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Campaign
Objective

Our prime objective is to raise awareness
for the National CASA/GAL Association
overall, which will in turn support state and
local CASA/GAL network member
programs in their efforts to gain support,
raise funding and recruit volunteers.
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Target
Audiences

ALREADY THERE

Adults 55-65+, college graduate (BA/MS/professional
degree)

Parents of adult children

Interests in child development, children’s rights,
volunteering, child protection, community & social services

ON THEIR WAY

Adults 35-54, college graduate (BA/MS/professional
degree)

Married & Parents

Interests in child development, children’s rights,
volunteering, child protection

READY FOR FUTURE

Adults 18-34, college graduate or some college
No children

Likely to engage with political content, activism, cultural
diversity, gender equality, social responsibility, volunteering

DONOR LOOK-A-LIKES (pendingsite pixels)
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Asset Customization

o
) X f
20 Re- Then You Give Hope 2 OOH Boards 2 Half Page 2FB Digital Banners
Touched Came Along :25 48°x14’ Print Ads Carousels 728x90,
Photos :15, :30, :60 Sounds 12”x10.5” 3 Webcards 300x250,
Instability :25 2 Full Page 300x600,
:15, :30 Print Ads 300x50, 320x50,
Director’s 12”7x21” 1200x1200
Video Large Mailer Digital Badges
Website 23.75”x9” 120x240,
Montage A6 Postcard 180x150,
5.8”x4.1 120x90, 120x60
All spots have Both spots have All designs are All designs are All webcards are All digital banners

Announcer VO that
is customizable.

Announcer VO that is
customizable.

customizable and can
be re-sized.

customizable, can be

re-sized and can be

produced in both 4C
and B&W.

customizable.
Facebook post copy
for both the
carousels and
webcards are
customizable as well.

are customizable.
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Direct Mail
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Change a
child’s story.

THIS 15 ASUBHEAD

Executive Brochure

hand.

THIS IS A HEADLINE FOR THIS SECTION.

Hope need
a hekin

2
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THE CASA MODEL.
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THIS IS A CALL TO-ACTION
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YAHOO! = v

MewsHome  US  World  Politics 2020 Candidate Tracker  Skullduggery  The360  Through Her Eyes -« Follow Us tw f 8

Lend your voice. & =¥ B | R

D
BECOME A CASA VOLUNTEER > R

Yahoo News Exclusives

Police praised for s Nt
actions during Virginia Key House Demacrat About 40 of
Shﬂotiﬂg us want Tump impeached

The officers who confronted an aleged
gunman during a shooting in & packed
Virginia Baach municipal building halped
prevent evan mone blocdshed.

Trump confuses nationalism with
patriotism. We shouldn't.

Are plant-based burgers Va. gunman described as Protester grabs mic from Arrest in decades-old cold Ocasio-Corter goes back
better for you? roiutine-oriented person’ Kamala Harris in Calif. case stuns Wisconsin town 1o bartending — for a day

Home sweet hope.
& | Politics HELFA CHILD,
0 BECOME A CASA VOLUNTEER.

2020 Vision: Where every candidate stands on Trump's
impeachment

Reminder: re are 248 days untd the lowa caucuses and 521 days until the 2020
presidential lection, After the April release of special counsel Robert Mueller's repart an,

cramces | '
FiNE ST e et | Weass

‘GBS This Morning” Makes Earr takes swipe at Mueller,
Mare Headlines With Bill Barr says special counsel could have

: Digital
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Social

will Verizan ol Verizon T will Verizen S
< Q Search Facebook ¢ Q Search Facebool <
4 CASA in Colorado r CASA in Colorado
‘ Sponsored - Q@ ,3 CASA in Colorado . Sponsored -+ @
St ed - Q

CASA volunteers make a life-changing difference Every year, more than 85,000 volunteers help

for children who have experienced abuse or As a CASA volunteer, you can help a child in foster change the lives of children in foster care across
neglect. care find a forever home. the U.S.

COLORADOCASA ORG COLORADOCASA.ORG COLORADOCASA ORG
Become a CASA volunteer Become a CASA volunteer Learn More Become a CASA volunteer Learn More
Help a child in foster care Help a child in foster care Help a child in foster care

5 ® 8 ©
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For a child in foster care, this doesn't look like
a trash bag, it locks like moving day.
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Facebook Carousel Units

It's a suitcase,

e Like -

This isn't just a trash bag.

241 Likes = 12 Comments = & Shares

A child's future shouldn't fit inside.
Glva your time,

CASA yolunteers make a lasting impact.

