comment was, “Based on what
our friends say about working there, this video doesn’t represent what they are really
like to work for at all.” Ouch!

Video Is Something Millennial Talent Takes Very Seriously – Be
Careful!

After this debacle, I reached out to Vasilios Alexiou and Jason Rivas, Co-founders of
FirmPlay, a Boston-based start-up that does videos and visuals for employers.

They weren’t surprised to hear about the major corporation’s video bombing with
Millennials. “One of the mistakes companies make is over-producing their videos. Our
generation doesn’t buy the hype. When a video is too polished, it tells us they are
trying too hard,” says Alexiou. This is why Rivas and Alexiou founded FirmPlay. While
in business school together, they were surprised to see only major corporations had
the bandwidth and budget to attend on-campus recruiting events with slick
employment branding materials. Meanwhile, Alexiou and Rivas, along with their
peers, were really looking for opportunities with more interesting, smaller start-ups
where they felt they’d learn and contribute on a greater scale. “We decided to create a
business that would give our generation an easier way to discover and evaluate
non-mainstream employers,” says Rivas.

Want Young Talent? Avoid These 4 Video Blunders

FirmPlay’s founders say while over-production is the #1 mistake companies make
with their employment branding videos, there are a few others that will make
Millennials run the other way from your company. They include:

Only showing leadership/executives in the company. Millennials believe in
teamwork. When the only people you think worth showing are management, you
make it clear the work environment is ‘command and control’ as opposed to
collaborative.

Focusing too much on the product/service. The video shouldn’t double as a
marketing or sales piece. Keep the content focused on the talent and what they

Talent Solutions LinkedIn.com

Why 20-Somethings Won't Watch Your Recruiting Video | LinkedIn Tale... https://business.linkedin.com/talent-solutions/blog/2015/01/why-20-some...
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Using generalities and cliches (e.g. "we're a work hard, play hard culture";
"we reward hard work.” Millennials don’t buy the hype. Actions speak louder
than words. They want proof, not rhetoric.

Twitter Got It Right

An example of an employment branding video that nailed it with Millennials was
produced by Twitter. Alexiou says, “It’s a great example of a company's personality
shining through on a very, very low budget (so low a budget that it's part of the joke).
From that video alone, you can tell they a) have a good sense of humor, b) are
scrappy in how they get stuff done, c) are fairly informal, and d) are willing to take
risks.”

And here is the video itself:

Recruiting Videos Should Showcase Your “Workplace DNA”

FirmPlay uses an hour-long “Visioning Session” with clients where they ask a unique
set of discovery questions to help a company properly evaluate and decode their
Workplace DNA. [See example here.]

Once an employer’s Workplace DNA is identified, FirmPlay selects three to five key
themes to create short videos featuring employees. “We’ve consistently found that the
simple, short video format, showcasing the company’s Workplace DNA outperforms
longer, higher-produced videos depicting the employer. The data proves our
generation just wants the facts – and they want it to be delivered as honestly as
possible.”

5-Part Checklist to Create the Right Video for Millennials

Based on what’s working for employers to date, here are five must-haves if you want
Millennials to pay attention to (and trust!) your employment branding video.

1. Get beneath the surface. Millennials want details, and getting to the point. For
example, if someone says, "The people here are great," push them to elaborate. Why
do you say that? What makes them great? Examples are always helpful.

2. Show your space. Millennials love visuals. Show them where they'd be working.

Talent Solutions LinkedIn.com

Why 20-Somethings Won't Watch Your Recruiting Video | LinkedIn Tale... https://business.linkedin.com/talent-solutions/blog/2015/01/why-20-some...
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kitchen are worth showing, if you have them. That’s the key - show, don't tell.

3. Flaunt your quirks. Millennials lose interest if they feel your content is too
corporate or buttoned-up. That means the quirky, unique parts of your company
culture can be real strengths. Love silly costume parties? Have a favorite bar where
you gather once a week for drinks and shooting pool? Conduct stand-up meetings to
keep them short? Whatever your quirks, let them out.

