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Welcome

• Hello, State Agency and project partners!

• Marketing and Outreach to Potential SNAP E&T Participants

• Creating SNAP E&T Funding Sources and Uses

• Q&A

• Info on In-Person Convening



Marketing and Outreach
Strategies and Considerations



1. Develop participant-centered communication and messaging

2. Develop and implement intentional outreach and engagement strategies

3. Establish referral and recruitment pipelines

4. Assess your program for participant-centeredness to increase engagement

Initial Marketing Considerations



• Easy to read

• Benefits and value are clear

• Answers “what’s in it for me?”

• Uses plain language, no jargon or unclear acronyms

• Includes testimonials or participant stories 

• It dispels myths

• It’s formatted to highlight key information

Test messages and seek feedback from audiences.

Messaging that sticks



Missouri brochure Connecticut info card



Wisconsin social media



Spreading the word: broad outreach

To help create broad awareness, use a combination of outreach methods:

• Email
• Text
• Mailed letters/postcards
• Social media

• Website
• Info/bulletin in benefits portal
• Phone calls
• Flyers/posters

Note: casting a broad net is often more effective at raising general awareness of 
SNAP E&T but less effective at fostering engagement with specific populations who 
could benefit



Targeted outreach

• Tips and strategies
• Embed information into existing processes and touchpoints with SNAP participants 

• Certification and recertification

• Direct mailing inserts

• County office staff

• Using available data

• Data sharing agreement: information across departments and programs

• Targeted marketing for geographic, behavioral, or demographic segmenting

• Focusing on underserved areas, areas with new providers, specific industry interests



Broad + targeted examples

• Minnesota:
• Phone calls and text messages to TLRs
• County staff, well-developed scripts

• Iowa:
• Direct mailing coordinated with providers
• Postcards developed by providers
• Mailed to SNAP households by State Agency



Referral pipelines lead to consistent enrollment

External referral pipelines: 
• State/county agency, eligibility staff

• Local field offices
• Department of Corrections/re-entry
• SNAP Outreach providers
• One stops (American Job Centers)
• Community-based organizations
• Others?

To establish and maintain strong external 
referral pipelines:

• Create established points of contact

• Foster strong relationships

• Engage in regular communication, 
training, and information exchange with 
key points of contact and 
agency/organization staff

• Provide sufficient training and clear 
information on SNAP E&T program



Moving from target to engagement

• Keep the potential participant at the center
• Make it easy for potential participants to act

• Communication material provides a quick way to reach a person who can provide 
more information and answer questions

• Quick (24-48 hours) response to an interested potential participant
• Personal response 

• Build trust by being transparent and following through

• Make the enrollment process as easy as possible
• Reduce steps for eligibility verification, reduce number/length of application 

forms



FNS Campaign: More Than a Job



More Than a Job Examples



What do governors need to know?

● If there is interest in growing the SNAP E&T program, marketing and outreach 

are a key part of a larger strategy

● Inter-agency coordination can help strengthen awareness of SNAP E&T and 

increase enrollment
○ Cross-agency referrals and co-enrollments

○ Use of available data and data sharing agreements

● SNAP E&T providers are partners and they understand their populations



Questions



Creative Funding
Sources and Uses





General Tips and Strategies

General Tips Example Comparison

Specific Asks tend to be 
better received than general 
statements

Specific
We are seeking funding for a 

project to modernize our 
online application and 

screening system to increase 
access for low-income 
residents in our state.  

Currently, using our system 
with a phone is cumbersome 

and next to impossible.

General
We are seeking funding to 

upgrade our online 
application.



General Tips and Strategies
General Tips Examples

Smaller Organizations: ask for a particular support 
such as transportation, childcare or computers 
EX: Rotary, Lions, Kiwanis, other local organizations, 
banks

Participants in our E&T program are 50% more likely 
to complete their training with transportation support 
to the training location.

When you go back for a second ask bring stories 
about successes from the money they donated to 
your program.



