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SitUaTIon ANalYsIS
YmCA inDUsTrY
● Adult Job Training

CusTOmeRs
● Adults that have been out of the workforce for some time

○ They require up-to-date technical/office training

● Adults looking to transition into office jobs
○ Administration-role focused

coMpETitORs
● Community Action Inc.
● Community TeamWork Inc.
● Greater Lawrence Community Action Council, Inc.
● Valley Opportunity Council, Inc.



SwOT anALySis
sTreNgThS

● No age Requirement
● Free Program through funding 

application 

weAKneSsES
● Not promoted enough through the 

YMCA Platforms 
● Low funding and resources

○ Can’t accept many applicants

opPOrTunITiEs
● Moving Programs online increase 

their applicants pool
● People are looking for a change in 

careers especially those that have 
been laid off

tHreATs
● The volatile changes during covid to 

the hiring market and applicants 
situation

● Competitive programs have also gone 
virtual 



GoAl: inCrEaSE # of PArTicIPanTs 
(imPrOVe qUaNtITy aNd QuAliTy OF apPlICanTs)

CreATe A neW 
seGmENt

IMpRovE SocIaL mEDiA 
poStS

ClaRIfY pRogRAm 
beNEfiTs/ReqUiREmeNtS

RecONfiGUre ThE 
weBsITe

sTraTEgY:



StuDy COnSumERs



StuDy ConSUmeRs
PriMArY aUdiENce

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



StuDy ConSUmeRs
PriMArY aUdiENce

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

55% of PArTicIPanTs 
arE 30-50 yeARs 

olD
Demographic 
Segmentation



StuDy ConSUmeRs
PriMArY aUdiENce

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

75.6% of 
paRtICipANtS dON’t 

haVE a COlLegE 
deGrEe

Demographic 
Segmentation



StuDy ConSUmeRs

“MosT [paRtICipANtS] 
haVE beEN oUt oF tHe 
woRkFOrCe fOR a lONg 

tiME”
Interview with current YMCA 

Training, Inc. employees

5.3% - OcTobER ‘21
2.9% - OcTobER ‘19

Massachusetts 
Unemployment Statistics, 

October 2021

8 of 10 suRvEY 
reSpONdeNtS haD nOT 
heLd A fuLl TimE Job 

beFOre EnRolLInG
Exhibit A

PriMArY aUdiENce
Unemployed adults in the greater Boston area who don’t have a college degree



StuDy ConSUmeRs

PosITiOn The COre BEneFItS of The PrOGraM
Members can develop 
hard and soft skills to 

succeed in the workplace

PriMArY aUdiENce
Unemployed adults in the greater Boston area who have not graduated college

01
The program excels at 
getting adults back to 

work
02



ShaPE tHoUgHtS



ShaPE tHoUgHtS

01
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



ShaPE tHoUgHtS

02
Use PErSonALlY reLEvaNt WorDInG
- Use intensity and vividness to 

capture consumers attention

- Consistent colors to use the 
Gestalt principle of similarity



ShaPE tHoUgHtS

03
ExPerIMenT wiTh PaId BoOsTs
- 89% of the respondents that 

spent money on marketing 
spent it on social media

- Respondents rated Facebook 
as by far the most effective



InFluENce AtTitUDes



01 Use SOciAL pRoOf To 
emPhASizE BenEFitS

Change the wording from 
“training includes” to 
“thousands of adult 
learners have gained”

Participant Testimonies



InFluENce AtTitUDes

02
Use AutHOriTy PriNcIPle 
to EvoKE pRofESsiONal 
atTItuDE

Highlight staff titles and 
achievements in social 
media posts

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



ImPacT cHoIceS



ImPacT cHoIceS

01
ChaNgE The 

NavIGatIoN pAThWay 
on The WEbSitE

Implementing a change in navigation will play 
to initiation based on previous experience and 

allow more individuals to use a ‘System 1’  
process of reasoning using association to 

find the page sooner.. 

Recommended Path
“Programs”

“Community and Food Access”
“Job Placement”

“Adult Education & Job 
Planning”



ImPacT cHoIceS

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. . 

InCluDE moRE 
InForMAtiON on The 
laNdINg PagE

02

Application

Testimonials

Definition of Full Time

Career Center Funding Step



ImPleMEnTatIoN & 
evALuAtiON



Our TImeLIne

MonTh 1 MonThS 2-7 MonThS 8+ If NecESsaRy

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

Gathering data
● Gather website metric 

data
● View & Click data
● Give cohort survey 

after finishing program

Compare and assess data
● 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

Goal not met
● Reevaluate 

participant survey 
● Conduct new 

survey on website
● Modify marketing 

strategy



 evALuAtiON anD poTEnTiAl LimITatIoNs  
How we evaluate the success of our plan?

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

Limitations

● Uncertainty of conversion rate 
○ Improve the impact choices part in our plan

● Lack of survey data 
○ Continuously send out surveys, encourage people to do the survey 



ThaNk YoU!



EXhiBItS
eXhIBit A

Response Count


