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Executive Summary 

 Kansas Court Appointed Special Advocates (CASA) is a non-profit organization that 

provides training to volunteers to be advocates for children in the court system. The situation that 

CASA faces at the moment is the lack of volunteers for the number of child abuse and neglect 

cases in Kansas. Currently, the state of Kansas has over 900 volunteers placed with 1,900 

children. However, there are over 4,000 children that still need CASA volunteers. In 2011, the 

organization will be celebrating 20 years of service to Kansas kids. Our campaign emphasizes 

the 20th anniversary events and places a focus on web-based advertising and public relations 

materials because of low budget restraints. The 20th Anniversary of Kansas CASA is a unique 

opportunity to market to consumers. Furthermore, this opportunity should be taken advantage of 

because advertising for the 20th Anniversary events will in-turn raise awareness for Kansas 

CASA as a whole, leading to an increased number of volunteers.  

Objectives for this campaign include: recruiting at least 80 volunteers by the end of 

November 2011; this is when the celebration concludes at the Governor’s Conference for the 

Prevention of Child Abuse and Neglect. As requested by the client, this campaign also hopes to 

attract new target markets through 20th anniversary special events; specifically targeting new 

audiences of people who are 21-35 years of age who are single or in a relationship, in an attempt 

to encourage couples to volunteer together. Another objective of our com 

This integrated marketing campaign is comprised of multiple opportunities in the media 

for Kansas CASA to showcase their program. Because of the budget constraints, public relations 

strategies will have to be implemented into the campaign and as such we have created several 

news releases. The newspaper ads and rack card/post card design are more expensive marketing 

materials that will help advertise for activities hosted by Kansas CASA such as: the 20th 
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anniversary coloring contest and birthday boxes. With each of these marketing strategies the 

community should be aware of the Kansas CASA program and its 20 years of service as well as 

its purpose by the end of 2011.  
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Review of Marketing Plan  

This integrated marketing communications plan includes a primarily Internet-based 

campaign including email marketing, online newspapers, and social networking. Additionally, 

traditional public relations methods will be employed through a news release. Finally, because 

radio has been a successful tool for Kansas CASA in the past, we feel it is important to cover this 

medium as well, with paid radio advertisements in three main areas of the state.  

First, the Internet campaign is utilized with a variety of programs: Kansascity.com, Hays 

Daily News, and Wichita Eagle as well as social media websites like Facebook and Twitter. 

Each of these publications, aside from Kansascity.com and the social media websites, are 

available in paper and online copies so a large population is reached. Kansascity.com is the 

service that this campaign will use for email marketing containing the Kansas CASA Calendar. 

Also, Facebook, a popular social networking website, is utilized to post ads seen by a specific 

demographic. Each of these tools will be further discussed in Analysis of Communication 

Process.  

As said earlier, the traditional public relations method of a news release will be employed 

in the campaign because of its low cost benefits. While an article placement is not guaranteed in 

any media it will still make the media aware of Kansas CASA’s purpose and services. A 

prepared news release is located at the end of this campaign, and an explanation of its use is 

located in the Analysis of Communication Process. 

Finally, radio will be implemented to advertise the organization’s purpose and services as 

well as the 20th anniversary events. A radio sound bite script has been prepared as a basis for the 

radio campaign at the end of this campaign. Locations of radio announcements will be explained 

further in Analysis of Communication Process. 
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In addition to the media that will advertise for Kansas CASA we have decided to print 

rack cards. This is something that Kansas CASA requested specifically as they are a small size 

and can fit in a regular size envelope. In addition, they are small enough to be placed on counters 

or tables. An example of a rack card is located at the end of this campaign. The following 

information in this campaign explains each of these methods thoroughly as well as explains the 

purposeful marketing designs.  
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Campaign Situation Analysis 

 The current situation Kansas CASA finds itself in is a lack of involvement from the 

community. They have a need for volunteers to be advocates in the program. With the 20th 

anniversary events in action, awareness can be raised in the community about Kansas CASA and 

the work it does. The organization has a low budget for advertising which explains the lack of 

awareness we see in the community. Further information regarding the budget is found in Budget 

Analysis.  

 A previous campaign slogan that Kansas CASA used was, “They’re counting on you. Be 

the difference.” This is a very active slogan. However, it is meant for general marketing; it is not 

specific to their 20th Anniversary celebration. So, we have created a slogan that emanates the 

20th Anniversary celebration “Celebrating 20 Years of Child Advocacy: The Gift that Never 

Stops Giving.” A further explanation of our slogan is located in Analysis of Communication 

Process.  

 Kansas CASA’s current demographic for volunteers are females of 35-50 years of age 

that are single, working, and able to devote at least 10 hours per month of advocacy work. 

However, the organization would like to extend their demographics, and because this campaign 

is specific to their 20th Anniversary, we also feel an extension is necessary to help spread 

awareness. We would like to cater to women and men, 21 to 35 years of age, that are single or in 

relationships. These people must be compassionate and good with children. Kansas CASA would 

like to encourage and emphasize that couples are able to advocate together on behalf of one 

child; this gives a child a better foster environment while the couple are enabled to talk about the 

case without privacy policy complications.  
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 According to the SWOT analysis process there are many strengths, weaknesses, 

opportunities and threats to marketing for Kansas CASA’s 20th Anniversary campaign. Some 

strengths the organization has is that they are unique and well-established. They are unique in the 

way they offer opportunities for people to learn about the judicial system. They are also well-

established because this is a national organization that is merely separated into sub-organizations 

among the United States. Not to mention that after 20 of existence in Kansas this organization 

knows the judicial system phenomenally. Some weaknesses the organization has encountered are 

the fact that there are so many districts in the state, they have limited resources, and there is an 

intimidating environment in the court system. Being divided into 24 districts causes the state 

office to be disconnected from each CASA program in the state, so there is not much 

communication among all of the districts. Secondly, Kansas CASA has limited resources in 

terms of budget and support from the state government. Finally, the third weakness, the 

intimidating environment causes potential volunteers to look away. The thought of having to 

work in a court-room is most likely the largest turn-off to our audiences.  

