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Welcome

Michaela Meredith



Introductions

Please drop into the chat and share:

Name MY NAME IS

Location

Favorite piece of media you've
encountered so far in 2023 (tv, film,
book, music, etc) &




Communications Series with Fig + Sass

90 Minute Training Webinars 60 Minute Technical
Assistance Workshops

Communicate the Change
Today e Small group, hands-on workshop
h : : :
Messages That Move that customlzg wgblnar learnings
for your organization + context
February 21st : :
e Fig + Sass coaching and peer

Working with Media workshopping of your
March 28th work-in-progress
e Offered at multiple times

Digital Engagement following each webinar
April 25th

The Power of Story
May 16th




Today’s Agenda

e \Welcome & Introductions
e |ntroduction to Strategic Communications
o Goals
o Audiences
m \Why Audience Matters
o Targeting your Audience
m Whyand How
m Tactics for Our Times
e Small group breakouts
e Discussion, Wrap up, and Closing



Introduction to Strategic Communications

\ g




Introduction to Strategic Communications

Goals

Audiences

Tactics



Introduction to Strategic Communications: Start with your Goals

Where do we start<

The SMARTer the better:
Specific, Measurable, Achievable, Relevant, Time-bound



ACTIVATE

Objective:

Activate target
audiences who are
already supportive.

PERSUADE

Objective:

Persuade target
audiences who are
conflicted.

Introduction to Strategic Communications: What are you trying to do?

NEUTRALIZE

Objective:

Neutralize those
who will never be
supportive today.




Activity: Start with your Goals

Take 2 Minutes to Make a copy of the worksheet and do a quick brainstorm
some of your priority goals for 2023

Goals Outcomes
(Specific, {If helpful, include
N um be r Of peo p | e se rved g 03 | S measurable goals  specific, timeline  (
for the next 12-24 ~ milestones that
1l months; what are  help you make
I: un d ralsin g g Oa |S you trying to progress towards ¢
Ad VOC3a Cy g 03 | S achieve) the goal/s)

Policy goals
Outreach/recruitment goals
Narrative goals
Organizational goals



Determine Your Audience

Who are the specific people without whom you cannot
achieve your goal?

5
s £ fi¥a




Determine Your Audience

And what do you need them to do?




Types of Strategic Audiences

No!

e General public
e The Community
e \oters

e Media
Yes!

achieve your goal. For example:
e Family Foundations with budgets of S5 mm and up

e Sacramento City Council members
e Youth ages 14-20 in LA County who could benefit from your programs or

services
e TJeachers in the Fresno Unified School District



Case Study: Why Audience Matters

Keep Texas
Beautiful

Texa a
trash problem.




Case Study: Why Audience Matters

2022 Don’t mess with
Texas® Scholarship Contest

FOR OVER 35 YEARS, DON'T MESS WITH TEXAS HAS CHANNELED TEXAS-SIZED STATE PRIDE TO &
REMIND TEXANS TO KEEP TRASH OFF OUR ROADS.



Why Audience Matters

What does my audience need to hear? &



Activity: Determine Your Audience

Take 3 Minutes to Brainstorm your Target Audiences and the CTA for each

Goal Key Audiences  Call to Action forthe  Audience Mindset + Tactics
(Max of 3 per Audience Targeting Notes
goal)




Target Your Audience




Target Your Audience

Humans are Heartwired
(Thanks to Robert Perez and Amy Simon for this concept)

EMOTIONS

LIVED

EXPERIENCES IDENTIFY

VALUES BELIEFS



Target Your Audience

The average human
attention span

12 8

seconds seconds
5000 in 2013




Target Your Audience: Bring People In




Target Your Audience: Focus




Target Your Audience

“I've learned that people will forget
what you said,
people will forget
what you did,
but people will never forget
how you made them feel.”

-Maya Angelou




Target Your Audience: Appeal to Shared Values

What you What your
audience

cares about

care about

|.e. the specific

people without
whom you cannot
achieve your goal

Where to start the conversation



Target Your Audience- Who do you need?

