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Session Objectives

• What’s the best way to explain SNAP E&T? 
• What can we learn from the field about what messages work? 

(And which don’t?)
• How can we apply this to our work?
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Agenda

• Introduction to Client-Centered Communications
Elizabeth Weber, Westat

• More Than a Job: SNAP E&T’s New National Campaign
Grace Marvin, Leonard Resource Group (LRG)

• SNAP E&T Marketing Campaigns in Action
Jenny Taylor, Goodwill of North Georgia

• Recruiting and Informing Frontline Perspective
Manny Rodriguez, Revolution Workshop

• Panel Discussion and Q&A
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We know that…
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Good messaging helps clients 
understand what they need to do 
and take action 



Client-Centered Communication: A Framework 

6

Audience

• Who is your audience?

• What do you know 
about them?

Purpose
• Why are you 

communicating with 
your audience? 

• Why would someone 
need to pay attention?

Message

• What is your message?

• What are you trying to 
communicate?



Find 
information 
they need 

-:•:-:a, 

Understand 
what they find 

to meet 
their needs 

Use 
what they find 

to meet 
their needs 

Vwestat® 

 

  
  

  

 
 

Why Use Client-Centered Communication? 

• When materials are 
written with the client 
in mind… Clients

can— 
 

Recommendations adapted from resources 
available at https://www.plainlanguage.gov/. 7 

https://www.plainlanguage.gov/


0 0 0 0 

Vwestat® 

 

 

How Do We Test ? 

Surveys Focus  Groups Interviews 

Data  Analysis Lived Experience 
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More Than a Job: SNAP 
E&T’s New National 

Campaign
Grace Marvin, Senior Director of Communications and Marketing 

Leonard Resource Group (LRG)
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Background + Goals 

• In 2022 LRG supported FNS in developing a marketing & outreach 
campaign that would…

• Communicate positive outcomes of SNAP E&T and draw a connection between the programs 
and a path toward economic upward mobility. 

• Center the experiences and testimonies of SNAP E&T participants in campaign materials and 
share authentic stories of success. 

• Create new opportunities for SNAP participants to encounter the programs in their daily lives. 
• Raise awareness nationwide about the wide spectrum of services SNAP E&T offers and 

promote the programs’ tailored approaches to assistance and case management. 
• Increase enrollment desire among SNAP participants.
• Apply a cohesive set of marketing and communications visuals to outreach materials.
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Gaining Perspective: Discovery Research

• What is discovery research?
• Some of what we learned:

• Info Sources: Effective information sources include word-of-mouth, one-on-one meetings 
with staff, referrals, and flyers/posters at local businesses and local community 
organizations.

• Trusted Messengers: Participants or prospective participants hear about SNAP E&T 
through local community organizations, community colleges, SNAP E&T providers, the local 
SNAP office, and the Department of Social Services.

• Effective Campaign Components: SNAP E&T campaign examples include success 
stories, information about the main benefits, a call to action, and are visible in high traffic 
areas such as buses, billboards, and at SNAP offices.
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Gaining Perspective: Discussion Groups 

•  Discussion Groups 
• 3 discussion groups with State agency representatives 
• 3 discussion groups with regional representatives 
• 1 discussion group with national partners 
• 3 discussion groups with SNAP participants

• Some of what we learned:
• Campaign materials MUST be customizable.
• Eligibility initiates the SNAP E&T journey path—that singular point of entry may lead 

participants to awareness of SNAP E&T programs. How can our campaign increase that 
awareness?  

• Urgency of meeting immediate needs (i.e., putting food on the table) is the top priority—
SNAP E&T is an afterthought.

• Focus on the human aspects of SNAP E&T.
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Gaining Perspective: Discussion Groups (cont.)  

• Insights from SNAP Participants: 
• Messaging should focus upon providing a clear pathway 

with personalized support along the journey.
• Testimonials or real-life stories are a compelling marketing 

tactic.
• SNAP participants are partial to receiving communication 

on their mobile devices.
• Connect to SNAP benefits to establish credibility and 

increase awareness of the programs.

“Where are you now? Where 
are you trying to get to? How 
do I get past, whatever your 
situation is, see past just 
checking in and clocking and 
clocking out and actually see 
the person and their end 
game and what they’re trying 
to do.” – Discussion Group 
1
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Concept Testing 
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Concept Testing: Results

Selected by 55% of all 
respondents and 58% of 

stakeholders.
Stakeholders believe the 

messaging will relate to the 
audience and is appealing to 

their desire to reach their 
dreams and achieve their 

goals.

Selected by 32% of all 
respondents and 29% of 

stakeholders.
Stakeholders like that it 

explains SNAP as a resource 
and provides a story that 
participants can relate to.

Selected by 13% of all 
respondents and 14% of 

stakeholders.
Stakeholders like that it 

addresses a major barrier 
their clients face: childcare.
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Concept Testing: Key Takeaways 

• The concepts “Discover Your Purpose” and “More Than A Job” tested the 
best.

• Position the programs as a place that offers participants assistance to find 
a career instead of a job.

• Messaging showing participants reaching dreams and achieving goals, 
especially through testimonials, is powerful and relatable. 

• What are the real-life benefits of SNAP E&T—include specifics about the 
resources and services available to participants.
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The Campaign: More Than a Job
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The Campaign: More Than a Job
• Phase I Campaign Materials: 

• Posters Series
• Flyer Templates (customizable) 

• Consider the flyer to be a companion piece to consolidated work notices 
or other official communications (digital or mail) with SNAP participants.

