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SITURTION ANALYSTS

fMCA INDUSTRY

e Adult Job Training

CUSTOMERS

e Adults that have been out of the workforce for some time
o  They require up-to-date technical/office training

e Adults looking to transition into office jobs
o Administration-role focused
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Community Action Inc.
Community TeamWork Inc.
Greater Lawrence Community Action Council, Inc.

Valley Opportunity Council, Inc.
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+ JIRENGTHY WEHRNESSES

e No age Requirement e Not promoted enough through the
e Free Program through funding YMCA Platforms
application e Low funding and resources

o Can't accept many applicants

IPPORTUNITIES THREATS

e Moving Programs online increase
their applicants pool
e People are looking for a change in

e The volatile changes during covid to
the hiring market and applicants

ot e situation
careers especially those that have e Competitive programs have also gone
been laid off virtual

/\/‘\ M ‘



N

GOAL: INCREASE # OF PARTICIPANTS \
(IMPROVE QUANTITY AN QUALITY OF APPLICANTS)
+ SIRATELY:
Jﬁ CREATE A NEW @ CLARIFY PROCRAM
SEGMENT BENERTS/REQUIREMENTS
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Unemployed adults in the greater Boston
area who don't have a college degree
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PRIMARY AUDIENCE

Unemployed adults in the greater Boston area who don't have a college degree

Age of Participation

a2z OF PARTICIPANTS
ARE 30-50 YEARS °
OLD

Demographic I
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Total Participants
»

Age of Participant (in years)
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PRIMARY AUDIENCE

Unemployed adults in the greater Boston area who don't have a college degree

75.5% OF st vt o Eeton
PARTICIPANTS DON'T :
HAVE A COLLEGE
DEGREE

Demographic .
Segmentation O -
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2.3/ - OCTOBER “21
2.3% - OCTOBER ‘19

Massachusetts

Unemployment Statistics,

October 2021
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Unemployed adults in the greater Boston area who don’t have a college degree
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Interview with current YMCA
Training, Inc. employees

NG

g OF 10 SURVEY
RESPONDENTS RAD NOT
HELD A FULL TIME J08

BEFORE ENROLLING

Exhibit A
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Unemployed adults in the greater Boston area who have not graduated college

POSITION THE CORE BENEFITS OF THE PROGRAM

Members can develop The program excels at
ﬂ]_ hard and soft skills to ﬂz getting adults back to
succeed in the workplace work *
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UTILIZE SIMPLE INFOGRAPHICS

- Infographics received 12x
more Facebook mentions than
research articles

- Social media users have low
capacity for attention

- Bright colors and big text to
increase intensity

YM(ATraining Inc. -Y

80%

job placement rate

o of graduates
6 / employed for
o more than 1year

at:https://bit y/3D:

YM(ATraining Inc. -y

$103.5 million

earned by graduates last year

120+ companies

hired a program graduate in the past 2 years

Learnmore at: https://bit.ly/3D55MXC

YMCATraining Inc. -Y

-Resume Writing

- Interview Practice
-Joh Search Assistance
-Mentoring

-and MORE

Learn more at: https://bit.ly/3DS5MXC
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USE PERSONHLLY RELEVANT WORDING

- Use intensity and vividness to
capture consumers attention

- Consistent colors to use the
Gestalt principle of similarity

Areyou Calling all adults
unemployed and looking for job

Looking to improve

your employment
opportunities?

Learn more at: https://bit.ly/3D55MXC /

looking to gain trainingin the
job skills? Greater Boston Area!

Learn more at: https://bit.ly/3D55MXC Learn more at: https://bit.ly/3D55MXC
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B2C marketers use Facebook as their top social media platform, both for organic (nonpaid)

EXPERIMENT WITH PAID BOOSTS =~

- 89% of the respondents that g @ @ @ @ @

spent money on marketing ¢ @
spent it on social media

- Respondents rated Facebook
as by far the most effective

85%of B2C id distributi i ‘

Did Your B2C Organization Use Any
Paid mumnls( ibution Channels
12 Monthe? Paid Content Distribution Channels
B2C Marketers Used in Last 12 Months
15%
Yes o
No
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YMCATraining, Inc.

i1
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"The mentors had
faithin me when|
didn't. I'mso
thankful for this
opportunity.”

YMCATraining, Inc.
+ Now Enrolling for Virtual Training— January 3, 2022

USE SOCIAL PRODF TO
EMPHASIZE BENEFITS

. Looking for a Career Change?
Change the wording from

“tralnlng InCIUdeS" to With YMCA Training, Inc. )
"thousands Of adUIt lhousands-of-adultleamerfha-vegal-ned
. o [ Expertiseincomputer skills, including
learners have gained Miasoft 365 Zoom
[ Mentoring in resume building and job
searching

The confidence to recognize their assetsand
approach new opportunities

@
PartICIPant TeStImonleS ] A;cestoemployerslookingtohiremrkerslilte
them
@

Alifelong network of professional support!

