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Copy and Paste These Winning Ads Into Your Meta or Tiktok Ad

Campaigns
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Any material in this document is the copyrighted property of Atomic Enrollment, but is

available for free licensing without any royalties to the public.

We specialize in helping trade schools, training and certification programs turn over

nine figures annually in enrollment revenue for our clients across all different

industries. Take what’s working right now and plug them into your ad campaigns.

T O P I C S  C O V E R E D

1. View winning ads across 12 different industries

2. View proof and data behind each ad

3. View the exact winning ad

4. View our commentary on why they are winners

5. Our social ad video framework to create winning video ads - The Enrollment

Signal Method™ (page 20)



Tower Technician Training Program

K E Y  P O I N T S

Concept: A past alumni showing a day in the life of the job

Ad Video: eye catching to stop the scroll, speaks directly to the avatar

Headline: speaks directly to the avatar

Primary Text: call out the avatar → benefit of the program → CTA



HVAC, Electrician, Refrigerations Training Program



K E Y  P O I N T S

Best winning hook, trust-building angles around experience, hands-on training, and real-world

preparation.

Highlighting value proposition of a on-site refrigeration facility builds key differentiation

Headline: Not being qualified is one of the biggest concerns so highlighting no prior experience

needed is one of the biggest things to highlight



Welding Training Program

K E Y  P O I N T S

Best winning hook is for high schoolers who graduated recently and don’t want to go back to the

classroom

Big things to highlight for welding schools are hands-on training, a fast path, and a way out of the

low-income trap

Highlight key differentiator that the school has been in business for over 30 years



Cybersecurity Training Program

K E Y  P O I N T S

Concept: addressing HEAD ON recent developments in the industry, will recent AI tech make

cybersecurity jobs extinct.

Program Dean is speaking on these timely topics on people’s mind.



HVAC, Electrician Training Program

K E Y  P O I N T S

Best winning hook is for high schoolers who graduated recently

Also electrician programs are very popular just as a niche, very receptive audience on social media

ads because not many electrician programs are advertising.



Audio Engineering School

(winning headline)

K E Y  P O I N T S

Concept: audio engineering schools usually have a strong local presence so focus on selling the

scene of the local area/town

Ad Video: we love video ads but simple but direct image ads work very well too. Still should always

have video ads circulating but image ads work too.

Headline: states ideal outcome avatar seeks

Primary Text: problem → solution = program → CTA



Dentist CE Program

Main goal is getting in front of dentists on Meta, so the creatives have to speak to the avatar of

dentists and dental practice owners

Then showcasing the program with as much original footage as possible drives the conversions

home because it builds trust



Software Development Training Program

(winning headline)

(winning ad video)

K E Y  P O I N T S

Ad Video: used a simple AI ad creation software, done right AI generated videos work! This specific

ad has generated $60k+ in revenue from about $1k ad spend. We used http://deal.ai/ but there’s

plenty others on the market

Headline: states ideal outcome avatar seeks

Primary Text: problem → solution = program → CTA

http://deal.ai/


Heavy Construction Operator Training

(winning headline)

K E Y  P O I N T S

Ad creatives: a mixture of video and direct hitting static ads in rotation together work well

Headline: states an existing outcome

Primary Text: exciting outcome of the program → how outcome is achieved → CTA



Cosmetology/Beauty Training Program (Google Ads)

K E Y  P O I N T S

Add phone number as a call extension so leads can call in directly from their phones

Headline: state a bold promise, outcome of the program

Description: state the top 3 benefits of the program



Creative Training School

We run a lot of different campaigns for this school since they have 13 programs across 3 different locations.

Here’s a campaign to cold traffic promoting an in-person event for their NYC campus

(winning creative)

(winning headline)

K E Y  P O I N T S

Ad image: image ads that are direct work well for events

Headline: states where and the benefit of attending



Here’s a evergreen campaign retargeting middle of funnel traffic for the main 2 year programs.

(winning creative)

(winning headline)

K E Y  P O I N T S

Ad Video: a comprehensive testimonial video works wonders in ads

Headline: shows the transition, specifically addressing feelings pre and post job transition

Primary Text: the dream → how = program → CTA



Cybersecurity Training Program (Google Ads)

K E Y  P O I N T S

Headline: tuition is one of the biggest concerns so if you have good payment options flex them in

your headlines

Description: state the top 3 benefits of the program



Tattoo Artist Training

K E Y  P O I N T S

These ads were launched only a few ago but they already generated leads so want to share what’s

working

Make sure to really showcase b-roll visuals inside video ads if you have a very visual program it

makes all the difference



Film School - Special effects & Makeup Program

K E Y  P O I N T S

These ads were launched only a few ago but they already generated leads so want to share what’s

working.