4. Speak to your audience. Millennials want to feel a personal connection. On TV, we
see people speaking to someone just to the right or left of the camera, especially
during an interview. While it may look professional, it doesn't do much for connecting
with an individual watching the footage. When possible, look at the camera and
imagine speaking face-to-face with a candidate. It'll feel more intimate to the viewer.

5. Keep it short. Millennials are used to smaller chunks of video content. Keep your
videos short. For a traditional recruiting video that gives an overview of working at the
company with some basic editing, try keeping it to 4 - 4.5 minutes max. For unedited
video of one person answering a question or two, keep it to 30-60 seconds. You'll be
happy to hear these shorter, unedited videos are just as - if not, more - appreciated by
Millennials as the longer, edited videos.

Be Warned, Video Isn’t A ‘One-and-Done’ Effort

One thing FirmPlay does tell clients is that creating content visuals, like photos and
videos, of your company is not a one-time effort. You need to keep on creating
materials that promote the Employment Brand. More importantly, they need to be
used and re-used on social media platforms, embedded in job descriptions, and any
place else where the company is visible to Millennial talent, Alexiou explains, “Our
generation doesn’t jump to apply the first time we see something interesting about a
company. We’d rather follow them on social media and see how consistent they are
with what they’re sharing. We are skeptical.” Which means, smart companies will live
up to their Workplace DNA by proving it is part of their corporate culture through
on-going content they distribute.

----

J.T. O’Donnell is a Top 20 LinkedIn Influencer and CEO of CAREEREALISM.com, a

site that helps employers of all shapes and sizes tell accurate and compelling stories

to recruit better candidates for their companies. You can learn more here >>

* image by Vivian Chen

Employer Brand

Talent Solutions LinkedIn.com
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FY2015 

District Recruiting video Addditional Funding 

Gazio Productions, LLC 

Project Manager: Michele Sager Project Category: Public Outreach 

First Name: 

Last Name: 

Address: 

City: 

County: 

Alex 

Gazio 

3919 W. Cass Street 

Tampa 

Sarasota 

Polk 

Pinellas 

Pasco 

Marion 

Manatee 

Levy 

Hillsborough 

Highlands 

Hernando 

DeSoto 

Citrus 

Charlotte 

Project Funding Type: District Initiative 

Vendor Number: VC0000104231 

State: 

AOR 

FL Zip: 

Flood Protection 

Natural Systems 

Water Quality 

Water Supply 

Watersheds 

33609 

Contact Number: (813) 728-5430 Email: alex@gazioproductions.com 

Start Date: 9/1/2015 End Date: 9/30/2016 

Budget: Fund De t 

District 010 610 

Unit 

P268 

Ob"ect 

3416 

Total: 

Amount 

$6 ,000.00 

$6,000.00 

Target Audience: Public/prospective employees 

Summary: This is a District initiative to produce a video about the 
careers available at the District in order to recruit top quality 
candidates. Recruitment is a top priority for the District as a 
recent business plan revealed there is a potential for 96 
percent turnover in 10 years.The retirement of the baby 
boomers, smaller size millennial workforce and the shrinking 
pool of Science, Technology, Engineering and Math (STEM) 
talent will have a substantial impact on the management and 
operations of the District. There is increasing competition for 
the skills required by the District. The American Institutes for 
Research data shows hiring students with STEM skills will 
be more difficult over the next five to ten years. This video 
will be one of the tools to attract highly qualified candidates. 
The video will be housed on the District's website, YouTube 
channel and social media sites including Linkedln . 
The vendor will produce and edit the video. Travel costs are 
included in the quote. The vendor will provide all 
project-related materials to the District project manager for 
review and approval. In addition, the District logo will be 

Thursday, December 08, 2016 Page 3 of 22 
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Deliverables: 

Volunteer Hours: 

People Impacted: 

Accomplishments: 

Thursday, December 08, 2016 

FY2015 
visible in the video. In addition, the vendor will provide the 
following : 
One day of location production; specifics to be determined 
after creative is established. 
Videographer and editor to manage location production and 
audio , graphics creation and complete post-production 
editing. 
HD field production equipment package. Music as necessary. 
Narrator as necessary. 
Editing to produce a rough-cut, plus one revision . 
Preparation of the video for web posting. 
Library footage archived on a District-provided hard drive. 

