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Presentation Overview

• Introduction of Team

• Initial Objectives

• Analytics Strategy

• Services Crosswalk

• Results and Implications

• Lessons Learned

• Future Opportunities and Next Steps
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Background
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The Partnership

High Country Workforce 

Development Board (HCWDB)

“...to help employers meet 

their workforce needs, help 

individuals build careers, 

strengthen the local economy, 

and meet the challenges of the 

global competition.”

The Center for Analytics Research 

& Education (CARE)

“...to use analytics to promote 

positive behavioral change in 

the world and use ‘Analytics for 

Good'.”
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Initial Objectives
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● HCWDB has a rich data source,

but there is a limited 

understanding of what is in the 

data and how it can be utilized

● They would like to use their data

to gain a better understanding 

of who they serve, and to help 

them fulfill their mission

● They would like to use data to 

improve their performance

across all centers

The Partnership

● Working with HCWDB provides 

CARE with the opportunity to fulfill 

their mission within the 

community

● Valuable learning opportunities

are provided for students involved in 

the center

● There is the potential for a long-

term, mutually beneficial 

relationship

HCWDB CARE
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Analytics Strategy for CARE

Descriptive Analytics

Diagnostic Analytics

Predictive 
Analytics 

Prescriptive 
Analytics 

What’s 
happened?

Why did it 
happened?

What is 
going to 
happen?

How to prevent negative 
events and potentialize 

good things?
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Initial Objectives

HCWDB has a rich, 

untapped data source, and 

they want to understand 

what is in the data and how 

it can be utilized

#1 Demographic profiles for 

each of the 8 Steps of their 

Services Process

#2
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The 8 Steps

• The Crosswalk was 

developed using the 

NC Career Center 

Brochure, and the 

services from Final NC 

Works Service List

• This Crosswalk allows 

for connection 

between service data 

to specific steps of 

the Workforce 

Services Process
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The Crosswalk
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Analysis of:

1. Entered Employment

- Customer Demographics with the highest/lowest rates of 

employment post participation

2. Employment Retention

- Who is employed at a given quarter?

- Services received by customers with highest/lowest rates of 

retention

- Returning customers post- initial employment

3. Median earnings

- Services provided to customers at various earnings level

- Earnings levels by industry and county

4. Skill gain

- Translation of services into work performance

Value: Potential KPI Analysis
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Services by Office
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Number of participants  15,932 (2014-2015)

Key Variables

Program Type, Crosswalk Step, Self-service, Center-service, Office

Overview of Data
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Center-Service Customers (2014-2015)

9.7% of all 

customers 

receive one 

center-service 

(n=1548)

Significant drop in 

frequency after one 

service

12% of all customers 

receive more than 11 

center-services (n=1918)

Center-services 

received range from 

zero to 146

14.9% of all customer 

(n=2361) receive zero 

center-services

Most used center-

services:

WP_500 (Referred to Job 

over 150 Days) (36.3%)

WP_179 (Outside Web-

Link Job Referral) (20.1%)

Note: Presented above are the number of customers that received center-services in 2014-2015

• Customers receive an average 4.82 self-services (median: 2)
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Self-Service Customers (2014-2015)

16.3% of all 

customers used 

one self-service 

(n=2604)

10% of all customers 

use more than 7 self-

services (n=1604)

Self-services received 

range from zero to 327

34.2% of all customers  

(n=5471) use zero self-

services

Most used services:

WP_006 (Self-Service Job 

Search) (52.5%)

WP_003 (Self-Service 

Regulation) (37.1%)

• Customers receive an average 3.49 self-services (median: 2)

Note: Presented above are the number of customers that received self-services in 2014-2015
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Self-service vs. Center-service by Office

• Center-service > Self-service (except Mitchell)

Note: Presented in yellow are the number of self-services provided per office and presented in green number of 

center-services provided per office in 2014-2015.   

Self-services by 

Office

Alleghany: 3420

Ashe:  9044

Avery: 4327

Mitchell: 3601

Watauga: 11575

Wilkes: 19948

Yancey: 3816

Center-services by 

Office

Alleghany: 3704

Ashe:  10737

Avery: 5060

Mitchell: 2696

Watauga: 14795

Wilkes: 35740

Yancey: 4179
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Step by Office

Note: Presented above are the number of services received in each step by office in 2014-2015.

