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CAREER READINESS FOR 
MIDDLE SCHOOLERS
HOW CAN WE HELP MIDDLE SCHOOLERS BECOME 

WORK-READY?
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DID YOU 
KNOW???...

Local employers 
say the hardest 
part of hiring 
people is the lack 
of Soft Skills.
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RESEARCH SUGGESTS….
• Middle school students are in a period of rapid 

change in their lives personally, socially, and 
academically.  They are moldable and growing 
toward independence in their thought and 
decision making.  A career planning program is 
consistent with the needs of this age.

• For students to be able to think about their 
career plans, they must have a foundation of 
career awareness and career exploration 
experiences.

68



WHAT WE DISCOVERED….
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SO WHAT NOW???...
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Mentorships

Out of 
School & 
Summer 
Programs Electives

- Builds confidence
- Molds youth in a 

positive way
-Gives life experiences

-Exposes them to 
new things

- Builds character 
- Tutoring
- Soft skills

- Work -based 
learning

- Opportunity to
apply essential 

standards 
-Workplace readiness 

skills through 
experiences



WHERE CAN YOU PLUG IN?
The Pillars we discussed are just a few ideas on how to help middle 
schoolers prepare for their future.  Which Pillar(s) speaks to you?
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DELIVERING SUSTAINED ECONOMIC DEVELOPMENT, COASTAL 
RESILIENCE  AND CLEAN COASTAL WATERS  FOR NORTH CAROLINA

BUILDING A $100M OYSTER MARICULTURE INDUSTRY

OCTOBER 10, 2019









Economic 
Opportunity
Needed on
Coastal NC 



NC Historical 
Harvest Trends





Oysters, 4539

Blue Crab, 29954
Shrimp, 14131

Southern Flounder, 4838

Summer Flounder, 8211

Oysters

Blue Crab

Shrimp

Southern Flounder

Summer Flounder

NC Top 5 Commercial Landings $000



NC vs Virginia Oyster Production
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Oyster Value Proposition

uEconomically 
uOyster demand doubling 5 Years
uUS Annual Consumption 35,000,000 LBS.
uWW Consumption 2 Billion lbs.
uYear Round Production!

uEnvironmental
uOne Acre Oyster Reef Cleans 24M gal/day or

36 Olympic Pools

uLiving shore lines reduce 88-93% wave action
uOne acre support 1.5 tons of other seafood



Wall Street Journal 1/17

Press Accelerating



Military Living Shorelines

$100M Five Years- Living Shorelines Act
North Carolina 3rd Largest Military 
Installations



CBS News 08/2017



Regulation

Leasing
Monitoring
Enforcement

Research

Seed Stock
Disease 
Resistant
Environmental 
Impact
Grower 
Technology

Education

K12
Community 
Colleges
Environment
al Groups
Local 
Outreach
Workforce 
Dev

Investment

Business 
Case
Seed 
Money
Investors
Low Cost 
Loans
Grants
Insurance

Mktg/Dist

Build Brand
Go to Market
Community 
Engagement
Tourism
Export

End to End Strategic Plan 



People, Partnerships & Collaboration





Bobbie Faircloth
Bobbie’s Seafood

Motto
“I have been catching seafood all my life”





The 2019 Oyster 
Blueprint/ 
Strategic Plan

$100M 1000 Jobs

•DMF Shellfish Leasing Section/ DMF Shellfish Advisory Committee

Regulatory Actions

•Shellfish Enterprise Zones/Poaching Laws/Use It or Lose it!

Statutory Action

•Low interest Loans/Insurance/AG Shellfish Advisory panel

Grower Support

•Aquaculture Business Agent/ Multiple NC Sea Grant Programs

Research

•Oyster Trail/Strategic Study

Marketing & Distribution

•DEQ Staff to Monitor Stormwater Systems
•Revise Grant Funding –Focus on growing water and habitat restoration
•Low Impact development- State funded construction projects

Water Quality



Incubator Analysis- EDA Funded 

Current Infrastructure Grower Feedback





Carolina Pearls











Oysters Deliver It All for 
Coastal North Carolina

Jobs Tourism

Habitat Clean Water 

Living 
Shorelines

Financial
Return

Culture
NC Brand

Community



Silicon Valley
Aquaculture & Coastal 
Restoration Technology
( UNC/Duke/NC State/CCC/UNCW)

Napa Valley of Oysters
(Coastal Assets)



Success 
Breeds 
Success

Set Aspirational Targets Have a plan
Hope is not a strategy

Focus Do not spray and pray

Think Differently Come at things from 
different directions

Ownership
Drive feedback & collaboration
Assume Positive Intent

Ask for the Order 
Earn the Right to Ask
Deliver on commitments

Execute Time Kills Deals!!!!!!!!!



Don’t be afraid to give up the good to go for the great!
John D Rockefeller



The New Power of Place:
Creating Optimized Communities, 
Thriving Economies, and Attached 
Residents

Dr. Katherine Loflin



The New Power of Place: 
Optimized Communities, 
Thriving Economies, and 

Attached Residents

Dr. Katherine Loflin



Place Science: 
The critical interdependent 

relationship between people and 
places and its impact to people, 

places, and local economies.

Placemaking: 
Applying place science to inspire 
connection between people and 

place.



Place Science:
The Power of 

Place 
in Our Lives





Loving Your Place

Place 
Marketing/Bran

ding

Place has distinct identity, 
narrative and “feel”

Young Talent

Will choose 
Place over Job

Job 
Satisfaction

Related to feelings 
about Place

Economic Growth/ 
Tourism

Loving Place inspires 
economic choices

Individual 
Outcomes

Improved by feelings of 
Place belonging

Quality of 
Life

Place Quality 
+ Belonging

Power
of

Place
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Place Science 
Research: 

What Makes 
a Loved Place



Knight Soul of the Community 

Social
Offerings

Aesthetics

Openness

Outlook
Recommend
Perfect Place
Satisfaction

Pride

Local
GDP

Growth

(and 
more)

In 26 US cities, 43,000 people, 2008-2010

Key Place 
Characteristics

Resident 
Attachment

So 
What



Attached

Neutral

Not 
Attached

National Average Attachment 
3.56 3.58                3.57

41% 40% 40%

34% 36% 35%

25% 24% 25%
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AESTHETICS



OPENNESS



The Place 
Narrative:

Places (Should) 
Have Personalities
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THIS IS ALSO OUR GREAT PLACE
WHEN WE GET TWO INCHES OF 

SNOW.  
EVERY. TIME.
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Sources of Place Narrative

•History
•Geography
• Industry 
•Culture/Spirit

•Anchor 
Institutions
•Landmarks



Place Match: 
Finding 

Belonging in 
Place



Dating the Place









Marrying the Place

&
the Relationship 

Over Time 







Divorcing the Place
& Starting Over





Place 
Narrative

Through:
• Social

Offerings
• Aesthetics
• Openness

Place-
making=+

Love
(Attachment)

Resident 
Outcomes

Economic 
Outcomes

Place 
Outcomes



The City Doctor
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