$2,000 shoot day 
$2,000 edit 
$1,500 HD field production equipment package/stock footage 
$500 Production Assistant 1 day 

Page 4 of 22 
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Shot list: 

Invaders in Our Midst: Staff pulling plants out of water 

SWFWMD Restoration Projects: Heavy trucks moving dirt (very short) 

Prescribed Fire: Chris Reed on four-wheeler lighting fire, group shots of fire team, bulldozer working in a 
fire 

Renewing Our Springs: Invader footage, researching on the water, underwater shot of secci disc 

Springs Team: diving in water, conference room shot, walking in sinkhole, Weeki Wachee measurements 
with Sean King, Ron typing on a computer, opening a box, Chris under water with grass, Mary with secci 
disc 

Withlacoochee: Mark in the truck, Mark measuring river, mark chopping down trees, airboat shots 

Hunters Cove: pulling up grass, grass coming off the boat 

FARMS: water on FARMS 

Orientation shoot: Bypass Canal, regulation, conference room, lab, IT, garage   

District Careers Video/DivisionC/Category6/Support
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Questions for recruiting: 

All: 

What’s your job? 

What does a  ______ do at the District? 

What is the biggest benefit to working at the District? 

Do you enjoy your work and if yes, why? 

If you could use one word to describe what it’s like to work at the District, what would that word be? 

Other: 

What do you enjoy most about working at the District? 

Tell me about the scientific work that goes on here at the District? 

What is it like to work out in the field? 

What kind of satisfaction do you get from the work you do? 

How are the health benefits at the District? 

How are the retirement benefits at the District? 

What do you find satisfying about working on the Employee Committee? 

Talk to me about the variety of job opportunities here at the District? 

Can someone balance work and a family life at the District? 

What does it mean to you to be part of an organization protecting Florida’s water resources? 

What are your co-workers like at the District? 

District Careers Video/DivisionC/Category6/Support
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Chris Reed 

:53-:59 
I’m Chris Reed and I’m a senior land management specialist with the Southwest Florida Water 
Management District 

1:03-:12 
I enjoy my the most by just being able to be outside. I feel like a make a difference managing the land 
and land resources. 

1:21-:31 
The biggest benefit of working at the District would probably be the personnel. The people. We’re just 
one big team. And we feel like we have the resources to do our job well.  

1:44- 
A land management specialist is somebody who is in charge of managing the resources that the District 
owns through our conservation land program.  

1:54-2:05 
The land management specialist is the person on the ground who is in charge of all the prescribed 
burning, the restoration, the timber management and all the other day to day aspects.  

2:12-2:20 
The one word I would use to describe working at the District would be pride. I think everyone has a lot 
of pride in what they do here and I think we are respected for that.  

2:26-:39 
To work out in the field it’s very enjoyable. You can get away from the day to day pressures around the 
office. You can kind of get out there and see firsthand and get that gratification of what you do. 
-3:05
To work out in the field, it’s very enjoyable. Get out in the woods and see firsthand the effects of what
we do …I can see the effects of burning. I can see our restoration, as well as, our timber management.

3:14-3:23 
We’re leaving a legacy for our families, our children, their children and I think that will help long term. 