What do they care about?

What could be their blocks?

Who influences them?

Where do they get their information?
Who will they identify with?

What cultural, social, or political
frameworks do they have?

What are they feeling when they
interact with your content? What do
they need to feel to take the action
you need?



Target Your Audience- Be a sleuth

%’é Pew Research Center

s T-Ua,f«

Narrative Observatory

# For Poverty & Economic Mobility @ Harmony Labs

People are steeped in stories. They're constantly moving through media, giving rise to a terrain of
deeply held narratives about how the world works, what matters, and what's possible. So how do we
reach and resonate with the right audience now? To find out, we’re analyzing the media behaviors of
over 50,000 people in the U.S. and all the content they interact with, across platforms and devices

a5 Explore Audiences # Explore Narratives

HOW THE NONPROFIT AND
PHILANTHROPIC SECTORS ARE
TALKING ABOUT POVERTY—
AND HOW WE CAN DO BETTER




Target Your Audience: Remove their Blocks + Call out Elephants




Target Your Audience: Cue their |dentity

|s your Audience (Donor) a cat person or dog person?

FINANCIAL COSTS FOR SPCA FLORIDA PER (AY FINANCIAL COSTS FOR SPCA FLORIDA PER DoG -

NOT INCLUDING LITTER. FOOD OR SHELTER | 318 ‘-.| NOT INCLUDING FOOD OR SHELTER . 312 v 318.51
o\ s (M) o/ 2SI
i ¥a 31” Foos = ) (8150
m B TESTING ,i = \)m o m)&/ S1q A e A:x.:?‘:w
/ 75 - VIHH\(H e _
h§l \"U’H ) LSIZ»I?HS\ 3125 $17

EACH SURRENDERED CAT TO SPCA FLORIDA COSTS ROUGHLY $210 EACH SURRENDERED DOG TO SPCA FLORIDA COSTS ROUGHLY $250



Target Your Audience: Don't Assume they Know

Can your audience “see” it?
Do they know what you mean?

- o Paid sick leave, affordable child
Family-friendly policies M

care

Support for new immigrants MEnglish classes and job skills training

gl I Tutoring and mentoring so

Increasing student success kids graduate

Everyday people solving community

Civic engagement problems — like expanding bus
service



Target Your Audience: Show vs Tell

- 4

“COLAGE has given me
an incredible community
to fall back on, no
matter what. The
kindness of everyone
involved and their
ability to empower
themselves and others
has shaped me into who
| am today, and their
guidance has given me
the ability to self
advocate which in
today’s society is
incredibly useful.”

JEAN,YOUTH ACTION
BOARD MEMBER

“The work that (the FFP) does makes you feel

that you are not so alone in this country. | think
many women now have more courage to speak
and not remain silent."

-Amalia Mejia Diaz, former farmworker
who FFSC helped with a sexual assault case (2015) *



Target Your Audience: Case Study

A

F I R ST . First Place for Youth was founded in 1998 to equip
transition age foster youth with resources to help
them become successful adults. It is recognized as

l P LAC E a model program for its innovative, results

oriented approach to service delivery. Last year

F O R - Y O U T H the organization served over 2,000 youth across

Buildi f Tt California with a budget of $10.1 million and a
unaing a ounaation staff of 70.

for life after foster care

&



Target Your Audience: Case Study

For the more than 25,000 young people across the United States who

transition out of foster care into adulthood each year, the future can be
e di ference hatween perilous and uncertain. Having gone without the consistent support of

“‘sdrevam o { 0| family to guide them in developing life skills and building a foundation

: ine"” for success, foster kids too often fall prey to homelessness,

-

B

-

-
R

+ £ gol has

unemployment, and poverty.

o 40% of former foster kids will experience homelessness
o 25% will be arrested ar incarcerated
@ 50Y% will not graduate high schoal on time

Q Fewer than 5% will earn a bachelor’s degree

Howeaver, with the right support, more is possible for foster kids. At First Place for Youth, we help foster kids beat the odds. Our programs provide
vulnerable young peaple with the tools they need to reach their full potential in school, work, and life,

WHAT WE DO e - - .
We envision a world in which involvement

We Support Foster Youth aS"TREY. i, the foster care system does not limit the

Learn to Support Themselves opportunity to thrive in adulthood.




