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1. Discovery 
a. Conduct initial meetings with key program stakeholders to gather information, feedback 

on the proposal, timeline, strengths, weaknesses, threats, and opportunities to ensure we 
have all the facts moving forward. 

b. Conduct interviews prior to starting the marketing campaign development to get a better 
feel for the mindset of your audience. 

2. Project Management 
a. Serve as an extension of the SA Ready to Work team. 
b. Help to guide strategy on projects, give a subjective viewpoint of marketing needs, 

coordinate all aspects of creative and production and provide a marketing sounding board  
c. Collaborate towards the greater good of the cause. 
d. Manage projects using Basecamp project management system. 
e. Establish regular cadence of communication depending upon prescribed needs.  
f. Keep partners and stakeholders abreast of progress through shared reporting. 
g. Shift funding dollars from one year to another, when and if needed, to help support 

efforts that might require more agency time or media dollars one year versus another. 
h. Stretch budget dollars and devise ways to creatively enhance impact for the least amount 

of spend. 
3. Integrated Community Outreach Campaign 

a. Focus on innovative solutions to reach program-eligible residents, local employers, and 
the general San Antonio community.  

b. Use learnings from client discovery to build out the overall strategic plan and media plan.  
c. Communicate the real benefits of this program for participants as well as communicate 

the long-term impact for our city to the community, all the while, winning the hearts of 
all target markets.  

d. Champion “what’s in it for them.” I.e., how does this program benefit the target 
audiences,  short and long-term? 

4. Public & Media Relations 
a. Develop comprehensive communications plan. 
b. Develop strategy with key messages, elevator speech, fact sheet, leadership bios, media 

lists, tactics, possible awards and recognitions, story calendars, crisis communications 
plan, and reporting cadence.  

c. Identify key spokespersons and management of social channels to build personal brands 
as thought leaders.  

5. Social Media Strategy & Management 
a. Outline the ideal social media plan to reach all target audiences (to include secondary 

audiences such as employers, media/reporters, and the community).  
b. Identify key channels for each market, core messaging, post cadence, balance of organic 

versus paid, overall communications strategy per channel and key measurements of 
success.  

c. Leverage organic social media as strong owned channels for reaching and nurturing 
program participants as they engage with the program through completion and placement 
into well-paid careers. 

6. Digital Strategy & Funnel Creation 
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a. Develop strategy to create persuasive funnels to drive awareness and interest in the 
program with target audience.  

b. This strategy will include search (paid and organic), display (initially thinking behavioral 
and geographic targeting paired with retargeting), video (thinking YouTube, pre-roll with 
a search tie-in), and email strategy (building a database of prospective students and 
nurturing those prospects into conversions). 

c. Develop and promote strategic hashtags. 
d. Establish metrics to be measured against regularly. 

7. Website Design & Development 
a. Work with staff and the CoSA IT department to develop online web presence.  
b. Work with staff to possibly develop a microsite or long-content landing page to address 

shorter-term marketing needs while a more fully fledged site to serve all program needs 
long-term is created. 

c. Provide design support for a digital, user-friendly training catalog. 
8. Visual Storytelling 

a. Establish a plan for creating a library of original photography and videos to support your 
marketing efforts. 

b. Include regular photo shoots with real program partners and participants. 
c. Building out YouTube channel with videos that help tell the story and impact of the 

program from the perspective of those whose lives are being changed.  
d. Produce nine to twelve (9-12)  marketing videos per year, to include: 

i. Human interest stories/testimonials; 
ii. Program overview; 

iii. Impact video; 
iv. Video of local influencer describing their own career path;  
v. Challenge stories urging San Antonio residents to take charge of their future 

though enrollment in this program; or 
vi. Other videos as determined by annual strategy. 

9. Collateral 
a. Develop and/or update at least four (4) program collateral pieces per year 

i. 2 high-level overview brochures 
ii. 1 poster 

iii. 1 door hanger 
10. Creative & Effective Grassroots Strategy 

a. Connect with community-based organizations and advocacy groups. 
b. Relate to underserved markets. 
c. Help San Antonians see themselves in a new light — as human beings with a strong 

desire to contribute. 
d. Center strategy around real people with real content. 
e. Host press conference with a creative visual element to kick off the program. 
f. Pitch a local reporter to follow select program participants through the program to tell 

their story throughout their journey all the way through to being hired, working and the 
impact on their family and the company who hired them. 
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g. Leverage temporary signage and banners at strategic City locations, including buildings, 
parks, and other locations we collaboratively identify.  

i. Signage would include campaign headline, program logo, QR code and phone 
number. 

h. Utilize VIA transit advertising during the heavy-up period when the program first 
launches. 

i. Stage an event that would gather program partners and allow prospects to meet with 
different program specialists, explore career options and learn more about the program.  

i. Explore low-cost methods of putting such an event together (free venues, using 
media outreach to promote the event with earned media, finding volunteers to 
help support and work the event , etc.). 

11. Engage the Target Population  
a. Motivate target population to enroll in and complete program: 

i. 40,000 applicants;  
ii. 28,000 eligible participants enrolled in training 

b. Focus not on enrollment in the program as a conversion and goal but, instead, on a large 
proportion of candidates achieving completion of the program with successful career 
placement and outcomes.  

i. Help participants to self-select so applicants are truly bought-in to the 
aspirational nature of the program.  

ii. Help participants truly believe that their future could be dramatically impacted 
through personal and professional development. 

12. Brand 
a. Develop a compelling brand that focuses on the hopeful nature of the program and 

positive outcomes for underserved populations within San Antonio. 
b. Focus not only on marketing and driving traffic to website but on building an evocative 

brand that will communicate cohesive aspirational messaging throughout all channels to 
help drive interest and applications, as well as engaged participants who believe in the 
program and their own potential. 

c. Brainstorm a campaign that will get the attention of San Antonians.  
d. Develop logo, tagline, color palette, typography, photography style, iconography style, 

graphic elements, copy voice, key messages, Power Point template, email signature and 
brand style guide. 

e. Present at least three different creative options to select from. 
13. Mixed-media Planning & Buying 

a. Develop media-specific objectives and strategies derived from overall communication 
goals. 

b. Develop media planning tools to guide selection of media mix and outlets so that it 
optimizes delivery across platforms, to include reach, impressions, and frequency 
metrics. 

c. Negotiate competitive rates and added-value. 
d. Purchase outdoor, digital, social media, television, radio, and print media on behalf of the 

City. 
14. SA: Ready to Work Advisory Board 
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a. Present marketing outreach efforts and performance outcomes monthly to the SA: Ready 
to Work Advisory Board 

b. Participate in scheduled SA: Ready to Work Advisory Board Community Outreach 
Subcommittee meetings 

15. Performance Evaluation 
a. Identify key performance metrics, reporting templates and dashboards.  
b. Include objectives with goals/scorecard against which team will measure regularly, for 

example: 
i. Earned media—what stories were garnered, were they positive or negative 

(monthly) 
ii. Total digital impressions—how many impressions did your digital campaigns get 

(monthly) 
iii. Digital engagement—how many people acted on your organic and paid digital 

efforts and visited your website/landing pages (monthly) 
iv. Conversions/leads—how many people acted on your website to apply or solicit 

more information on the program (monthly) 
v. Total number of media impressions—number of impressions across all media 

(quarterly/annually) 