Again make sure to really showcase b-roll visuals inside video ads if you have a very visual program

it makes all the difference.

Very visual programs, video ads work best



SAT Tutoring Program

K E Y  P O I N T S

SAT tutoring is a competitive market to run ads to you really have to stand out and mention your

differentiators

Headlines: keep it simple your when talking to parents, they have alot going on get to the point

Primary text: focus on your key differentiators



AT O M I C  E N R O L L M E N T  ·  P R O P R I E TA R Y  F R A M E W O R K

The Enrollment Signal Method™
A Direct-Response Video Ad Framework for Trade & Career Schools

Most trade school ads fail not because the school is wrong for the student —

but because the ad never gave the right student a reason to believe it was

made for them. The Enrollment Signal Method fixes that by leading with

identity, building conviction fast, and ending with one clear next step.

T H E  T H R E E  N O N - N E G O T I A B L E S

01
Under 2 minutes

Feed algorithms and respect the

scroll. Every extra second costs

reach.

02
One avatar, one message

Speak to a single person with a

specific pain. Generic = invisible.

03
No income claims

Never promise earnings. Speak to

transformation and career

readiness instead.

Test multiple patterns against the same avatar. Different sequences work for different audiences.

1 The Hook — Call out the Avatar
F IRST 5–10 SEC

GOAL

Make the right person stop scrolling and think "this is for me." You are not talking to everyone. You are

talking to one specific person in one specific situation.

Name the job they have or the situation they're stuck in — not a demographic

Use language they would use to describe their own life, not marketing language

The hook should create a moment of recognition, not a feature announcement

Examples: "If you're working a job you hate and you're ready for something different…" / "If you've

been thinking about getting into the trades but don't know where to start…"



2 The Problem & The Solution
MIDDLE 30–60 SEC

GOAL

Show them you understand the real friction in their life — then position the program as the most direct

path out. These two elements can appear in either order depending on your pattern, but both must be

present.

The problem: name the obstacle, not just the desire (time, cost, fear, credentials, not knowing where

to start)

The solution: describe your program in outcome terms — what they'll be able to do after, not what it

contains

Keep solution language specific: program length, format, what completion looks like

Never lead with program features — lead with the life change it enables

3 The Credibility Moment
15–25 SEC

GOAL

Earn the right to ask for action. The viewer has to believe the person speaking has standing to make

this offer. Credentials, outcomes, or lived experience — pick what's strongest.

Who is speaking and why does their word carry weight? (Instructor, grad, admissions director,

founder)

Reference accreditation, placement rates, or program track record without making income claims

Brevity signals confidence — don't oversell; one or two proof points is enough

Student testimonial format is its own credibility structure — let the outcome speak

4 The CTA — One Clear Next Step
LAST 10–15 SEC

GOAL

Remove all friction from the decision to click. The viewer should know exactly what happens next and

feel like the next page was made specifically for them.

Always reference "the next page" — not "our website," not "call us," not "apply now"

Frame the next page as something of value: "I put together a page that breaks down exactly how the

program works"

One CTA. One destination. No branching.

Mirror the CTA language in your ad headline and landing page above-fold copy

·  ·  ·



S C R I P T  Q U A L I T Y  S TA N D A R D S

Write this way

Speak in first or second person, conversationally

Name a specific type of person in the first

sentence

Use present-tense, active language throughout

Reference a concrete outcome the program

creates

End on a single action with a reason to take it now

Keep every sentence to one idea

Avoid this

Opening with the school name or tagline

Any mention of salary, earning potential, or income

Listing features before establishing the problem

Sending the viewer to "our website" or "our

admissions team"

Vague hooks like "are you looking to change your

life?"

Running past 2 minutes for any format

P R E - L A U N C H  S C R I P T  C H E C K L I S T

The hook names a specific avatar or situation within the first 10 seconds✓

The problem is stated in language the target student would use, not marketing language✓

The solution describes a transformation, not a feature list✓

There is at least one credibility signal (credential, outcome, qualified speaker)✓

No income claims, earning guarantees, or salary figures appear anywhere✓

The CTA directs to "the next page" and frames it as something of value✓

Total script runtime is under 2 minutes when read at a natural pace✓

The ad matches one of the five structural patterns above✓



Now, go ahead and replicate these ads into your campaigns!

Ask us any questions or feel free book a call if you’d like help brainstorming your

ads: https://calendly.com/robertoae/30-minute-intro-meet-call

Check out our case studies & testimonials: https://atomicenrollment.com/

https://calendly.com/robertoae/30-minute-intro-meet-call
https://atomicenrollment.com/blog/