Make a diftararce

Sign up to volunteer.
Ba tha difterence,

i, Casa
cata  Sprnsored G

A child with a CASA volunteer is half as likely
to re-enter the foster care system.

You can help me find my happy face.

Bar 27 advooate,

241 Likes = 12 Comments = & Shares

o Like m

~* Share

You can be a stable Influence for good.
Give yaur time

You can ehange a child's story,
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WRITE SOME INSERT
: fuem: > GREAT AMD SLIDE TITLE
£ EOLDMNE : 2 A NICE THINGS HERE.
IERIHIE ; : HERE IN THIS
TITLE SPACE.
SLIDETITLE

19

PowerPoint Template

WRITE ABOUT NUMBERS HERE.

B

L eene

WRITE ABOUT - - 2 COLUMNS
SOMETHING . ot

e ki) + TEXTTITLE
HERE. o

WRITE ABOUT MAPS HERE. WRITE ABOUT TABLES HERE,

® =z
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TYPOGRAPHY

NATIONAL CASA FONTS

A brand’s typography is an important part of creating a
consistent feel. It reinforces that all messaging is coming from
the same place.

National CASA uses two main typefaces for all of its marketing
materials. Brandon Grotesgue is used for headlines and is the
“face” of the brand. There are multiple weights of Brandon
Grotesque available. Proxima Nova is used for subheads and
body copy.

Brandon Grotesque, with its geometric shapes and unigue
cap-height to x-height ratio, is a brand-ownable font that
captures attention and feels friendly and approachable. Proxima
Nova is a nice, easy-to-read, complementary font to Brandon
Grotesque that works well for body copy.

Two more fonts are included for limited, special-use cases.
For creative that must follow ADA guidelines, Serifa STD, a serif
font, may be used in place of Proxima Nova for body copy.

For web applications, Montserrat is available as a free web-safe
font from Google.

WHERE TO GET THE FONT FILES

Loge and business template files that are available for
download at member.casaforchildren.org/marketing-and-
legislative-advocacy/ can be used or sent to a printer without
you needing to have the font.

If you want to use the fonts for other text, such as adding your
address to the business materials, you can purchase them at
MyFonts.com.

Brandon Grosteque font is available from National CASA in the
following weights: reqgular, light, black, and italic.

MNational Court Appointed Special Advocate Association

HEADLINES

Brandon Grotesq_ue

An elegant, geometric san-serif font witha warm touch. Strong letterforms,
but made approachable by the rounded points and wide curves. Appropriate
for a child-centric brand.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopq rstuvwxyz
0123456789

SUBHEADS & BODY COPY

Proxima Nova

A simplified, friendly geometric san-serif font that complements Brandon
Grotesque. Featuring multiple weights, this versitile, modern font is legible at
reduced sizes and on screen.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
0123456789

34
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PHOTOGRAPHY

A consistent photography style is essential for
successiul brands.

In general, Mational CASA should use documentany-
style photography that shows a connection betweean
child and valunteer, or the child adjusting to life in
foster care. Photos shouldm’t feel staged or forced.

Mational Court Appointed Special Advocate Association

35
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CASAKGAL M E SSAG I N G TO N E & VO I C E National Court Appointed Special Advocate Association

TONE OF VOICE MESSAGING EXAMPLES

CASA is a voice for children. The tone of all CASA HELP ME FIND MY HAPPY FACE.
materials should be caring, brave and, whenever

possible, hopeful. Become a CASA volunteer.

Headlines and subheads should be a maximum of fimage of a smiling child with a CASA velunleer]

10 to 12 words for out-of-home executions, digital
banners and print ads.

Calls to action should be about volunteering or HOME SWEET HOPE
donating so that people don't think it's about i i
becoming a foster parent. Help a child succeed in foster care. Volunteer.

fimage of a sad child with a trash bag/

R i% CHEANE NET: A CHILD’S FUTURE SHOULDN’T
Fearless Reckless F I T I N SI D E'

Firm Senfrantational Become a CASA velunteer.

Leading Dictating

Persistent Ohsessive fimage of trash bag]

Careful Anxious 2 -

Unwavering Unmovable

Confident Arrogant

Authentic Elitist Other headlines:

THERE’S NO PLACE LIKE HOPE.
HOPE NEEDS A HELPING HAND.
LEND YOUR VOICE.

