
RECRUITMENT 



Campaign Overview 
To support enrollment for their upcoming fall semester, a local San Jose charter school 
ran interactive radio ads  across two of our partner stations. The mobile ads sent listeners 
directly to the school’s website. One call to action was “learn more” while the other 
indicated that that the school was “accepting applicants.” The “accepting applicants’ ad 
performed better than the generic “learn more” with a 1.1% open rate and 26% 
engagement rate. 

Insights 
• Messaging that specifically addresses your audience 

needs can increase overall opens and engagement 
• Running your campaign at a relevant time (like the 

months leading up to open enrollment) increases the 
likely-hood of capturing your target audience 

Case Study: School Recruitment 



Insights 
• Not optimizing copy or creative can hinder the 

performance of the campaign as messaging and 
imagery get worn out 

• Running this type of campaign at prime University 
recruitment times will attract more interest and gain 
better qualified leads 

Case Study: School Recruitment 
Campaign Overview 
In an effort to recruit students to their online program, Pacific University Oregon ran an 
interactive radio campaign in the Spring and Fall redirecting users to their website. The 
campaign ran across three partner stations in Portland, OR. The promotion detail screen 
provided users with useful information on the program allowing users to learn more before 
going to the website. 



Case Study: Job Recruitment 
Campaign Overview 
Hines Growers ran a tap-to-call advertisement informing app users that they were hiring for 
short and long term positions. The campaign ran for seven weeks across one Regional 
Mexican station in Portland and produced great results. Hines Growers kept their messaging 
simple and only used one ad type 
for the duration of the campaign. Out of the 100 engagements (direct calls), 
70 of them were unique.  

Insights 
• Leveraging the tap to call ad type provides the 

advertiser with qualified leads and gives the user an 
easy way to act on a radio spot ad rather than having to 
remember a phone number 

• Running this promotion before the Spring gave the 
advertiser enough time to gain leads and higher 

l  i  ti  f  th  k  



Campaign Overview 
Camp Howard ran a brief three week campaign across seven stations in one market, just 
as the school year was coming to an end. The advertiser ran a promotion giving away a 
free week at the camp. Over the course of the campaign, the advertiser saw high interest 
and gained more than 60 unique email leads. 

Insights 
• Timing is everything. Promoting the camp near the end 

of the school year proved to be the best time to garner 
consumer interest 

• Using images that highlight the quality and appeal of 
the service or product can pique consumer interest and 
lead to an engagement 

Case Study: Camp Recruitment 



Case Study: Organization Recruitment 
Campaign Overview 
This non-profit civic organization ran a seven week campaign on one station, giving away 
a one-year membership. The advertiser utilized a video to present users with more 
information about the organization, along with a compelling testimony from a familiar 
face. The campaign performed well and brought in over 100 unique email leads for the 
organization. 

Insights 
• Interactive Radio campaigns are a great way to reach a 

niche market and target based on a station’s listener 
demographics 

• Utilizing videos on the ad details screen instead of an 
image is a great way to provide even more information 
about your product or service to users 
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