
BE THATBE THATBE THAT
SOMEONE.SOMEONE.SOMEONE.
BE THAT
SOMEONE.

AWARNESS CAMPAIGN STRATEGY

MONROE COUNTY CASA



THE
CHALLENGE

LACK OF AWARENESS 
INACCESSIBLE VOLUNTEERING
DIFFICULTY REACHING YOUTH
LIMITED DIVERSITY

CHILDREN ARE WAITING FOR ADVOCATES.



STORIES INSPIRE ACTION (90.9%)

TIME IS A BARRIER (81.8%)

HELPING CHILDREN MOTIVATES (46%)

KEY
INSIGHTS



TARGET 
ANALYSIS

PRIMARY
COLLEGE STUDENTS, YOUNG ADULTS

SECONDARY
RETIREES, COMMUNITY-FOCUSED ADULTS



RAISE
AWARENESS

OUR GOALS

ENGAGE NEW
AUDIENCES

INCREASE
VOLUNTEER

BASE



CREATIVE
STRATEGY

HIGHLIGHT VOLUNTEER EXPERIENCES
EXPLAIN ROLES CLEARLY
CREATE URGENCY

EMPATHETIC, EMPOWERING, AUTHENTIC

EMPOWERING AUDIENCES TO SEE
THEMSELVES AS CHANGE-MAKERS,

OR SUPERHEROS, MOTIVATING
VOLUNTEER ACTION.



SOCIAL
MEDIA

TIKTOK, INSTAGRAM,
FACEBOOK

SOCIAL ADS &
STORYTELLING VIDEOS

STORYTELLING WITH
REAL VOLUNTEERS



OUT OF
HOME

HIGH VISIBILITY PRINT ADS &
BILLBOARDS ACTIONABLE QR CODES



NEWCOMER POSTCARD
& EMAIL NEWSLETTER 

MEDIA
OUTREACH

BUILDS
TRUST
ENGAGES
AUDIENCES



EXPERIENTIAL
OUTREACH

EVENT TABLING & 
BE A HERO FOR A CHILD DAY

BRINGS AWARENESS 

CLARIFIES VOLUNTEER ROLE 

ENGAGES AUDIENCES



FACEBOOK &
INSTAGRAM ADS

1 JUL - 15 DEC

APR MAY JUN JULY AUG SEP OCT NOV DEC JAN FEB MAR

WFHB & B97 RADIO 

PRINT MEDIA

BILLBOARDS

 EMAIL NEWSLETTERS

COMMUNITY EVENTS

GOOGLE RETARGETING
ADS

VIDEO SERIES

APR

“BE A HERO”
DAY

NEWCOMER
POSTCARDS

HIGH-INTENSITY
SPRING/FALL
RECRUITMENT

MEDIA
SCHEDULE 

CHILD ABUSE
PREVENTION
MONTH FOCUS



Media Type Tactics Estimated Cost

Digital Media Social ads, video series, retargeting $8,260

Broadcast Media Local radio spots $3,500

Out-of-Home Billboard partnership $1,200

Experiential & PR Pop-up tables, April event $4,600

Print (Paid & Earned) Bloom Magazine, Herald-Times $2,930

Owned Media Email newsletter, Postcards $600

Total Estimated Paid Cost $21,090



MEASURING
SUCCESS

AWARENESS & REACH

ENGAGEMENT

WEBSITE TRAFFIC

VOLUNTEER SIGN-UPS

EVENT PARTICIPATION



WHY IT WORKS 

RESEARCHED-BACK STRATEGY

EMOTIONAL CALLS-TO-ACTION

REACHES AUDIENCE EFFECTIVELY 

SUPPORTS LONG-TERM GROWTH
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