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January 24th, 2023



Welcome 

Michaela Meredith



Introductions 

Please drop into the chat and share: 

• Name 
• Organization 
• 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 

Communicate the Change 
Today 

Messages That Move 
February 21st 

Working with Media 
March 28th 

Digital Engagement 
April 25th 

The Power of Story 
May 16th 

60 Minute Technical 
Assistance Workshops 

• Small group, hands-on workshop 
that customize webinar learnings 
for your organization + context 

• Fig + Sass coaching and peer 
workshopping of your 
work-in-progress 

• Offered at multiple times 
following each webinar



Today’s Agenda 

• Welcome & Introductions 
• Introduction to Strategic Communications 

• Goals 
• Audiences 

• Why Audience Matters 
• Targeting your Audience 

• Why and How 
• Tactics for Our Times 

• Small group breakouts 
• Discussion, Wrap up, and Closing 



Introduction to Strategic Communications 

Please share in the chat: 
What is one communications 
opportunity or challenge your 
organization faces in 2023?



Introduction to Strategic Communications

Goals 

Audiences 

Tactics



Introduction to Strategic Communications: Start with your Goals 

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



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

ACTIVATE 

Objective: 

Activate target 
audiences who are 
already supportive. 

PERSUADE 

Objective: 

Persuade target 
audiences who are 

conflicted. 

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 

• Number of people served goals 
• Fundraising goals 
• Advocacy goals 
• Policy goals 
• Outreach/recruitment goals 
• Narrative goals 
• Organizational goals



Determine Your Audience 

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



Determine Your Audience

And what do you need them to do?



Types of Strategic Audiences 

No! 
• General public 
• The Community 
• Voters 
• Media 

Yes! 
A targeted group who represent the types of people without whom you cannot 
achieve your goal. For example: 
• Family Foundations with budgets of $5 mm and up 
• Sacramento City Council members  
• Youth ages 14-20 in LA County who could benefit from your programs or 

services 
• Teachers in the Fresno Unified School District



Case Study: Why Audience Matters

???



Case Study: Why Audience Matters



Why Audience Matters 

What do I want to say? 

What does my audience need to hear?



Activity: Determine Your Audience 

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



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 
seconds 

in 2000

8
s e c o n d s

i n  2 0 1 3

9
s e c o n d s

g o l d f i s h

9
seconds
goldfish



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 

Where to start the conversation 

What you 
care about 

What your 
audience 
cares about 

I.e. the specific 
people without 

whom you cannot 
achieve your goal



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



Target Your Audience: Remove their Blocks + Call out Elephants



Target Your Audience: Cue their Identity 

Is your Audience (Donor) a cat person or dog person?



Target Your Audience: Don’t Assume they Know 

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



Target Your Audience: Show vs Tell

" C O L A G E  has given me 
an incred ib le  community  
to fall b a c k  on, no 
m atter what. The 
kindness of everyone  
involved and their  
ability to em pow er  
themselves and others  
has shaped  me into who  
I am to day , and their  
g u id an ce  has given me 
the ability to self 
a d v o c a t e  which in 
today's  society  is 
incredibly  useful."

J E A N , Y O U T H  A C T I O N  
B O A R D  M E M B E R

"Th e  w ork  that (the FFP ) does makes you feel 
that you are not so alone in this country. I think 
m any w om e n  now  have m ore courage to speak 
and not rem ain silent."

- Amalia Mejia Diaz, former farmworker 
who FFSC helped with a sexual assault case (2015) 28



Target Your Audience: Case Study 

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 
a model program for its innovative, results 
oriented approach to service delivery. Last year 
the organization served over 2,000 youth across 
California with a budget of $10.1 million and a 
staff of 70.



Target Your Audience: Case Study

However, with the right support, m ore is possible for foster kids. At First Place for Youth, we help foster kids beat the odds. Our programs provide 

vulnerable young people with the tools they need to reach their full potential in school, work, and life.

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 

perilous and uncertain. Having gone without the consistent support of 

family to guide them in developing life skills and building a foundation 

for success, foster kids too often fall prey to homelessness, 

unemployment, and poverty,

4 0 %  of former foster kids will experience homelessness 

25% wi ll be arrested or incarcerated

5 0 % will not graduate high school on time 

Fewer than 5 %  will earn a bachelor’s degree

WHAT WE DO

We Support Foster Youth as They 
Learn to Support Themselves

We envision a world in which involvement 
in the foster care system does not lim it the  
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 
(Max of 3 per

goal)

Call to Action for the 
Audience

Audience Mindset 
Targeting Notes

Tactics



Target Your Audience: Tactics

H o w  will you reach yo u r  priority audience/s?

1:1 mtg

Website

Pitch/Appeal

Online 
Action

Event
Facebook

Print materialsl

Media Story



Target Your Audience: Tactics

Which Tactics Connect you with Your Audience? 
•WHO do you want to engage? 
•WHERE does your audience get their 
information? 
•WHY does this tactic make sense for your 
goals? 
•WHAT content and resources do you 
have to use this tactic? 
•WHEN will you need them to take action? 



Target Your Audience: Tactics

Cultivate Your Audience 

• Your audience is people 
• Communication is a two-way street 
• Build relationships over time that 

inspire your audience to take action 
• Tactics are not a field of dreams 

• Engagement matters 
• 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



Communications Tactics for Our Times



Communications Tactics for Our Times

W.A.I.T. (Why am I talking?)



Communications Tactics for Our Times

Invest in Imagery



Communications Tactics for Our Times

Email 
• You own and can control the list 
• Opt-in nature 
• Ability to personalize and 

segment your list to target your 
audience/s 

• Some audiences are more 
comfortable with email 
fundraising than social media 
giving

Email 



Communications Tactics for Our Times

Website



Communications Tactics for Our Times

Social Media 
•  70% of Americans are active on social media 
• Data on usage aids in strategic choices 
• People spend a lot of time online. Digital content contributes to 

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



Communications Tactics for Our Times

Materials



Communications Tactics for Our Times

Traditional Media 

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



Communications Tactics for Our Times

Traditional Media- Editorial 

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



Build Your Strategy 

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

Goal Key Audiences 
(Max of 3 per

goal)

Call to Action for the 
Audience

Audience Mindset 
Targeting Notes

Tactics



Pair + Share 

• How is this approach to 
communications strategy  
landing? 

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

• What is top of mind as you 
think about your 
communications strategy for 
2023?



Discussion - Q & A



Next Steps & Closing 

Please share in the chat: 
• What is one idea or aha that 

you will take with you from 
this session?



Next Steps & Closing

• Communications Strategy Workshops this week! 
• Build your communications strategy 
• Discuss questions, challenges, and 

opportunities 

• Next Session: Messaging that Move - 2/21/23 
• Why messaging matters 
• Messaging best practices 
• How to target your audiences with words (and 

images) 
• 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

mailto:michaela.leslie.rule@gmail.com
mailto:merefenton@gmail.com
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