• Social Media Assets 
• Static Graphics 
• Videos 
• Social Media Guide

• QR Code library

Phase II campaign materials coming 
soon!!
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SNAP E&T Marketing 
Campaigns in Action

Jenny Taylor, Vice President of Career Services
Goodwill of North Georgia
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SNAP E&T Marketing: Where to start?

• RESEARCH: as a best practice, research is an ideal way to 
ensure a strong foundation and understanding before kicking 
off an external marketing and communications campaign

• There are many different types of research methods that use 
both qualitative and quantitative measures

• Human-Centered Design is an ideal method for understanding 
SNAP E&T audiences as it’s suited for complex, non-linear 
challenges where gaining an understanding of a person leads to 
better solutions
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Research: can be cost-prohibitive
• What do you know about your target audience?

• Spend time immersed in perspective with an empathetic lens
• Understand the current environment of your target
• Identify tensions, needs, motivations of your target
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• Develop key insights and stories (personas)
• Identify themes and opportunities
• Map the journey of a typical SNAP E&T recipient in your state 



Georgia SNAP Works 2020 Research

• Georgia Division of Family and 
Children Services (DFCS) is the 
primary source of information for 
participants who ultimately enrolled in 
Georgia SNAP Works

• In general, most SNAP recipients are 
unaware of the E&T component that 
may be available to them

• The general perception of “vocational 
training” is concerning

22



Research: Themes

• Family & Children: family and children can motivate a 
person to obtain training, but childcare is a common 
barrier

• Lack of Understanding: many recipients don’t understand 
SNAP E&T, how it works, and what it can do for them

• Motivation: both the desire to be self-sufficient and the 
lack of support and confidence can impact whether a 
person enrolls
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Research: Awareness

• Driven by DFCS: most recipients surveyed learned about 
SNAP Works from DFCS, yet out of the hundreds of SNAP 
recipients recruited for our study, many were not aware of 
SNAP Works at all

• Goodwill’s mission is unclear: while not a new discovery, 
many do not understand specifically Goodwill’s mission and 
role in workforce development
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Campaign 
Positioning, 
Media Strategy 
and Creative
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Media Strategy (Adults 18+, HHI $22,000)
Media selection based on:
• Targeting capabilities: ability to reach our target audience with 

limited waste
• Contextual relevance: reach people in relevant environments
• Geographic relevance: prioritize areas with over-indexing of 

SNAP households
• Efficiency: with limited budget, identify tactics to allow our 

dollars to work harder
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Media Executive Summary
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OUTDOOR DIGITAL SOCIAL YOUTUBE

WHY IT 
WORKS

●Excellent ability to
reach a lot of people
●Targets consumers  
where they already 
are
●Outer markets

●Precise targeting
capabilities
●Very cost effective
●Storytelling ability 
of pre-roll video

●Ability to target on 
multiple points of 
information
●Trackable to landing 
page

●Popular site for 
the target 
audience
●Only pay for 
completed videos  
(saves money)

ROLE OF 
MEDIA 
TACTIC

●Awareness ●Awareness
●Retargeting

●Storytelling ●Awareness
●Storytelling

INTERNAL MARKETING to support information for SNAP eligibility workers and internal DFCS staff
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Internal Materials for DFCS Eligibility Workers
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Return on Investment: Cost per Registration
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Data Analytics by Channel
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Targeting Tactics = Results
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Recruiting and Informing 
Frontline Perspective

Manny Rodriguez, Founder & Executive Director 
Revolution Workshop
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Revolution Workshop at a Glance

• Non-profit organization dedicated to helping underserved communities gain 
meaningful careers in construction

• Two pre-apprenticeship programs
• Trades Pathway Program - 12-week program

• Field careers such as carpenter, electrician, plumber, etc.
• Professional Pathways Program - 14-week program

• Entry level positions in architecture, engineering, and construction management
• Industry-driven 

• Operate in dual customer approach
• Sweet sauce is wraparound supports

• Executive functioning, financial capabilities, and employability
• One-on-one coaching

• Alumni Services
• Critical support, especially in first two years
• Leverage social enterprise for transitional employment
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Revolution Workshop and SNAP E&T

• Serve 20 eligible participants through 50/50 program
• Work within an intermediary model

• Special shout out to National Able Network
• Utilize SNAP 50/50
• Benefits of intermediary

• Advocate with State agency
• Help with administrative lift
• Reverse referral process
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Revolution Workshop Recruitment and Enrollment

• Same recruitment material and initial messaging to all clients
• Human-centered approach focuses on how program can help with their needs

• Tailor informational sessions for different populations
• High school students
• Returning citizen gatherings
• Violence prevention organizations

• Two-week probationary period
• Enrollment includes:

• Determining eligibility for a grant/program
• Assign individual to a funding stream
• Thoroughly educate trainee on requirements and rights provided under that grant
• Collect all relevant documents
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Examples
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Panel Discussion and 
Audience Q&A
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Thank you!
Elizabeth Weber, Westat: elizabethweber@westat.com

Grace Marvin, LRG: gmarvin@lrginc.com

Jenny Taylor, Goodwill of North Georgia: jtaylor@ging.org

Manny Rodriguez, Revolution Workshop: mrodriguez@revolutionworkshop.org
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We want to hear from you!

Provide feedback on this session by scanning the 
QR code and filling out the survey
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QR: https://www.surveymonkey.com/r/F6HFLHH 

https://www.surveymonkey.com/r/F6HFLHH
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