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Overview 

Here’s what we will cover:

Lessons learned to increase awareness of our cause

Leveraging what works for National CASA
The Power of PSAs

Celebrity advocates

Forgotten Children

Forgotten Children events
Making the most of your local event 

Older Youths/Aging Out
Leveraging results for media impact

Online 

The rise and importance of social media
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Generating Results

In 2008, National CASA generated:

29,000 volunteer inquiries

1 million visits to the National CASA web site

68,000+ volunteers, and:

250,000 children served!

We couldn’t do it without you!
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We Want to Learn from You

Local programs are often a great source for new ideas

Interactive ice breaker – high impact outreach that has 
worked for you

Jot down what has been effective in terms of volunteer recruitment and 
fundraising

We will reveal the ideas/discuss at the end of the session



National Outreach 
Activities

PR Articles in National Media
“Forgotten Children”

AARP Magazine, PBS

Dr. Phil & Robin, Judge 
Hatchett, Danny Pino, Anna 
Quindlen

PSA Placement
CBS Cares Network TV

JFC  PSAs

ESSENCE, “O” Magazine

Inclusiveness  Outreach
BLH Consulting

La Agencia de Orci



Local Outreach Resources

Communications Manuals
Print PSAs & Brochures

“Scratch Out”
“Give a Child a Voice”

Broadcast PSAs
Dr. Phil & Robin
Forgotten Children
CBS Cares

Videos
Lifetime Difference
Unpacking Hope
Everyday Heroes

Toolkits
Forgotten Children Toolkit
2009 PR Kit on CASAnet Private

Photo Gallery
Custom CASA/GAL Logos
All Available CASAnet Private
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What’s Working for CASA

Year after year, we work to keep things fresh

We rely on local programs to share ideas that are working for them

It’s important to keep up with media trends and leverage them for 
CASA programs

Social media is emerging among all targets

Studies can be used to create news

Community events are great awareness boosters
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PSAs

Broadcast public service announcements prove to be a huge 
inquiry driver for National CASA

Print PSA opportunities are shrinking

Newspapers folding

Magazines printing fewer pages

Broadcast still presents a big opportunity

Make an appointment with your local TV stations for an in-person 
preview

Inquiry chart with PSA spikes

Embed PSA spots

All spots are available to local programs 



Special Events

Fun!

Builds community 
relationships

Provides a “news peg”

Provides visual for TV

Fund raising opportunity

Can build with each year

Requires minimum six 
months to plan

Licenses, permits, 
permissions, etc.

Over in a day

Weather unpredictable

Turnout unpredictable

Media unpredictable

Potential high costs ($50K) 
hard to recover

Strengths Limitations
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2008 DC Forgotten Children
Event Results

Story picked up 184 times

4.8 million adults reached

Online inquiries up 58%

$150,000 in donations

Mentioned in Congress

Supported by Rep. 
McDermott

Displays still up in 
congressional offices
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Why Does it Work?

Bold visual statement

Visual ties to hard statistics

Broad community support

More than 100 programs are 
replicating the event in 2009

Santa Barbara Forgotten Children EventNashville Forgotten Children Event
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Generating Publicity for Your 
Event

Identify key dignitaries/local celebrities to participate in your event

Serves as a hook for the media and the public

Pre-Event

Calendar releases serve as a community invitation to your event

Send release to newspaper, radio and TV stations 4 weeks in advance

Many options now to submit calendar listings online

Event

Send news release 2-3 weeks in advance of event

Send media advisory 3-4 days in advance of the event

Persistent follow up is key

Post-Event

Send follow up news release with event photos

Promote the impact the event had on the community
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Bev Levy

Dallas Forgotten Children Event



National CASA Research
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Foster Youth Study

In 2008, National CASA commissioned a national study on attitudes 
toward foster care

5 focus group interviews in February 2008: New Haven, Miami, 
Anchorage, Dallas & San Diego

50 youths total, ages 14 to 21

National Online Harris Poll conducted December 2008

2,281 adults ages 18+

Study results were released at a New York media event

Face-to-face interaction provided a greater opportunity to establish 
relationships

Parade

PBS

Anna Quindlen

Huffington Post



Youth Verbatim Comments

Overcome tremendous obstacles

“I have been in 23 placements. You get used to it; you adapt.”

“More real” than other people and wouldn’t trade their backgrounds for 
a normal upbringing

“Yes, I have been through a lot of hell and high water, but because of that I am a 

stronger person. I’m still standing.”

Feel stigmatized by being in foster care

“A lot of people these days… put us all into one cluster.  ‘Okay, you’re a foster child, 

you did something bad.’”

Hopeful, optimistic about their futures

“You will achieve your future if you put your mind to it.”

T  R  D    F R A M E W O R K S



Youth Verbatim Comments

Fear failure, feel pressure not to fail like their birth parents

“I have a constant fear of failure. My parents failed, and my parents’
parents failed. But I am not giving up.”

“Nothing will stop me, but I see some obstacles. I feel like I am standing 
on a cliff, looking into a deep hole.

Those who have had CASA or GAL volunteers 

“If you don’t have a CASA or someone to support you, I don’t think you 
can get anywhere.”

“I was in foster care from the age of 3 to 18.  I bounced around a lot.  

And I started like feeling really worthless – ‘Gosh, why am I here? 