Build Your Strategy

Activity: Take 3 minutes to continue building your strategy
by adding notes about audience targeting -How might your
target YOUR audiences?

Goal Key Audiences Callto Action forthe  Audience Mindset + Tactics
(Max of 3 per Audience Targeting Notes
goatl)



Target Your Audience: Tactics

How will you reach your priority audience/s?

, Media Stor




Target Your Audience: Tactics

W hich Tactics Connect you with Your Audience?

¢WHO do you want to engage?

e WHERE does your audience get their
information?

e WHY does this tactic make sense for your
goals?

e WHAT content and resources do you
have to use this tactic?

e WHEN will you need them to take action?

&



Target Your Audience: Tactics

Cultivate Your Audience

e Your audience is people
e Communication is a two-way street
e Build relationships over time that
inspire your audience to take action
e Tactics are not a field of dreams
o Engagement matters
e Quality is key over quantity

&



Target Your Audience: Tactics

Adapt your message for audience + tactic




Target Your Audience: Tactics

Adapt your message for audience + tactic: EXAMPLE

AB 392: California Act to Save Lives

Replace wagum standad that poloe con 1s0 doadly furce whe e
“rensonadie™ with & Ngher “mecessary™ standard

Estabidah St polieco c an wne deadly forco “unly when necetsary” o defond
mrievet (bt of desth o sersous bodily njury

Mol of s sccmmtable hor uwng denclly forcu that n not mece sy

Use

For decades, Califomia families and of
communities have been shattared by
police violence

VWt g b et W T v

g Aliance for Boys and Mes of Coba
L ) o

Police e 4 ke et e tve

if they have other options. o .
l.‘ gl fo e ootk etk v

A1 a "
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ﬁ Adrienna Wong @Acr eraa W - Jua 13, 2012

§ Whan sheating a sleaping persan 55 timas is deemaed 'reasanable* it's
time to stoo using “reasonable” as the legal standard for when police can
kill. ¥AB392 #LetUslive

(® Guardian news & @
Police firea 55 times at Willie McCay. &0 inves
‘reasonable’ theguarcian comfus-news 2019

A770 PT7X PTX

JUSTICH, JUSTICE YOU SHALL FURSUS

annews - Jun1z, 2019

ation called it

# teaches o8 B our dty I pucie 18 el ol onrseves nt fer e whole
r. CHIo s eovdtw of pORCe wabence 5 DA ad urpest. Under et i Sew
Lamndon s abie 13 purvas puvtes Sor e lowed ooey who s Riled by pollen

The Cabifornda Act to Save Lives < AB 382 « vl Lare et powwent g and muls rowy
sogtborbood sher I pdutes Calfoeuss outdetod e of Fooor Randet ts e Bt polce
OfYiets vod Loy deadly force 21 svivy pasie a0 Tty

AS 191 i1 a corwnon Jeest el endorsed by 4 beodd coalition aarons Calforsia, indeding:

nabymente o Cibnel o Sanitor bus Niw

Vote yes on AB 392!

(e
Bov Cabrd . XTL 904-3040
Lamaber Adan | (TE) B4 6004

Memby




Communications Tactics for Our Times




Communications Tactics for Our Times

W.A.LT. (Why am | talking?)

Every activist across the world feels dumb now
that we know that al it takes is
SKendalJenner and a Pepsi 10 fix things.

