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Agenda:
Successful recruiters are able to 
know their communities well and 
have their communities know them 
and the program. It is important for 
recruiters to learn how to properly 
market the Migrant Education 
Program in their community to help 
build trust and raise awareness of 
the program. This presentation will 
look at some tips to help all 
recruiters learn how to better 
market themselves and the 
program in their communities.



Why Information is Important

Information is the backbone of identification 
and recruitment. 

Good information allows recruiters to make 
informed decisions about where they should 
go in the field, what they should look for, and 
who they should talk to.

All decisions a recruiter makes should be 
backed up by the evidence and information 
they have collected.



Why We Get Information in the Field

A lot of times, the information a recruiter 
receives in the field is because of who they 
know and who knows them.

A person in your community will likely not 
provide you with the information you need to 
locate potentially eligible students if they do 
not know who you are and what the Migrant 
Education Program is.



What is Marketing

"Marketing is the process of exploring, 
creating, and delivering a message to meet the 
needs of a target audience through 
advertisements, advertising campaigns, trade 
shows, and public events.

Marketing is the strategies and techniques we 
use to get our message out there and to 
achieve a goal.



The Importance of Marketing

Marketing yourself and the Migrant Education 
Program helps to get the word out. The more 
people that know you and know the program 
makes your job as a recruiter easier.

Marketing helps you to advertise the program 
in a strategic way and to control the narrative 
about the program in your community. You can 
promote the program in a positive way.



Choose Your Audience

Before beginning any marketing campaign choose the target 
audience you want to reach and conduct your research.

You can choose your audience by:
• Geographic territory (region, division, state or county)
• Size of the operation (Number of employees, 
number of acres, etc.)

• Type of operation (commodity vs. specialty, 
organic vs. non-organic, etc.)

• Demographics (age, gender, language, etc.)



Conduct Your Research

Before beginning your marketing efforts, conduct 
sufficient research into your audience and your 
recruitment area to know what is going on.

● Set up google alerts (www.google.com/alerts) 
to receive automatic emails on the news in 
your area

● Build relationships with local agricultural 
offices/agencies

● Locate and identify contacts in the area who 
have direct ties to agribusinesses

http://www.google.com/alerts


Finding Your Audience's Needs

An important part of conducting research is 
determining your target audience's needs. Use what 
you know, what information you have available to 
you, and what you found in your research.

How can what your message or the services you 
are offering meet your audience's needs?

You want to always connect your message to your 
audience's needs.



Examples of Possible Needs

One common need that you can demonstrate, is the 
importance of education for migrant families.

Children with parents in agriculture often move 
more than their peers so we are here to help with 
the gaps in their education. Children can easily fall 
behind the more they switch schools and the 
Migrant Education Program can help that.



Examples of Possible Needs

Other needs/services you can highlight with your marketing efforts include:

● Help newly arrived farmworkers know what 
resources are available in their area

● Help provide literacy/math help for students 
during the summer months

● Offer backpacks/school supplies and help new 
students enroll in school

● Offer english lessons and ESL materials for 
students who are interested in learning English



Choosing a Goal

Successful marketing campaigns all start with 
the following question: 

What is your primary goal?

You should know exactly what you want to 
accomplish with your marketing campaign. 
Choose a clear goal that you can focus on. 

All of your efforts should be designed to 
accomplish your singular goal.



Choosing a Goal

The goal you choose for your marketing campaign should tie back in 
to your personal ID&R goals and your states' ID&R goals.

The goal you choose should be SMART:

Specific
Measurable
Attainable
Relevant
Time-based



Choosing the Next Steps

An important part of your goal for your marketing 
campaign is deciding what the next steps should be 
for your audience.

What do you want your audience to do after receiving 
your message, where the can go for more 
information, how should they contact you, etc.



Examples of Goals with Next Steps

Some examples of goals you can have for your marketing campaigns include:

● Advertise an upcoming event/service. For example: 
Enrolling in an upcoming summer camp.

● Send advertisements to 10 local organizations to raise 
awareness of the Migrant Education Program to set 
up a meeting to build a relationship

● Reach out to an agribusiness to speak to workers on 
a specific date and deliver ESL materials

● Encourage your audience to reach out if they know 
information on potentially eligible students 



Find the Gatekeepers

When selecting your target audience and 
conducting research, find the people that 
can help you accomplish your larger 
goals. Many businesses or 
organizations have key people 
that can open doors for you and 
create further opportunities.

Target these key people that 
you have identified with 
your marketing efforts.



Targeting Farm Owners and HR 

For smaller farms and agribusinesses, the 
key people you should target are likely the 
business owner of the labor contractors in 
charge of the business' workforce.

For larger businesses, you should target the 
Human Resources director or Human 
Resources department to help you gain 
access to speaking to the business' 
employees.



Choose Your Method of Marketing

Before starting your marketing efforts you 
need to choose HOW you will conducting 
your marketing campaign.