3:34-3:40 
I enjoy the work I do here at the District because I feel like I make a difference 

4:59 
I think the biggest benefit of working at the District is not only being part of the team but it’s also the 
water resources and the way we are protecting them for our families 
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6:00 
Protecting Florida’s water resources is important to me because I think we’re leaving a legacy for our 
families  

6:23 
Working out in the field is very enjoyable to me, it’s very gratifying to see day to day, 

7:05 
I’m proud to work at the District. I feel that we really are a team. 

Mark Fulkerson, senior professional engineer 

7:25 
I’m Mark Fulkerson and I’m a senior professional engineer here at the District. 

7:58  
What I enjoy most about my job is the mix of being able to go out in the field and collect and analyze 
and gather data and being able to analyze it in the office and solve problems.  

8:14-:27 
In my opinion, the biggest benefit to working at the District is probably the flexibility of the different 
project your able to work on…it’s definitely not a monotonous routine by any means.   

8:34 
So as a senior professional engineer…. 

9:17 
The one word I would use to describe the District is cutting edge because 

9:47 
The one word I would use to describe the water management District is innovation because in so many 
areas and responsibilities what we’re doing here at the District, we’re really using cutting edge 
technology.  

10:57 
So here at the Water Management District we’re involved in many aspects of engineering and scientific 
studies ….what we’re looking at ….. 

11:55 
Working out in the field is really rewarding because we’re able to take our knowledge of water 
resources and apply them in the physical setting. What that means is we’re able to truly gather and 
understand the system out there. Not just sit out there  
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12:45  
It means a lot to me personally to be part of an organization that protect Florida’s water resources 
because I grew up here, I’m a native of Florida,  

12:52-13:15  
As a kid, I enjoyed spending time out in our resources, and so being able to come back to my hometown 
and to work in that arena and being able to solve problems and address issues with our water resources 
is really rewarding for me and it’s like I’ve come full circle in my life to do that and give back to the 
communities I grew up in and the resources I grew up loving.  

15:34-:46 
Really to me as an employee of the water management District it’s not what I can get out it, but what I 
can give because I think our staff have a lot of passion about the area and the water resources we make 
decisions on and learn and understand.  

16:41-:48 
Working at the water management District really is a great job because what we do matters. 

Patrick Casey, senior hydrologic analyst (26) 

29:49-:58 (9 seconds) 
Everyday is something new, every day is exciting, there’s always something to learn, there’s always 
something to help with and helping with our water resources.  

Employee committee 

31:26-:36 
Some of the charitable work that the employee committee does is we send out care packages to our 
troops to overseas. 

32:21-:40 
I have a 4-year-old and a 3-month-old and here recently I had to take off some time to kind of help our 
wife with our newborn and the District has a program in place for leave for if you need to take off for 
your family, if their sick or you want to take a vacation. 

32:48-:56 (8 seconds) 
If you need to work from home on your computer that is an option as well to help you balance that life 
and working at the District. 

34:19-:24 (5 seconds) 
The District is a great place to work, there are a lot of opportunities for different types of jobs 
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Melissa Gulvin, senior communications coordinator (35) 

36:27-:36 (9 seconds) 
I think the biggest benefit to working at the District is having a flexible work schedule, I love that I can 
come in early leave at 4 and still have time to enjoy all the things I love in the evenings.  

37:14-:16 
If I could see one word to describe what it’s like to work here at the Southwest Florida Water 
Management District I would say it’s interesting.  

37:18-:24 (6 seconds) 
There’s a such a variety of jobs here and different positions and people with different backgrounds and 
skill sets.   

37:47-:49 
Here at the Southwest Florida Water Management District, there is such a variety of jobs. 

NAMES SOME 

38:31-:40 (9 seconds) 
I think it’s really neat to be part of the Southwest Florida Water Management District and how we are 
working to protect and restore some of our local bodies. 

39:10-:15 (5 seconds) 
I think it’s really neat to be part of an organization that’s working to protect our local water resources. 