22
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NATIONAL PRINT AD CUSTOMIZED LOCAL PROGRAM PRINT AD

Pe needS d Pe needS a Logo: Add in
elping hand elping hand -
P g . P g . local program
logo in
BECOME A CASA YOLUNTEER. BECOME & CASA YOLUNTEER. conjunction with
o et = _ the Change a
CHANGE A CHANGE A h‘; child’s story
CHILD’S 5TORY, CHILD'S STORY." tagllne

23 URL: Add in your state or local program URL
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CUSTOMIZED OUT OF HOME BOARD

Hope needs

a helping hand.

CHANGE A
CHILD’S STORY."

Hope needs 8
a helping hand:

BECOME A CASA VOLUNTEER) ¥

CHANGE A %
CHILD’S STORY. Case

Logo: Add in your state or local program logo in conjunction with the Change a child’s story tagline

24



@]
>
v
>
x.‘g
9]
>
r

National Media Campaign
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Planning

Parameters

OBJECTIVE

Increased awareness of National CASA/GAL, driving
to website for education and more information

GEOGRAPHY

National U.S.

TIMING

June 10-December 31, 2019

CHANNELS

PSA Local Broadcast/Cable TV
PSA Print Magazines

NCM Theater Lobby Screens
Captivate Network

Facebook

Instagram

The Trade Desk: pre-roll & display
YouTube

Google Ads (Google grant)
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Local Program Toolkit
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Local Toolkit

MEDIA
TOOLKIT

ooo
ooo

TVI/Cable Radio Facebook Newsprint Out of Email Google Social
Instagram Magazines Home Ads Content
Calendar

Best Practices | Tips | How To’s | Negotiation Tactics
28
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Network News Network Directory Job Postings Your Membership & Jufia Heath Log Out

Change a Child's Story™

Campaign Overview

ams cannot mix campaigns. If you use the new Campakgn, you cannot use or integrats

https://member.casaforchildren.org/marketing-and-leqislative-advocacy/change-a-childs-story/

29


https://member.casaforchildren.org/marketing-and-legislative-advocacy/change-a-childs-story/
https://member.casaforchildren.org/marketing-and-legislative-advocacy/change-a-childs-story/
https://member.casaforchildren.org/marketing-and-legislative-advocacy/change-a-childs-story/
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Paid Social Media
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* Create Business Manager and add your program
Facebook page

ACCO u r t & * Add Ad Account(s) to Business Manager-up to five
: — Include payment method
Campaign
e Set up Facebook Pixel (code on website)

Overview .

Use Ads Manager platform to create audiences
and campaigns

O ©

32
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AUDIENCES

* Campaign Level
— Objective, Budget
* Ad Set Level

— Audience, Placements, Date/Schedule,
Bidding, Optimization & Delivery, Spend
Limits (if desired), Inventory Filter

* Ad Level

— Create ads — options:

- Boost existing post(s) from your
Facebook page

- Create new ad(s)

O ©

33

CAMPAIGN HIERARCHY

e Saved Audience

— Age, Gender, Language,
Geography

— Demographics, Interests,
Behaviors

* (Custom Audience

— Site visitors/actions® or
customer lists

* | ookalike Audience
— Similar to site action audiences®

*requires Facebook Pixel
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Paid Social Creative Assets

Nerizan F

__* CASA in Colorado o N
._* CASA in Colorado - Spensored - @ c?{, Suarnsured
- ansored - &Y CASA volunteers make a life-changing difference

As a CASA voluntesr, your time and influence can for children who have experienced abuse or

For a child in foster care, this doesn’t look like
help a child succeed in foster care, neglect.

a trash bag, it looks like moving day.

Change a

i

= child’s
.{L\=: Story.
-.— =
i
COLORADQCASA.ORG

Get involved today. | Learn More |
Change a child's story. =

M
) Weasa

f

E(_:‘ Like O Comment 2 Share This isn't just a trash bag. A child's future shouldn't fit inside. CASA volunteers make a lasting impact. Sign up to volunteer.
It's a suitcase. Give your tme, teake a differeace. B the difference.
COLORADOCA RG 241 Likes = 12 Comments * & Shares

Become a CASA volunteer
Help a child in foster care

5 ©@ &

34
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* Brand Awareness
* Traffic

* Reach

Facebook i
° pp Installs
Ca m :) a Ig n * Engagement

* \ideo Views

O bJ e CtIVe S * Lead Generations

* Messages

* (Conversions

f

35
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V | Proper handling of your volunteers and
OIU nte er their work through creation of systems and

standards for recruitment, engagement,

M dnd ge me nt administration, coordination and more.

37



~N

9
CASAKGAL

V ‘ An ongoing process of soliciting and
OlU nte er advertising to people who align with your

. mission or cause to work in and support
Recruitment

your organization.