\  esupaneswTTe
SIS SERUCIUES

Luxury fashion called out for hypocrisy on Black Lives Matter,
racism and diversity, and accused of paying lip service
« Fashion and beauty brands have been showing their solidarity with the Black Lives Matter campaign

+ However, they are facing a backlash from models and insiders, who accuse them of double standards

oo &



Communications Tactics for Our Times

Imagery

Invest in




Communications Tactics for Our Times

Email

Californians |
for Justice e You own and can control the list

Stand with Youth Leaders & Build a Brighter Tomorrow e Opt-in nature
e Ability to personalize and

segment your list to target your

- audience/s

e e o o8 ok it i i @ Some audiences are more
Dbt f e porac bl e GOV 15 el e e Sy comfortable with email

T SO DM R IS fundraising than social media

the moment, We Pave rased over §4,.500 but 28 have ways to go of our owr goal is to rase $10,000 to
support youth lcaders and their families as they continue using their voices and Mexing their e
leadership to shape the future of leaming and create the commenitios we need, glVlng

Will You Invest in Youth Voice Today? &



Communications Tactics for Our Times

Website

fv rextsize: & A A+ (@ cerupoates ) ( SELECT LANGUAGE )
Q S . A e~ =

GSA_ ABOUT ~ WHATWEDO  NEWS  RESOURCES  TAKEACTION  DONATE REGISTER YOUR GSA
NETWORK

trans and queer youth uniting for racial and gender justice

OUR WORK

Train Youth Leaders Support Youth Organizing

g is making We support LGBTQ+ youth
organizers across the country to
take action and create change

at all levels, from school-based

rgani. use
a a
Xper in
n: El al
ri r ran:
ys i ani r
1al al T adersnip developi nt an
justice. engagement.




Communications Tactics for Our Times

Social Media

e /0% of Americans are active on social media v’ @

e Data on usage aids in strategic choices ‘ ‘
People spend a lot of time online. Digital content contributes t

attitude and behavior shifts over time.

You can personalize calls to action

You and all your people = influencers

Targeting functionality allows you to be more strategic

Online fundraising is growing

Stay tuned for our Digital Engagement Session in April

y oy

(N
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Communications Tactics for Our Times

Materials

PROSPERA, MUCH MORE
THAN AN INCUBATOR

0 o famdes and commaries

cOme O grestet tource of wrength
3 o tha

At power il roke
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We are 8 vibrant comenunty of LBLNS IMMarsnt women - AR e ke ok W Bunnes i e

who suwpport one another uncondwonaly through iarn scoossie for Lot IvINgrants. We Diy

our tnumphs and challenges. At Prospera, we use WWMM soseiiien eoan d00rs 167 eashathas g &

entreprencurship as a powerful vehicle for personal WGWM

V - P ment, and sockal ‘l ! ahs

= ave yOur bk and Deheve in o ra ITNMIGENts we

SrogreTs nlane tham Wit CAtue e ve, and make

When women amve 10 tha country, we will do anything g
realdly Proyaera hefos g Sorshio, and s cunisives
10 buid a botter kfe for our fambies. We ore reshon, u kPt T o A e
wnty charge
neovative, and powerfid beyond measure. Latines are achieve our drveams, make R—

mportant contributors to social and economic growth n %wm and
out stste and On. In the past five years, slone there
has been an 87% growth n Latna-gwned busnesses .

9 anpocah oot famiios. PROSPERITY FOR LATINAS. PROSPERITY FOR ALL.

Puede. Proapers is growing! i e las . ouched the ires
Women emerge from cur programs with the skills, e - Thancy Poales E ?!ln::?:-l:-"&'!:‘mm:u-ﬁ:uu:«l-r-.l
coanections, and determination 1o launch co-ops and Y )
small businesses. Most importantly, we build a loving
community that helps us beesk through the obstacles §

DONATE TODAY! Go to Prosperacoops.org Q) Prowesaion

PR " SPERA or mail your check to Prospera ::::

/9 horiay ) 232 Frutvale Ave, Osidand CA $4801



Communications Tactics for Our Times

Traditional Media

Movie We have this inscnse love. If's Left in
ac: Kl( my v .'l\( nu;\ P* :rr 'll'-l‘.I: 4--.11 )It’jl‘i‘ th( d ll‘k
might about
change ¢ tainted

itsrules -
I

(i~ scopes
oNY | S
) &h 202 [ Pre——

State refuses to S
higher cost for free == - [pgu
parking for jury duty el

LaOpinion

KQED

’ THE CAPITOL

MORNING REPORT

q.