Participants also have the opportunity to specialize
in Business Administrative Support and Medical
Office &Health Insurance.

Choose YMCA Training, Inc. to launch your next
career!

ContactUs

Emait intake@ymcaboston.arg

Additional Perks

»  Assistance for laptop and internet access

*  YMCATraining, Inc.is an employment Section
30 benefits approved vendor

«  YMCAofGreater Boston family membership
uponenrollment

Program Requirements
+  HighSchool Diploma or HISET (GED)
« 5Month Full Time Commitment
(01/03/2022-05/20/2022)
«  Seeking Full-Time Employment
+  Application for Funding
(see Career Center for this)

Readytostart your

application?
Scan this code! D

Learnmore at
hittps://sway.office.com/JCVZixQMLotrsWE0

Phone:{617) 542- 1800



+ INFLUENCE ATTITUDES +

Highlight staff titles and

I.IEE "”H"R”Y PRINEIPLE ach(;gvements in social
02" 10 EVOKE PROFESSIONAL meda posts
ATTITUDE

Use professional attire
and backgrounds in
images or videos with
staff members
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IMPACT CROICES

U1 NmviGATION PATHIAY 3

PROGRAMS

(N THE WEBSITE "

CAREERS

MORE

| hME ?(J&MBERSHMJ
ANTRGEL)

LOCATIONS

ears, America’s first YMCA has been committed to solvifig our communities® social issud
ngthening the physical, mental, and spiritual health of all we serve. When you become a member of t|

MEMBER LOGIN &

REGISTRATION ter Boston, you aren't just doing something good for yourself, you're also becoming part of @ move

Recom mended Path educate and elevate all people so they can achieve their full potential — we call that meaningful mem
“Programs” Implementing a change in navigation will play
“Community and Food Access” to initiation based on previous experience and

“Job Placement”
“Adult Education & Job
Planning”

allow more individuals to use a ‘System 1’
process of reasoning using association to
find the page sooner..



ADULT JOBTRAINING: N E |.l.| I]E M I]RE
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PUTTING ADULTS BA

employers in Greater Boston. Our program is constantly reviewed and informed by industry partners, ensuring that participants are receiving the most

$103.5 million earned by graduates last year

$25.8 million in taxes paid by graduates last year h

$1.2 millon was saved in just the past two years in public assistance and unemployment payments as recipients gained new employment
YMCA Training, Inc. graduates’ monthiy income nearly triples with their first job after training

The YMCA Training, Inc. program is an intensive 20-week, full-time (500 hours) computerized offce skills training and employment program. Designed to
replicate the expectations of a professional office environment, the training prepares participants with both the technical and job readiness skills to
succeed.

PROGRAMS, CLASSES & SCHEDULES v

'YMCA OF GREATER BOSTON MewsiRs ave TN uweunses - v f

OUR RESULTS

4750 gracuates
Over 120 companies fired a YWCA Training, Inc. raduste i the past 2 years.
80% job placement rate

86% of graduates retain ther ob for more than 1 year

Application

OUR HISTORY

For more than 30 years, YMCA Training, Inc. has been among Greater Boston's most successful workforce development programs, enabling people n poverty
984, isa Bengel brough the YMCA Training, Inc. model from

to move inta thriving sel-: skl
Chicago and Indianapols to Boston, where the program has been part of the YMCA of Greater Boston ever since

More than 4,750 women and men have successfully completed YMCA Traiing, Inc. and moved onto skiled jobs with benefits and opporturites for career
aduancement. In the past year lone, YMCA Training, Ic. radustes earned about $103.5 million and paid about $25.8 millon in taxes.

Testimonials
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1f you have any questions or need additional information, please call(617) 542-1800 or complete the form below.

Name

C ) ) . .
Definition of Full Time
( J( )

What do you want to learn or achleve?

Career Center Funding Step

Research has demonstrated more
information on a program helps set
individuals expectations of a program.It will
lead to less individuals falling into the
planning fallacy. .
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Update website and social media

Update program pathway
on the YMCA's website
Increase the amount of
data on the program
overview page
Implement new social
media strategy

MONTH 1

UUR TIMELINE

Compare and assess data

MONTHS 2-7

Gathering data

Gather website metric
data

View & Click data

Give cohort survey
after finishing program

Total number of applicant
Total number of graduates
Click and View data on
website and social media
Goal of 30% increase in
views and clicks

MONTHS 8+ |F NECESSARY

Goal not met
e Reevaluate
participant survey
e Conduct new
survey on website
e  Modify marketing
strategy



EVALUATION AND POTENTIAL LIMITATIONG

How we evaluate the success of our plan?

e Clicks and views comparison from previous year
e Target Goal: 30% increase of views
e  Total number of participants

Limitations

e  Uncertainty of conversion rate
o Improve the impact choices part in our plan
e Lack of survey data
o  Continuously send out surveys, encourage people to do the survey
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EXRIBITS  +

EXAIBIT A

Q10 - Prior to enrolling in the program, did you have a full-time job?

0 2 4 6 8
Response Count *
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