38
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Communications for Recruitment

Understand where you are recruiting:
* Designated Market Area (DMASs) for traditional media— TV & Radio
— 210 DMA regions in the US, Alaska & Hawaii
— 159 counties in Georgia
— Only 11 DMAs in Georgia

- Includes portions of Tennessee, Alabama, South and North
Carolina, and Florida

39
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crnX o Georgia Designated Market Areas

Greenville  Sparl, SC - Asheville - And, NC
Groups of counties assigned by Nielsen Media Research
(2000). DMAs reflect television media markets. Every county

L is assigned (very few are split). DMAs may be noncontiguous
and cross state borders.
2 http://www.polidata.us/pub/maps/rg2000/ga_req.pdf
Sevannah
Alba
Dnlh.m.‘?
L __r \ Jucksonville, FL - Brunswick, G;

40


http://www.polidata.us/pub/maps/rg2000/ga_reg.pdf
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Communications for Recruitment

Understand where you are recruiting:
* Wheredo they live, work, what places do they frequent?
— Consider it may cross DMAs
— Urban, Suburban, etc.
— Sporting events — professional, college, local

— Medium

41
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Communications for Recruitment

Understand who you are recruiting:
* Build a volunteer profile based on:
— Goals/objectives/needs of the organization
— The children you are serving
— Demographics of the community where you live
— Underrepresentation of a type of volunteer

— Desire for a specific skill set

42
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Communications for Recruitment

Understand how you are recruiting:

* How do the potential volunteers consume information?

* Whatmessage will you use to get their attention?

* Where do the potential volunteers network or engage?
— Traditional media - broadcast
— Online: social media, digital media, news platforms
— Recreational/sports activities
— Professional organizations
— Word of mouth

43 — Partnerships
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e Leveraging Marketing &
Communications for Recruitment

Understand when you are recruiting:
* Now to fillan immediate need or building the pipeline for the future
* Recruitment strategies may be different

* Do you have the systems and infrastructure in place to work with the
volunteers you recruit?

* Volunteer management may be different

— How do you keep the person engaged if you are building a pipeline vs.
immediate engagement with volunteer training?

44
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Communications for Recruitment

Understand why you are recruiting:

* Mass Recruitment— You need a large number of volunteers for a short
period of time and the qualifications to complete the task are minimal.

* Targeted Recruitment — You require a specific skill set or uncommon
characteristics for the volunteer. This type of recruitmentrequires a
carefully planned approach geared toward small audiences.

* Concentric Circles — You identify and contact people who already are in
direct or indirect contact with your organization.

45
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Communications for Recruitment

Understand if there are any synergies in recruiting:

* Think about:
— Pooling your resources with other local CASA/GAL programs
— Creating or leveraging existing partnerships
— Recruiting all the time vs. during a specific period of time
- Events/fundraisers
— Using your existing resources to help with recruiting

- Staff, board members, volunteers, friends of your programs, etc.

46
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Volunteer Recruitment
STEPS TO ADVERTISING EXAMPLE
e Establish a volunteer profile based on the mission, goals and * Profile: Ready for the Future (Millennials)
needs of the organization — Hispanic and African-American
— Prioritize females
* Create a consistent message, words, phrases, or pictures that * Message: “Hope needs a helping hand.”
connect to your cause and will attract like-minded individuals. — As a volunteer you can make the

— Provide a call to action differencefora child who has
 Provide clarity on the type of recruitment you are undertaking: experienced abuse or neglectin your
— Mass Recruitment community. Getinvolved and change

_ a child’s story.
— Targeted Recruitment . :
. — Visit www.casaforchildren.org.
— Concentric Circles

: : _ _ Type of recruitment:
* Decide the medium/budgetyou will use to recruit volunteers: :
: . . — Targeted Recruitment
— Social media/online

Medium: Based on the targeted volunteer

— Word of mogth — Understand where they are getting

— Mass advertising information

— Networking — Online/Social Media

— Other — Instagram, YouTube, News Platforms
* Are there any synergies? (Reddit)
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* Facebook has 2.19B users — a population 6.5 times greater than the US
population

* Instagram has over 500M daily active users

* 95M photos are uploaded to Instagram each day

* 71% of Instagram users are Millennials or younger

* Every second more than 500 hours of video are uploaded to YouTube
* 68% of US Adults use Facebook

* 73% of US Adults use YouTube

* 35% of US Adults use Instagram

* 25% of US Adults use LinkedIn

49 Social Media Demographics: https://www.pewinternet.org/2018/03/01/social-media-use-in-2018/pi 2018-03-01 social-media a-01/



https://www.pewinternet.org/2018/03/01/social-media-use-in-2018/pi_2018-03-01_social-media_a-01/
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e Benefits of Social Media

for Advertising

Social mediais an effective advertising tool because it:
* Increases the ability to reach a highly targeted audience
* Provides a cost effective way to reach your audience
* Helps to increase brand awareness

* Helps to increase website traffic

50
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Guidelines for

Assessing the Right Platform

|dentify the types of platforms that are available/ldentify what works best for your
objective

* Whatis your objective?