SOUTHERN CALIFORNIA

THE
CALIFORNIA
REPORT

[LIWEEKLY

Come to our deep dive on working with
media in March!

&



Communications Tactics for Our Times

Traditional Media- Editorial

THE SACRAMENTO BEE «sc0e.com
Come to our deep dive

Another View: Don't repeal campaign limits . . .
Z atrangthen Hik on working with media

Secial s The Bés in March!

Published Sunday, Jul. 08, 2012

Owrek Crassiman, the Western reguonal director of Cormmon Cause and suthar of *The Recal's

Letter to the editor: ‘Violations of
ol “Legiatators coutd 00t o Sanit. In e Column Wakers advocored to “vepesl compaign - the public trust’ are harmful

cantnbuban Nmits, allaw anyone ta give anything they wish to anyone they vash, and require full
and immediate disclosure of all such transactans.

Dan Waltars' suggastion to el minata limits an how much manay Callfamnia alected afficials can ralse
fram special Intarests would weaken disclosure, Incroase the power af wealthy canars, and taxe us

We apprecaste the hard work of both the grand jury and the traal jury
back ta the days of huge campailgn contributions that lec te the recall of Gav. Gray Davis.

1t i true that some donors evade conaibution limits to candidates by giving unlimited chacks ta WS A O Sngavrod Snd mddinecl b fha Bty of the putcle trua et e

Indepencant campaions, We naed ta stop this, but aliminating a law to step people fram evidesced by the conviction of the asditor Sor conflict of interest (mepotism).
slaestepping It makes no mora sense than legalizing aurglary i an effart ta deter shaplifting. structuring contractor payments 1o avesd procusemncst rules and official
Calfornia’s current disclosure laws nead improvement, but they already require the largest donors misoonduct

to identify themsaives in the names of ingepandent committaes that appear directly in any ad, If . " ) ) )
tha same donor coule write the same sized check ta a candidata, thay would go unmentionad In the Delswarcass shoulda't have to woader whose jaceresss our clected officials
committos namea and be hidaan In the autdated alectronic campaign finance I’Ihg sysmm that few serve. We descrve 1 have coafidence that our s dollass are heang well spem

voters aver sec. Vaters should be supporting the Callfamia DISCLOSE Act and an wparade ta awr
Cal- ACCESS database If they want to ensure that meney |s transparent, not encouraging the hiding
of funds in candidate coffers. ——

and that our government 0fNCials &rc serving our INICAests, B0t Be iaerests of Bemacives, thelr familics or thew




Build Your Strategy

Activity: Take a final 2 minutes to continue building your
strategy by adding notes about tactics

Goal Key Audiences Callto Action forthe  Audience Mindset + Tactics
(Max of 3 per Audience Targeting Notes
goal)



Pair + Share

e How is this approach to
communications strategy
landing?

e What ideas, aha’s, or
questions does it spark?

e What is top of mind as you
think about your
communications strategy for
20237




iIscussion - Q & A

D




Next Steps & Closing

Please share in the chat:
o What is one idea or aha that
you will take with you from
this session?




Next Steps & Closing

e Communications Strategy Workshops this week!
o Build your communications strategy
o Discuss questions, challenges, and
opportunities

COMING |
e Next Session: Messaging that Move - 2/21/23 ATTRACTIONS

o  Why messaging matters =

o Messaging best practices

o How to target your audiences with words (and
images)

o Messaging tools to create message platforms
and frameworks




Next Steps & Closing




THANK
YOU!

Michaela Leslie- Rule - michaela.leslie.rule@gmail.com
Meredith Fenton - merefenton@gmail.com

fig&sass
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