You should choose your method of 
marketing according to your target goal and 
target audience.

Think about what method will best help you 
reach your goal and reach your target 
audience in the most effective manner.



Choose Your Method of Marketing

Don't choose a method that will alienate 
your audience or make your goal more 
difficult.

For example, if you are targeting a group of 
farm/agribusiness owners who are older, do 
not choose to conduct a completely digital 
marketing campaign over social media as 
they are less likely to be using social 
media.



Methods of Marketing

● Community Canvassing

● Targeting specific audiences

● Word of Mouth

● Direct Mail

● Social Media

● Telemarketing



How Will You Measure Your Efforts?

Once you have chosen your goal, your target audience, 
and the method you will carry out your campaign, you 
need to decide how you will measure the effectiveness 
of your marketing campaign.

How you will measure your success should tie directly 
into the goal and next steps that you have chosen. 

For example, if you advertise your summer camp, how 
many students enrolled in the camp after your 
advertising efforts?



Measuring Your Efforts Digitally

One of the advantages of advertising in digital spaces is 
that there are many tools available to help you track 
your marketing efforts.

If you are conducting your marketing campaign in a 
digital space you can track each time your 
message/email was opened, how many times your 
website was visited, how many times a video was 
watched, and can even how long someone visited your 
website.



Decide on Frequency of Messaging

After determining your audience and method of your 
marketing efforts, you need to decide on the frequency 
and timing of your messages.

How often and when you send your messages should be a 
key component of your marketing strategy.

You can have the best ad with the best message, but if it is 
delivered at the wrong time it could not only be ineffective 
but also detrimental to the rest of your marketing efforts.



The Danger of Too Many Messages

Sending too many messages to the wrong 
prospect can be overwhelming. 

However, to some clients sending 
too few messages can fail to grab 
their attention.

It is important to know your target 
audience and to regularly assess 
your efforts to see if you need to 
change the frequency of your 
messages to reach your desired goal.



Decide on Frequency of MEssagining

You should base the frequency of your 
messaging on the importance of the goal you 
are looking to achieve and the familiarity of 
your audience with the program.



How to Decide Frequency of MEssagining

If the goal you are looking to achieve is urgent 
and important (For example, setting up a 
meeting with a new group of workers who 
recently arrived) you will want to send more 
frequent messages to ensure you can 
accomplish your goal.

If your audience is just learning about the 
program then you may want to reduce the 
frequency of your messages to not overwhelm 
them.



Crafting Your MEssage

The message you are create for your 
marketing efforts should be tailored for your 
audience, your audience's needs, and the 
goal you have chosen.

The message should be simple, visually 
enticing, and should clearly demonstrate the 
need you are trying to address and the next 
steps or a call to action that your target 
audience should take.



Crafting Your MEssage

Make sure your message isn't overwhelming.

Including too much information, grouping text too 
close together, or including the wrong visuals can 
turn away your target audience and leave a bad 
impression.

An example of a bad visual includes images with low 
resolution, images that are too small, or images that 
are irrelevant to your audience or goal.



Crafting Your MEssage

Make sure you have permission to use any images 
that your are including in your marketing efforts.

If the images are coming from the internet you can 
use a paid or free stock image service.

If you are using photos from the program, including 
photos of students, make sure you have written 
permission from anyone appearing in the phone.



Crafting Your MEssage

Besides addressing any needs your target 
audience may have, try to anticipate any 
questions your audience may have.

Be sure to include answers in your message or 
point your audience in the direction of where they 
can obtain answers. For example, your contact 
information, a website, or social media account. 



Free Tools: Canva.Com

Canva.com is a free website you can use to 
create digital flyers, brochures, or 
advertisements.

Canva is designed to be easy to use and user 
friendly. You can design your materials and 
download them as PDF, JPEG, or PNG files.



Methods: Community Canvassing

Canvassing your community is a marketing 
method designed to cast as wide of a net as 
possible in your recruitment area.

Canvassing your community includes going 
door-to-door in areas where migrant families are 
likely to live handing out flyers or brochures and 
visiting locations in the community where 
migrant families frequent.



Methods: Community Canvassing

When canvassing your community you can:

● Leave flyers on doors or in mailboxes at houses

● Hang flyers at laundromats, stores, or restaurants

● Leave brochures on cars in parking lots of agribusinesses

● Leave flyers and business cards at health clinics, food 
banks, or other social services 

● Leave flyers at agricultural agencies that work with local 
farms or agribusinesses 

● Attend community/public events to advertise the program



Methods: Community Canvassing

Canvassing your community is a great option 
when you are trying to receive leads on 
potentially eligible students, advertise 
community events, or raise general awareness 
of the program.



Methods: Target A Specific Audience

When you target a specific audience you are 
choosing a very narrow audience. Your audience 
can be management at a specific farm, specific 
demographic of students, or specific members in 
the community. 

