VOLUNTEER

@ C2 STRATEGIC

COMMUNICATIONS

TARGETING YOUR MESSAGE TO DISTINCT AUDIENCES

1

nn Hh W N

Targeting isn't just about numbers.

You can reach thousands, but if your message doesn't reflect the
values and motivations of your audience, it won't move them to act.
For the Indiana GAL/CASA campaign, messages were tailored to
appeal to both logic (flexibility and training) and emotion (purpose
and community pride).

Don't create personas in a vacuum.

Personas should come from research, interviews and the voices of
people already connected to your mission. For Indiana GAL/CASA,
this meant understanding why volunteers stay and why some never
apply — and letting those insights drive targeting.

Raid your pantry.

Instead of starting from scratch, gather what you already have —
such as photos, videos, stories, testimonials and national toolkits —
and remix them with intention. Indiana GAL/CASA repurposed
assets from their national office so they could focus their budget on
audience targeting.

Build trust first.

People don't just need to know what your organization is — they
need to believe in it. For Indiana GAL/CASA, that belief starts with
messages that reflect the diversity of the communities they serve,
delivered in ways that feel human, not transactional.

Answer this for your audience: "Why me, right now?"
Effective calls to action don't just ask people to get involved — they
show why they're the right person at the right moment. In Indiana
GAL/CASA's campaign, personalized messages helped individuals see
themselves as part of the solution.