39:31-:42 
I think working at the Southwest Florida Water Management District is a great opportunity to work in a 
team environment, to collaborate with others and really learn more about our water resources and how 
we can all help protect them.  

40:21-33 
It’s a lot of fun, it’s a great environment, there’s a lot of team work and collaboration and it’s a really 
neat experience to know that you are helping an agency that is protecting our water resources.  

40:33-:41 
It can be fun too, you’re getting out of the office visit a local spring or check out a restoration project. 
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Kris Kauffman, senior environmental scientist (43)  

44:21-:30 
We also get to work on scientific projects and we get to explore new technology in my field. 

44:53-:4500 
I think the biggest benefit to working at the District is my fellow co-workers and the resources we have 
available.  

45:00- :07 
The staff here are amazing, everyone has their own expertise and their own strengths and we really use 
them all together collectively to be a success here.  

45:35-:37 
My fellow co-workers and the collaborative nature make it a success and make it really fun to work 
here.   

47:53 
The science we do here at the District is really important…it’s our means of problem solving 

49:44-:46 
You can come to work, you can have feel fulfilled and you can move on to your personal life after 5 
o’clock. 

50:18-21 
I definitely think the District definitely offers opportunities to balance your work life and your personal 
life.   

50:25 
They have plenty of resources such as classes and training, 

50:55 
The one word I would use to describe working at the District would be engaging. 

51:53-:55 
I really love working at the District because of the sense of community we have here with the staff.  

52:46 
Our insurance offers a lot of great resources.  

53:15-:24 
We do a lot of different things here at the District. And we do a lot of diverse things like science and 
doing project management and so there is a lot of opportunity to do a lot of learning here and a lot of 
career growth. 
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Lisa Bowers, permit evaluator (56) 

58:18-:20 
There is a lot of opportunity to learn and grow and develop your career. 

1:00:25-:31 
The coworkers I have here at the District are really great, they are very supportive and very welcoming 
when I started and really help me to learn and help me move into my role. 

1:43 
If I could use one word to describe the District I think it would be interesting…that word 

1:53-2:01 
I love working at the District because I feel like I’m contributing to something that is really beneficial to 
the people of Florida and the environment. 

Dave Kramer, engineering manager, ( 5:50) ORIENTATION 32 

7:43-7:50 
I enjoy my work because I find personal satisfaction in doing good work and working in the public 
interest. 

9:01-9:07 
I find the health benefits at the District to be really easy 

9:49- 9:55 
The health care at the District is great, I’ve never had a problem finding health care providers, it’s always 
been very simple and easy to use.  

Brittany Jackson, Senior Communications Coordinator (1) 

2:11-2:19 
I get to work with some many professional that do a variety of things. 

2:44-2:54 (10 seconds) 
The biggest benefit of working at the District is just being able to make a difference, just knowing the 
work we do everyday helps to conserve the beautiful state that we live in. 

3:03-3:09 
It’s fulfilling…I love my job, I love my coworkers and I love knowing that I make a difference.  

3:55-4:03 
The District has this really cool health initiative it’s called Your Health Matters and the provide different 
health and wellness classes that District employees can take advantage of for free. 
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4:21-4:33 
My coworkers are amazing. It’s just really cool to work with different, talented and amazingly passionate 
people that love what they do, that are really smart and willing to share their knowledge with you.  

10:36 
I really enjoy the people I work with. I enjoy the work I get to do every day. It’s super interesting, no day 
is the same and I just love being here.  

Estella Gray, Government Affairs Program Manager (12) 

15:20-:27 
The most exciting thing about my job is I meet all types of people and I really learn about Florida. 

16:03-13  
If I could use one word to describe working at the District it would be exciting. Every day is exciting 

16:49-:53 
I believe the variety of job opportunities at the District is vast. 

16:53-17:03 (10 seconds) 
We have economists, we have scientists, we have technical staff, we have communicators, we have 
business managers, there’s a little bit of everything at the District.  

