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OVERVIEW

Job Corps marketing funnel

Brand awareness ads

Conversion ads

Leverage targeted advertising locally

1.
2.
3.
4.

You will be able to find this presentation under the “Webinars”
section at JCMarketplace.com.




OVERVIEW
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BRAND AWARENESS VS CONVERSION ADS

BRAND AWARENESS

e Served to cool leads

e \Wider audience — can include

MiLIENEEE RALTAL
e Main call to action (CTA) is to LLLRLRL L B L
learn more

CONVERSION

e Served to both warm and cool
leads

e Prospect-focused

e Main CTA s to fill out the
Express Interest Tool (EIT)




QUESTION 1

WHAT IS THE MAIN CALL TO ACTION ON CONVERSION ADS?

e Follow Job Corps on social media
e Fill out the form to receive e-mail and texts from Job Corps

e There isn’t one; it's to teach people what Job Corps is

e Fill out the Express Interest Tool




CONVERSION ADS — WHERE WE ADVERTISE

CONVERSION-FOCUSED PLATFORMS

e Google (Spanish and English)
® |[nstagram

e YouTube (Demand Generation)
e Snapchat

e Facebook

WHAT'S GREAT ABOUT L

" JOB CORPS? S

Find your path with FREE career training and
education at Job Corps! For ages 16-24.

+ Sponsorsa




BRAND AWARENESS ADS — WHERE WE ADVERTISE

BRAND AWARENESS PLATFORMS:
e YouTube (Video View)

e Streaming platforms

.
A

e Display ads on third-party | 8 ‘_* START
websites or apps \\\\%' YU‘JH CAREER, ‘
e Google (Performance Max) , e
e Transit/outdoor (center- “Meet Natalie
orxg ~JobiCorps Carpentry.
SpeC|f|C) P student and mom

_ S| [1 FREE CAREER TRAINING
e Broadcast and print (center- T B AND EDUCATION

specific)




CONVERSION ADS — IMPLEMENTATION

The future you want
starts at Job Corps, the
nation’s largest residential job
training and education program,
free to low-income 16- to 24-

year-olds.

t the experience and skills you
rieed to begin a career that's right




CONVERSION ADS - MEASUREMENT

Reach Metrics by Ad Set/Ad
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QUESTION 2

WHAT HAPPENS WHEN A USER CLICKS ON A JOB CORPS AD?

e They are taken to the EIT
e They are given the option to sign up for e-mails

e They are taken to a Job Corps landing page

e They are taken to the Job Corps website




CENTER CAMPAIGN CAPABILITIES

AD BUYS:

e Any of the conversion- or brand awareness-focused platforms we've
covered in this presentation previously

e Geofencing ads
e Billboards, transit ads, radio ads, etc.

AD CREATIVE:
e Billboards

e Bus wraps, interior ads or shelter ads

e Any ad purchased from another vendor




CENTER CAMPAIGN CAPABILITIES

LIVE AT HOME

FREE Career Training and Education | Ages 16-24

* L0OS ANGELES JOB CORPS (%=
3 JOBCORPS.G0V ”u“

FREE CAREER TRAINING ‘ LEADERSHIP

AND EDUCATION BEGINS HERE

4 K | — I
o ; BLACKWELL JOB CORPS Ages 16-24 | JOBCORPS.GOV EXETER JOB CORPS AT:MA;I o

FREE Career Training and Education
Ages 16-24




Center
determines media
buy objective

CENTER BUY PROGESS

Center completes
form on JC
Materials
Marketplace

—

MP&F team
develops tailored
plan

Center reviews,
approves and
signs ad plan

Invoice is paid

Ads launch

MP&F team sets
up call if needed
for more details

1

MP&F issues an
invoice and
begins developing
creative

Ads are
monitored and
reported on




CENTER BUY PROCESS - THE DETAILS

ITEMS TO CONSIDER WHEN DETERMINING YOUR OBJECTIVE:

e Main goal
e Geographic focus

e Demographic focus

e Timeline and budget




SUPPLEMENTING A GENTER BUY
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WEBSITES FREE career

training and
e Share information with our team that education

for low-income 16- through 24-

we can add to your center website year-olds.

Connect with Admissions at
Cassadaga Job Corps.

BEGIN HERE
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& info.joinjobcorps.com




SUPPLEMENTING A GENTER BUY

SOCIAL

e Send organic social content to jcdigital@mpf.com

doljobcorps & e

doljobcorps # #TBT to these Job Corps students in action! ) o . . .
Cement Masonry and Plastering students from Gary Job Corps “The Forestry Conservation and Firefighting curriculum is advanced and broad.

(TX) helped with some projects the Sunrise Village Retirement Community engagement and working with the national forest is important because |
Community. #CommunityBeginsHere X %
can reach out and say, ‘Look. | have this workforce that wants to learn and do ..more

Wondering if Job Corps could be your next step? Comment INFO
to learn more.
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SUPPLEMENTING A GENTER BUY

MATERIALS

e Request customized materials like information session fliers, postcards,
bookmarks, posters and yard signs to help further promote your center offerings
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CENTER BUY REPORTING

Campaign Overview 0ct30,2023

s 2
Total Campaign KPIs to Date Prospect Demographics
Total Impressions Total Clicks EIT Clicks EIT Submissions Conversion Rate Gender
2,256,057 33,708 497 300 1.40%
@ Male:
Weekly Prospects Year-Over-Year 4 @ Femeke
o (previous year)
30 . Age
Age Prospects v
17 66
20 18 58
16 52
19 36
o 2 a0
: zv STUDENT ADVERTISING - INSTAGRAM
{ 27 2 (€
DUF}D, 2023 Nov 13,2023 Nov 27,2023 Dec 11,2023 Dec 25,2023 Jan8, 2024 Jan 22,2024 23 20
\ Nov 6,2023 Mov 20,2023 Dec 4 2023 Dec 18,2023 Jan1,2024 Jan 15,2024 Jan23.2024 ) \_ J

Campaign Results

* Reached 411,655 unique users, generating wide-
reaching brand awareness

* 11,034 clicks, equating to a 1% click-through rate

The national benchmark CTR is 0.31%.

* 262 clicks to the Express Interest Tool, and
100 nurture submissions,* equating to a 3.28%
conversion rate

*Note: Due to data privacy, landing page activity is frequently under-reported. This is one of the top-performing ads
There are likely more clicks to the EIT that were not trackable. for this audience and platform based
on EIT clicks and conversion rate.




Questions?




CONTACT US

615-259-4000
jcdigital@mpf.com

Thank you!
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