Nobody wants me’ And Jeanine came into my life, and started putting 

self-worth into me, making me realize that, ‘Hey, I am somebody.’”



Harris Poll Results

31% of adults know someone who is or has been in foster care

83% of adults know little or nothing about the experiences of 
children in foster care.

42% of adults know nothing at all about the experiences of children in 
foster care

When adults think of children in foster care, practically no positive 
images of the children or their experiences come to mind.

Feel sorry for them

Living a hard life

Not loved

Turn out to be bad individuals

National CASA Association



Statements

39% believe that foster children are less likely to have successful 
futures. 

Knowledgeable adults are three times more likely to be pessimistic.

African-American adults are much less pessimistic.

11% believe children are in care because of their own doing. 

87% agree that improving foster care should be a national priority.

Impressions of the foster care system and foster parents are 
generally negative. 

Significantly, only a relatively few knowledgeable adults cite 
overworked/too few caseworkers as an issue.

National CASA Association



Making a Difference

• Many of the top-of-mind issues facing 
youths in foster care are issues CASA 
volunteers face and help resolve:

Constant switching of homes

Face problems/hard life

Lost in the system

• 73% of adults agree that they have the 
potential to positively influence the lives 
of foster children.

80% of African-Americans agree.



Who Are We Talking To?

Yankelovich Research psychographic descriptor

Renaissance Masters

These are active older individuals with a generally positive outlook 
on life. Most are married empty nesters.
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Active View of Retirement
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“Along with leisure 
activities, I will 
continue to work in 
one form or 
another, either part-
time, as a 
consultant, or as a 
participant in 
community or 
charity work.”



Leading Self Descriptors
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Priorities in Life
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Who Are We Talking To

We know that our primary volunteer is getting older

Proportion of 50+ volunteers has jumped from 45 to 52 percent

73% of our volunteers are over 40

But what’s changed?

She’s shopping and socializing online at the fastest growing rate on the 
web

Still reliant on traditional media, but is starting to explore social 
networks, blogs, and other online resources

Need to ensure programs are a mix of traditional and non-traditional 
media to create many possible touch points

19 percent of Boomers engaged in some form of social media in 2008; 
up from 12 percent in 2007 

30



Social Media
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The Social Media 
Environment

Social media is an untapped opportunity for CASA

The 50+ audience is the largest growing online audience today

Traditional media/journalists rely on social media

More than 50% of journalists go to online communities to source 
stories

28% visit every day

33% of journalists say they use blogs as a way of uncovering breaking 
news or scandals

43% of journalists use blogs to research and reference facts
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Growing Online Interest

Online and social media is on the rise among boomers

81 percent have 
broadband 
access at home

90 percent have 
been online 3+ 
years 68 percent read 

email yesterday

42 percent read/signed 
up for e-newsletter in the 
last 30 days

20 percent watched 
online video in the 
last 30 days

25 percent provide 
frequent advice on 
website and content
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An Important Consideration

Creators of social media are becoming trusted media

Influence from traditional media is waning

It’s more than another channel through which to deliver 
messages

And most importantly…..

Your audience is there - and they’re already talking 
about you!
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Putting Social Media to Work

Question for the group:

How many of you are actively using social media networks?

Facebook

Twitter

MySpace

Flickr

What got you involved in social media?

What are your hesitations?

National CASA is working on a social media handbook that will be
available to all local programs in early 2010



The Challenge

Cure Breast Cancer

Give Blood

Feed a Child

Save a Whale

End Global Warming

Advocate for the Best Interests of Abused and Neglected Children in 
Court



Our Message
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Most Motivating to 
Donors/Volunteers

Source: Sage Initiative, 2007

Statement All Adults

I am making a life-long difference for an abused child 38%

I am standing up for an abused child 33%

I am helping a child find a safe, permanent home 23%

I am helping ensure an abused child doesn't get lost in the system 21%

I am bringing justice to an overlooked child 16%

I am helping produce a safe, happy childhood for a child 15%

I am caring for a child when no one else would 13%

I am helping to bring hope to the life of an abused child 11%

I am speaking up for the child's best interests in court 8%

I am helping the court system work for the child 2%



Your Elevator Speech

National organization of volunteers

Everyday people

Appointed by judges

Speak for the safety and well being of abused & neglected children

Can make all the difference in these children’s lives

Give an example or tell a story

39



Some examples

Children with a CASA half as likely to spend time in long term care.

Cases with a CASA are more likely to be permanently closed.

Fewer than 10% return to foster care.

Volunteers spend most of their time with the child, a sustained,
consistent presence.

CASA advocacy saves taxpayer dollars:

If the 12,800 children in out-of-home placement in Colorado’s child 
welfare system were to spend an average of one month less in care 
($2,185 a month), that would mean a savings of over $26.6 million 
annually to taxpayers.

National average is $2,395 a month (2006 Urban Institute)

40

* 2006 OIG Audit of CASA
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Questions

Review of top local efforts from exercise at the beginning of the 
session
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Available Resources

THANK YOU!

www.casanet.org

Publicity materials, including templates, images and how-tos

PR on a Shoestring

Tips for securing positive PR in tough economic times

Hand out available at the end of this session

For more information, contact:

Jim Clune, Chief Communications Officer, National CASA

jclune@nationalcasa.org

800-628-3233, 249