17:53 
I think there are a lot of job opportunities here at the District  

18:18-:26 

I feel like my role in protecting water resources is I’m paving a way for the future 

18:40 
I like working at the District because none of my days are the same. 
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Note to Alex: All interviews are on SOT2 unless noted. 

Job Recruiting Video 

Fast-paced open with upbeat music with a variety of images of District staff and places mixed 
with the “one words” 

Kris Kaufman 
50:59 
Engaging 

Chris Reed 
2:15 
Pride 

Brittany Jackson 
(SOT3) 3:03 
It’s Fulfilling 

Super: Melissa Gulvin, Senior Communications Coordinator 
Melissa Gulvin 
37:09-:16 (7 seconds) 
If I could use one word to describe what it’s like to work here at the Southwest Florida Water 
Management District, I would say it’s interesting. 

Video of Melissa kayaking from springs video 
39:10-:15 (5 seconds) 
I think it’s really neat to be part of an organization that’s working to protect our local water 
resources. 

Super: Lisa Bowers, Permit Evaluator 
Lisa Bowers 
1:1:53-2:01 (8 seconds) 
I love working at the District because I feel like I’m contributing to something that is really 
beneficial to the people of Florida and the environment. 
Video of Lisa in the conference room 

58:16-:19 (3 seconds) 
There is a lot of opportunity to learn and grow and develop your career. 

Video of the different jobs 
Super: Estella Gray, Government Affairs Program Manager 
Estella Gray 
(SOT 3) 16:53-17:03 (10 seconds) 
We have economists, we have scientists, we have technical staff, we have communicators, we 
have business managers, there’s a little bit of everything at the District. 
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Super: Patrick Casey, Senior Hydrologic Analyst 
Patrick Casey 
29:49-:58 (9 seconds) 
Every day is something new, every day is exciting, there’s always something to learn, there’s 
always something to help with and helping with our water resources. 

Video of Mark on Withlacoochee 
Super: Mark Fulkerson, Senior Professional Engineer 
Mark Fulkerson 
11:55-12:10 (15 seconds) 
Working out in the field is really rewarding because we’re able to take our knowledge of water 
resources and apply them in the physical setting. What that means is we’re able to truly gather 
and understand the system out there. 

Nat sound of Mark on the river 

Video of Chris from fire video 
Super: Chris Reed, Senior Land Management Specialist 
Chris Reed 

1:03-:11 (8 seconds) 
I enjoy my job the most by just being able to be outside. I feel like a make a difference managing the 
land and land resources. 

Super: Kris Kauffman, Senior Environmental Scientist 
Kris Kauffman 

50:18-:21 (3 seconds) 
The District definitely offers opportunities to balance your work life and personal life. 

People walking  
49:44-:46 (2 seconds) 
You can come to work, you can feel fulfilled and you can move on to your personal life after 5 
o’clock. 

50:18-:29 (11 seconds) 
I think the District definitely offers opportunities to balance your work life and your personal life. 
They have plenty of resources such as classes and trainings.  

Super: Brittany Jackson, Senior Communications Coordinator 
Brittany Jackson 
(SOT 3) 3:53-4:03 
The District has this really cool health initiative, it’s called Your Health Matters and they provide 
different health and wellness classes that District employees can take advantage of for free. 

Video of health fair 
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Super: Dave Kramer, Engineering Manager 
Dave Kramer 
(SOT32) 9:49-9:55 (6 seconds) 
The health care at the District is great, I’ve never had a problem finding health care providers, 
it’s always been very simple and easy to use. 

Kris Kauffman 
44:53-45:00 (7seconds) 
I think the biggest benefit to working at the District is my fellow co-workers and the resources we 
have available.  

Brittany Jackson 
4:21-4:33 (12 seconds) 
My coworkers are amazing. It’s really cool to work with different, talented and amazingly 
passionate people that love what they do. 

