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PERSONALIZING YOUR

GAMPAIGN
GOMMUNIGATION

Creating campaign communications
that connect and inspire




HERE'S WHAT'S ON THE MENU TODAY
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Why personalization matters
Understanding your audience
Mapping messages

Tactics that work

Storytelling that sticks
Measuring impact

Peer insights and sharing
Q&A



People don’t give to organizations;
people give to people

WHY PERSONALIZE?

Personalization is, ultimately, about e
human connection We don’t give to programs and

Initiatives; we give to a
transformation

Personalization promotes

connection
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SEGMENTATION OPTIONS Department or team

Segment your audience.

Tailor your campaign communication

to your audience. When in doubt, ask Tenure with the organization

1. “Who am | talking to?
2. “What matters to you?”
3. “What’s my most relevant message?”

Past giving or engagement history
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MAP YOUR MESSAGE

1. Who s in your organization?
What do they already know?
What might they misunderstand?
What do they care about?

CAEE S S A

What would make this feel relevant
to them?
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Expats: May need more education on U.S. social
services infrastructure and community needs

Parents: Likely to learn more about early childhood

education services

Senior Leaders: Motivated by broad, scalable
impact, such as the Integrated Client Journey

Young Professionals: Interested in belonging

through affinity groups (making an impact while
growing their network)




TAGTIGS THAT WORK

Internal Comms Peer Engagement Campaign Experiences

* Intranet messages  Employee * Tailored kickoff events

* Digital signage testimonials * Department-specific

* Video messages from themes or activities
campaign leaders
and colleagues

 |nternal newsletters &
emails
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STORYTELLING THAT STIGKS

Story sources

Beneficiary stories

* “Why | give” stories

Where to share

 Slack, Teams
« All-staff meeting
e Mission moments

* Campaign emails or spotlights
on internal comms channels



MEASURE AND OPTIMIZE
FOR SUGGESS

Track what works

Email metrics: open rates, click-
throughs

Intranet page traffic

Anecdotes from teams

Engagement on collaboration tools



SHARES + Q&A

Your turn.
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Wha’s one idea you’re
going to test with your
campaign this year?

What’s a communication
approach that worked in
the past?

What questions do you
have?



@ UNITED WAY
Greater Houston

unitedwayhouston.org
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