Creative thinking around funding

• Agency Funding
• Funds for TA 

• Technical Assistance for Agency Staff

• Convening of Third-Party Partners
• Training

• Professional Development

• Peer learning

• Creating Training Materials 
• New Staff Training both internally and at Provider level

• Onboarding New Providers

• Invoicing 

• Research
• Operation Efficiency

• Client satisfaction

• Outcome measurements



Creative thinking around funding

• Intra-Inter departmental Agencies
Not just within state government think counties and cities too

• Process mapping to look for overlaps that could save time and 
money

• Programs that could be used to leverage SNAP E&T

• Data management cost sharing 

• Training cost-sharing or training material development cost 
sharing for similar processes in departments 

• Legislative asks for Workforce development Funding that can 
be reimbursable through SNAP E&T



Creative thinking around funding

• Third Party Providers
• Supportive Services

• Training Cohorts

• Tuition Scholarships

• Employer partnerships



Resources

• Candid Foundation Directory-Directory of Social Service Funders

• Community Foundations (United Way, Chamber of Commerce, Businesses)

• Health Conversion Foundations

• Banks

• NCRC-National Community Reinvestment Organization-Works with banks who need to donate 
a certain amount to non-profits a year.

• Local service clubs

1/12/2026

https://candid.org/resources/candid-near-you/
https://candid.org/resources/candid-near-you/
https://www.ncrc.org/?utm_term=ncrc%20community%20development%20fund&utm_campaign=Awareness&utm_source=adwords&utm_medium=ppc&hsa_acc=4468489413&hsa_cam=20300303450&hsa_grp=153540700467&hsa_ad=663398814137&hsa_src=g&hsa_tgt=kwd-2228381855001&hsa_kw=ncrc%20community%20development%20fund&hsa_mt=e&hsa_net=adwords&hsa_ver=3&gad_source=1&gad_campaignid=20300303450&gbraid=0AAAAADQomvXc3sZv8D4DXWBcNTmZtE7zQ&gclid=Cj0KCQiA1JLLBhCDARIsAAVfy7jCMSF1GOdcVZgYOdvA9u09Uo-9dfJMR8A1dIaOBvysUYyxAa1fh9MaAn1-EALw_wcB
https://www.ncrc.org/?utm_term=ncrc%20community%20development%20fund&utm_campaign=Awareness&utm_source=adwords&utm_medium=ppc&hsa_acc=4468489413&hsa_cam=20300303450&hsa_grp=153540700467&hsa_ad=663398814137&hsa_src=g&hsa_tgt=kwd-2228381855001&hsa_kw=ncrc%20community%20development%20fund&hsa_mt=e&hsa_net=adwords&hsa_ver=3&gad_source=1&gad_campaignid=20300303450&gbraid=0AAAAADQomvXc3sZv8D4DXWBcNTmZtE7zQ&gclid=Cj0KCQiA1JLLBhCDARIsAAVfy7jCMSF1GOdcVZgYOdvA9u09Uo-9dfJMR8A1dIaOBvysUYyxAa1fh9MaAn1-EALw_wcB


What do governors need to know?

• Allocating State funding to Workforce Development programs including SNAP E&T providers that 
could be used for reimbursement. (Not federal pass-through funds)

• Provide opportunities for cross agency collaboration and communications find areas of overlap.
• Allocating funding to update data management systems that would be uniform across agencies 

that collect similar data so users wouldn’t have to learn multiple systems when reporting on the 
same client.

• Updating invoicing and payment systems to increase efficiencies within older systems.

• Invest in staff support for the Social Services teams: this has been a very stressful time, many 
staff may be asked to do more with less in the face of growing need. Identify any available state 
or alternative funding to offer staff support, which could lead to stronger programs.



Questions



Closing

Thank you for your attendance and participation!

Contacts:

NGA: Jessica Kirchner (JKirchner@nga.org)

SJI: Kathi Medcalf (kmedcalf@seattlejobsinit.com)

Andrew Schramm (aschramm@seattlejobsinit.com)

mailto:JKirchner@nga.org
mailto:kmedcalf@seattlejobsinit.com
mailto:aschramm@seattlejobsinit.com
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