* Whatis the message?

* Whoare you trying to reach?

* Which platforms are most popular amongst your audience?
* Which platforms are most popular amongst your audience?
*  Which platforms perform the best?

* Which platforms are you already using?

51
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Guidelines for

Maximizing your Budget

* Let organic post inform your ads

* Pay for what matters — impressions vs. engagement

* Be mindful of maximizing your advertising for mobile platforms
* Test your ads; regroup

* Measure the effectiveness

52
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Assignment

SITUATION

CASA of Northwest Connector is seeking
volunteers to support a variety of short and
long-term opportunities that include
support for: events (annual fundraiser),
long-term volunteering (cases), and skills-
based (operations, PR, IT).

It has been difficult to recruit and retain
volunteers, but the program is in desperate
need of long-term volunteers to serve the
increasing number of children that needs a
CASA/GAL.
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Georgia 2017 Annual Survey Data

Percentin eachracial group

Race Staff Volunteers Children Served
American Indian/Alaska Native 0% 0% 0%
Asian 0% 1% 0%
Black/African American 29% 30% 35%
Caucasian 68% 66% 54%
Multiracial 2% 1% 6%
Native Hawaiian/Other Pacific Islander 0% 0% 0%
Number* 218 2,943 10,386
Percentineach ethnic group
Ethnicity Staff Volunteers Children Served
Hispanic/Latino 4% 2% 5%
Non-Hispanic/Non-Latino 95% 94% 89%
Number* 218 2,943 9,989

What was the number of children served in the calendar year by gender?

| 49.1%

Statewide demographic information for children, staff and volunteers-2017 (annual survey)
* Number with valid data reported. Does notinclude children, staff, or volunteers w hose demographic data is unknow n.
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Ko Georgia 2017 Annual Survey Data

Percent by gender

Gender Male Female

Number of children served in the calendar year 50.9% 49.1%

56
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Volunteer Recruitment
STEPS TO ADVERTISING ASSIGNMENT
e Establish a volunteer profile based on the mission, goals and * |dentify these elements and create an
needs of the organization advertising recruitment strategy:
— Perioritize — Volunteer profile:
* Create a consistent message, words, phrases, or pictures that — Message:
connect to your cause and will attract like-minded individuals. — Type of recruitment
— Provide a call to action — Medium:
* Provide clarity on the type of recruitment you are undertaking: — Where
— Mass Recruitment — Who
— Targeted Recruitment — How
— Concentric Circles — When
* Decide the medium, message/budgetyou will use to recruit — Why
volunteers: — Synergies
— Social media/online
— Word of mouth
— Mass advertising
— Networking
— Other
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A child’s futu '
shouldn’t fit inside.

Help me find my Hope rfe ds a
happy face. helping hand.

.
There’s no p|a‘c:*‘*e

like hope.

CHANGEA | o ~
CHILD'S 5TORY." oL CREEES O e . CHANGE A ').<c ;
CHILD'S STORY i

60



eNO . CASA Evite

head‘lme

for this evite.

THIS IS ASUBHEAD FOR THIS EVITE.

CHANGE A X
LICK TO RSVP CHILD'S STORY. CASA

Body copy for the evite goes here. Lorem ipsum sit, quo moloriae prae voloriam quis minverum DATE
nonet officipsae. Adit ipsae. Puditia tenimil laborestiur aut quam, officipsam, quiatiunt vitae
cupidestius, incil maio del Il eaquis eveless equat. Lorem ipsum sit, quo moloriaa prae voloriam quis
minverum nonet officipsae. Adit ipsae.

Insert Date Here

TIME
Insert Time Here

Lorem ipsum sit, quo moloriae prae voloriam quis minverum nonet officipsae. Adit ipsae. Puditia

tenimil laborestiur aut quam, officipsam, quiatiunt vitae cupidestius, incil maio del il eaquis LOCATION
eveless equat. Lorem ipsum sit, guo moloriae prae voloriam quis minverum nonet officipsae. Adit Insert Location Here
Ipsae. Genderum fugitiores eature quatur, sinvenectur? Aquodit idelitatem ant et quamusant.Lor 000 Street Name
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