Mark Fulkerson 
15:34-46 (12 seconds) 
It’s not what I can get out of it, but what I can give because I think our staff have a lot of passion 
about the area and the water resources we make decisions on and learn and understand. 
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Facebook and Twitter Examples 
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LinkedIn and YouTube Examples 
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Events where the District Careers video was played: 

• USF Internship Fair 8/24/2016
• USF Resume Critique 9/14/2016
• UCF Internship Fair 9/15/2016
• UM Career Expo 9/19/2016
• USF All Majors Career Fair 9/21/2016
• USF STEM Career Fair 9/22/2016
• USF Accounting Career Fair 9/23/2016
• UF Diversity Meet Up 9/26/2016
• UF Technical Career Fair 9/27/2016
• UF Non-Technical Career Fair 9/28/2016
• FAMU/FSU Engineering Fair 9/27/2016
• FAMU Career Expo 9/28/2016
• UCF Career Fair 9/28/2016
• PHSC Career Fair 10/19/2016
• Water Resources Class at USF 10/20/2016
• AIPG Student Chapter at USF 11/09/2016
• TBAEP Student Chapter at USF 11/17/2016
• UF Diversity Meet Up 01/23/2017
• UF Technical Career Fair 01/24/2017
• UF Non-Technical Career Fair 01/25/2017
• UCF Career Fair 01/31/2017
• USF STEM Career Fair 01/30/2017
• USF Accounting Career Fair 01/30/2017
• USF All Majors Career Fair 01/31/2017

Estimated total of attendees that saw the video: 19,000 

Other locations: 

• Careers Services at USF
• USF Careers Page
• University of Miami Career Page
• Pasco Hernando State College Career Page
• Hillsborough Community College Career Page
• Polk State College Career Page

Estimated views from these pages: 3,000  

ESTIMATED TOTAL: 22,000 

Source: Southwest Florida Water Management District Human Resources Office. 
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District Careers Video 
Web Addresses 

 

 

The District Careers Video can be viewed at the following addresses: 

www.watermatters.org/careers 

or 

https://www.youtube.com/watch?v=deY8DRA3AJo 
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Date Platform Reach Engagement Cost
7/18/2016 Facebook 14255 5046 $60
7/18/2016 Twitter 175 5 0
7/18/2016 LinkedIn 827 19 0
8/29/2016 Facebook 1,200 1,200 0
8/29/2016 Twitter 120 10 0
8/29/2016 LinkedIn 2062 32 0
9/27/2016 Facebook 12,100 5,393 $80
9/27/2016 Twitter 116 12 0
9/27/2016 LinkedIn 1024 14 0

10/25/2016 Facebook 10,301 5,000 $80
10/25/2016 LinkedIn 505 8 0
11/15/2016 Facebook 10,988 5,300 $70
11/17/2016 LinkedIn 307 8 0
11/17/2016 Twitter 120 20 $0
12/13/2016 Facebook 7,975 3,500 $70
12/13/2016 LinkedIn 412 29 $0
12/13/2017 Twitter 158 12 $0

1/25/2017 Facebook 8,942 4,200 $60
1/25/2017 Twitter 138 3 $0
1/25/2017 LinkedIn 816 11 $0

Total 72541 29822
% Engagement 41%

Facebook Total 65761 29639 $420
% Engagement 45%
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#District Careers Video
Component Staff Combined 

Hours of In-
House Staff 

 Cost (in-house 
hours are 

estimated)

Contract with Gazio 
Productions

NA NA $6,000.00

Video planning: coordinating 
schedules, writing key points, 
questions

Senior communications coordinator 3 $75.00

Two days of filming Senior communications coordinator, 
various staff

16 $800.00

Log Audio/Write 
Script/Review/Rewrites

Senior Communications Coordinator 8 $200.00

Promoted posts on Facebook NA NA $420.00

Total: 27 $7,495.00
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