You create highly individualized messages 
to increase the likelihood of reaching your 
audience. 



Methods: Target A Specific Audience

Targeting a specific audience is a great method for 
when you have a very distinct goal or need you are 
trying to address.

You can reach out to your audience personally via email 
or phone to try to make a personal connection.

When targeting a specific audience you can increase 
the frequency of your messages to help your efforts.



Methods: Word of Mouth

Word of mouth is a critical marketing technique for 
raising awareness of the program.

Our currently enrolled students and those closest 
to the program in the community should be our 
biggest advocats.

Word of Mouth marketing encourages those 
familiar with the program to let those close to 
them know about the program and the benefits 
the program offers.



Methods: Word of Mouth

When looking to market through word of mouth be 
sure to provide business cards and other 
marketing materials to those who know the 
program so they can share with the people they 
know.

Word of mouth marketing is great when looking to 
obtain information on local agribusinesses or 
leads for potentially eligible students.



Direct Mail/Messaging

Direct Mail/Messaging marketing is similar to 
community canvassing but is conducted through mail 
or email.

You can send flyers or brochures advertising the 
program and services offered to old addresses, 
addresses where migrant workers might live, to 
numerous businesses, or community organizations.



Direct Mail/Messaging

Direct mail/messaging is great when 
looking to raise awareness about events 
in the program of raise general 
awareness of the program in the 
community or with local businesses.



Social Media

Marketing through social media can 
allow you to have a broader reach than 
traditional marketing techniques.

You can craft a social media page 
through Facebook, twitter, or instagram 
to help bring more eyes to your 
recruitment efforts and the program.



Social Media

Social media marketing is a great tool in 
conjunction with other more traditional 
marketing techniques.

You can include links to your 
social media accounts on 
brochures and flyers that you 
hand out in other marketing 
methods.



Social Media

Creating social media accounts for your 
program or ID&R efforts can allow those 
interested in the program to continually 
stay connected and allows you to 
regularly update your audience on the 
latest news with the program.



Telemarketing

You can cold call families enrolled in the 
program, phone numbers of families that were 
previously enrolled in the program, phone 
numbers obtained from leads, and 
businesses in your community.

When conducting telemarketing always let 
your audience know immediately how you got 
their phone number, who you are, and why 
you are calling.



Telemarketing

Recruiting over the phone can be difficult if you do not 
have previous experience. Here are some tips:
● Practice what you are going to say ahead of time

● Smile and be confident. People can can tell if you 
are smiling even over the phone.

● Be prepared to call at different times of the day to 
reach your target audience.

● Be prepared for any additional questions you may 
get asked.



Telemarketing

When making phone calls use text messages 
to your advantage.

You can send a text message ahead of time, 
with a photo of your business card or ID, to 
introduce yourself and to arrange when would 
be the best time to call.

If your audience does not answer you can 
send a text message letting them know why 
you called and that you will be calling back.



The Electronic Survey Tool

One free tool available to help you receive referrals from 
agribusinesses in your areas is the IDRC Electronic Survey 
Tool. The IDRC Electronic Survey tool helps to extend your 
reach in your community by allowing school districts, 
agribusinesses, community partners, currently enrolled 
families, and more to send in referrals for students that 
might potentially qualify.



Using The Electronic Survey Tool

● Create flyers to advertise local MEP services and include 
the QR code to access the Electronic Survey Tool

● Provide the QR code to local agribusinesses 
and encourage new employees 
to fill out the Electronic Survey 
Tool during orientation



Using The Electronic Survey Tool

● Provide business cards with the QR code to families already enrolled in 
the program so that they can refer families

● Share the Electronic Survey Tool with local migrant health services, 
migrant head start, food banks, or other 
community organizations that might work 
with families who have previously 
performed work in agriculture.



The Electronic 

Survey Tool

IDRC has created a QR code 
that can be printed and shared 
to instantly access the user side 
of IDRC Electronic Survey Tool

Found on the IDRC website:
https://www.idr-consortium.net/ElectronicSurvey-Pilot.html

https://www.idr-consortium.net/ElectronicSurvey-Pilot.html


Summer Recruitment Institute

The IDRC Summer Recruitment Institute is 
happening virtually May 23-27th!

The entire institute is FREE for all who would 
like to attend.

Sign up today at the link below:

https://whova.com/portal/registration/idrc_202205/

https://whova.com/portal/registration/idrc_202205/
https://whova.com/portal/registration/idrc_202205/


Training Review

Please fill out the IDRC Training 
review form by using the link below 
or the scanning the QR code with 
the phone's camera 

Training title: 
Getting the Word Out

https://www.surveymonkey.com/r/IDR
CStaffTrainingEval21-22

https://www.surveymonkey.com/r/IDRCStaffTrainingEval21-22
https://www.surveymonkey.com/r/IDRCStaffTrainingEval21-22
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