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LAYING CAMPAIGN 

GROUNDWORK 

• Create Goals 

• Target Audiences 

• Research 

• Develop a Message 

• Produce Background Materials 

• Timing 

 



EFFECTIVE 

MESSAGES ARE… 

• Strategic 

• Clear 

• Compelling 

• Consistent  

 





DELIVERING YOUR 

MESSAGE  

• Develop a communications plan and calendar 

• Consider key moments, targets, and your 
audience 

• Planning is crucial, even if it’s a short 
turnaround 

• Integrate your message across a range of 
platforms 

• Action alerts 

• Social media 

• Blogs 

• Toolkits 
 

 



ACTION ALERTS 

• Compelling subject line 

• Strong opening 

• Introduce the issue 

• Make your ask 

• More information 

• Repeat the ask 

• Close 

 

 



ACTION ALERTS, 

CONTINUED 

• What’s your ask? 

• What’s your action? 

• Legislative 

• Pledge 

• Share your story 

• Will you report back? 

• Will you report back? 

 



SOCIAL MEDIA  

• Facebook 

• Twitter 

• Other platforms 



BLOGS  

• Tone 

• Length 

• Links 

• Visual Content 
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Moving a Generation of 

Women to Protect 

Reproductive Health 



Reach – target a specific 

audience of women  

Engage – get them interested 

and educated about 

reproductive health issues  

Activate – move them up the 

ladder of engagement 

Learn – experiment and 

gather best practices to 

share with our community  

Grow – build the movement 

with new people and new 

tactics 

 

WHAT ARE WE TRYING TO DO? 



Millennial women (age 18-35) 

Inactive women who agree with the campaign principles 

but they are not currently active on the issue.  

Emphasis on women of color 

Women in target states 

 

WHO ARE WE TRYING TO REACH? 



WHY ONLINE? 

43% of young 

women vs.  

37% young men 

Young women ages 18-35 are more 

likely than men 18- 35 to keep up 

with political news on social 

networking sites. 

Young women ages 18 – 35 are more 

likely than any other age group to 

recruit people on social networking 

sites to get involved with political 

issues that matter to them 

33% of young 

women vs. 26% of 

everyone else 

Black and Latino communities are 

more likely to use social media and 

social networking sites than Whites.  

Communities of 

Color 



HOW DO WE FIND THEM? 

geography 

active in 
specific issues 

interests 



HOW DO WE ENGAGE THEM? 
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WHAT DOES THAT LOOK LIKE? 

educate 

get the conversation going 

growing the 

movement 

activation moments 

nearly 44% of total letters came 

from Facebook fans 



ENGAGEMENT ON FACEBOOK 

 

 

Support for Roe v. Wade  

 

Equal Pay Day  

https://www.facebook.com/thisispersonalcampaign/videos/vb.358538020891738/848704465208422/?type=1&theater
https://www.facebook.com/thisispersonalcampaign/videos/vb.358538020891738/848704465208422/?type=1&theater
https://www.facebook.com/thisispersonalcampaign/videos/vb.358538020891738/848704465208422/?type=1&theater
https://www.facebook.com/thisispersonalcampaign/videos/vb.358538020891738/848704465208422/?type=1&theater
https://www.facebook.com/thisispersonalcampaign/videos/vb.358538020891738/854836164595252/?type=1&theater
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WHAT DO WE WANT THEM TO DO? 

LIKE SHARE WRITE CALL OWN 

moving our target audience up  

the ladder of engagement… 

…and measuring success through: 
  

• click through and action rates 

• post virality* 

• being part of the conversation 

* our average virality is 6.5%, with some reaching the 20 – 35% range, putting us in the top 

1% of all content. 
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WHAT DOES SUCCESS LOOK LIKE? 

Over 500,000 people in total community and 

 

Over 315,000 Facebook fans 

 

On Facebook almost 90% in the target age/gender demographic and 

78% not engaged following other reproductive health groups 

 

Over 55% of our website traffic comes from Facebook 

 

Almost 3 million supporter actions  

 

 

 

 



SHUTTING THEM DOWN  
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CAITLIN GULLICKSON 

CGULLICKSON@NWLC.ORG 

 

QUESTIONS?   

mailto:cgullickson@nwlc.org