Ashe providing 

21.5% of Step 5 

services

(n=1756)

Step 1: Create Your Profile

Step 2: Meet a Counselor

Step 3: Identify Your Skills

Step 4: Plan Your Career

Step 5: Improve Your Skills

Step 6: Prepare Interviews

Step 7: Meet Employers

Step 8: Land A Job

• 80.6% of step 5 services take place in Wilkes or Ashe

Lack of S8 

data access
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• Gained value between center-services vs. self-services

- Potential for variation between different types of services 

(visiting a center vs. using services at home)

• Drive toward prescriptive functions

• Better understanding of important step data

- Every step of the process is important – are there steps in 

which we could be doing more?

• Future potential  looking at which services more often lead 

to employment

Implications for HCWDB
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Demographics by Office
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Number of Participants  3,815 (2014-2015)

Far fewer participants have complete demographic information

Key Variables:

Services, Program Type, Step, Office, Race, Age, Gender, Primary 

Language, Disabled, Education Status, Employment Status, 

Highest Level of Education Attained, etc.

Overview of Data
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Demographics by Office

Watauga serving the oldest 

average customers and Yancey 

serving the youngest

(Diff. of 9 yrs.)

Avery serves 

the highest 

proportion of 

customers not 

currently 

attending 

school

Wilkes is 

serving a 

higher 

percentage 

of minority 

clients

Proportion of 

Services varies by 

Employment 

Status

Note: Age is not represented as a percentage, but the mean age by office.  All other bars represent that percentage of 

customers receiving services in 2014-2015.
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Service Steps by Education Status

S1 is the 

only step 

where 

Attending 

College is 

highest

S1 is the 

only step 

where 

Attending 

College is 

highest

That largest difference 

between Not Attending 

and the other conditions 

is in S2, indicating a 

larger percent of those 

Not Attending receive 

S2 services

The largest difference between Attending Other 

and the other groups occurs in S5, indicating that 

more individuals in primary, secondary, or 

alternative school are receiving S5 services

Lack of S8 

data access

Note: Attending Other represents customers enrolled in school other than a college institution.  Bars represent 

percentage of customers receiving services in each step for 2014-2015.
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Service Steps by Employment Status

A smaller 

percent of Not 

Employed 

receive S1 A larger percent of Not 

Employed receive S2 

in comparison to the 

other groups

Larger percent of 

Not Employed 

getting S5

The largest percent who 

receive S6 & S7 are PT 

and Not Employed have 

the smallest proportion

Lack of 

Step 8 

data 

access

• Notice relative spikes and troughs, particularly for those Not Employed

• FT and PT tended to have a similar pattern of results

Note: Bars represent percentage of customers receiving services in each step for 2014-2015.
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• Able to attain key information about the customers being served  

• Value in looking at patterns in the data 

- Identifies key demographics to target services towards

• Future Potential  continued breakouts of demographic data by 

different offices

- What demographics are using services that lead to positive 

employment outcomes?

Implications for HCWDB
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Lessons Learned
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Lessons Learned…

SERVICES BY OFFICE

• Most customers received only one or two services, and center-

services were most common.

• There was variability across the HCWDB Offices with regard to 

the average number of services customers received.

• Customers received Step 6 & 7 services more frequently, but 

this may be driven by the use of specific services.

• There were some interesting differences between offices with 

regard to the frequency of services they provided.
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Lessons Learned…

DEMOGRAPHICS BY OFFICE

• There were demographic differences between customers who

received services in the various HCWDB Offices.

• Customers with different demographic backgrounds receive 

different services.
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Next Steps
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Next Steps – Immediate

Data Access:

• Long process to extract information using NCWorks reports

• Improve Access to Data: Custom Reports/Query, live 

information access, resume data, employment data

Funding: 

• Have used internal funds to subsidize efforts

• Will need external funding to continue to collect, clean, and 

analyze NCWorks system information
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Next Steps – Looking Ahead

Medium-Term Projects:

• Analysis of Resume Quality

• Demographic Profile by Service Steps

• Performance Analysis

Long-Term Projects:

• Vocational Matching Tool

• Analysis of Counselor Comments

• Counselor/Customer Dashboard
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Dashboards
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Dashboards
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Wrap Up

Current Analyses:

• Office Demographic Analyses

• Self vs. Center Service Analyses

• Office by Crosswalk Step Analyses

Next Steps:

• Demographic profiles by service steps

• Analysis of Resume Quality

• Counselor/Customer Dashboards

• Analysis of Customer Comments

Value Moving Forward:

• Valuable real world data experience for students

• Better understanding of customer population and effective 

services for HCWDB
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Questions



35

Contact Information

Center for Analytics Research and Education:

Shawn Bergman

• bergmans@appstate.edu

Bridget Wasowski

• wasowskibe@appstate.edu

High Country Workforce Development Board

Don Sherrill

• don.sherrill@highcountrywdb.com

Misty Bishop-Price

• misty.bishopprice@highcountrywdb.com
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