 As far as opportunities, Kansas CASA has a multitude. They are able to appeal to vast 

audiences in the sense that anyone can participate in child advocacy or events held by the 

organization. It does not take a law degree to be a child advocate and that is something Kansas 

CASA is grateful for. Additionally, the organization offers experiences in the judicial system for 

students or up and coming lawyers. In this day and age, experience out-ways education in a lot of 

cases. Finally, an opportunity that Kansas CASA is sure to take advantage of are their 

anniversary events. These are opportunities not only to celebrate their amazing feat of 20 years 

of service, but these events are also opportunities to market their volunteer services. This 
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campaign focuses on the anniversary events, which in turn, raises awareness about Kansas 

CASA’s services.  

 We do not find that Kansas CASA has many serious threats against successful marketing. 

Our proposal is ambitious because we intend to launch a large statewide campaign with a 

relatively low budget. As a result of our extensive planning and market research, competitors 

may be the only serious threat to success. Kansas CASA is the only program of its kind in the 

state. However, there are other non-profit organizations that may be more appealing to the 

potential volunteers. Big Brothers Big Sisters (BBBS) is another non-profit organization that 

caters to the needs of children. This program matches a “big” volunteer with a “little” child. This 

may seem more appealing to many volunteers because there is not a complex situation with 

family. At most, children in this program are from single-parent homes, living with low-income 

families, or are experiencing parental incarceration. In comparison with Kansas CASA, BBBS 

may seem more fun to the target audience which is a negative for Kansas CASA. However, the 

organization provides extra benefits to being a volunteer that BBBS does not: volunteer 

advocates are given exposure in the judicial system as well as the opportunity to change a child’s 

life permanently; not just for one hour a week as BBBS does. .  

 There are no strong trends for the public in non-profit volunteering. From observation, 

the trend is that the younger target audience members do not volunteer at all. This campaign will 

instill an idea in the public’s mind that volunteering can be fun; it is not all about the hard work. 

The 20th Anniversary events that Kansas CASA will be hosting will be evidence of that. This 

campaign will make child advocacy seem inviting because of its celebration theme. If this idea is 

accepted then the public will begin to volunteer and continue to advocate for many years to 

come.  
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Analysis of Communication Process 

Our campaign places a focus on web-based advertising and public relations materials 

because of the low budget restraints. We believe that the trend towards web based media in 

newspapers, social media, and the interactivity now available through the Web 2.0, has the 

potential to reach a larger and typically younger audience. This will help us meet our objective of 

reaching a new target audience while using the low cost public relations materials will help us to 

maintain contact with the current CASA audiences. 

         “Celebrating 20 Years of Child Advocacy: The Gift that Never Stops Giving” is both the 

slogan and reoccurring theme throughout our web based advertising and marketing campaign. 

The premise of this campaign is to help allocate and maximize the 20th anniversary celebration 

efforts, as opposed to the usual CASA advocacy efforts. This is a better way to raise awareness 

for the Kansas CASA program because it is unique to 2011. This celebration can only happen 

once, which makes it seem more appealing to the target audience. Furthermore, the positive 

energy that is usually associated with a celebration will help to establish a positive customer-

client relationship. In congruence with the positive energy is the emphasis throughout the 

campaign that is placed upon the fact that this program has been serving children within this state 

for 20 years. The combination of the positive energy and powerful facts can help instill 

confidence in potential volunteers and generate volunteer loyalty in a program that is obviously 

successful.    

         Because the Kansas CASA program is broken into 24 districts, each district having its 

own personal budget and agenda, we felt that the best way to spend the state budget of $20,000 

was in an effort to unite the districts, while promoting the 20th anniversary theme. The best way 

to do this, while reaching the campaign objectives and unifying the Kansas CASA program, was 



10 

 

through web based media. So, we have developed a marketing plan to ensure a successful 

delivery to current and new audiences.  

 We have integrated the theme “Celebrating 20 years of Child Advocacy: The Gift that 

Never Stops Giving” and highlighted specific CASA events throughout a series of emails, radio 

commercials, newspaper advertisements, press releases, social media accounts and advertising 

efforts, and coordinated events including the Kansas CASA coloring contest and birthday box 

bashes. The combination of our interesting and joyous theme concerning the CASA anniversary 

celebratory events, the diverse marketing mediums that are integrated to unify the 24 CASA 

district programs, the integration of the bold Kansas CASA colors and logo, and the sleek yet 

informational design of our advertisements, insures the success of our campaign strategy. 

Furthermore, this campaign should allow us to achieve our communication objectives of 

generating brand familiarity within the local area, developing 20th anniversary awareness across 

the state, and increasing volunteer numbers by 80 within the 8 month campaign.  

For our email marketing strategy, we have decided to use KansasCity.com, an Internet 

service with pre-generated lists of email addresses for marketing and advertising programs. This 

particular program can target a specific audience according to age, gender, or zip code. 

According to the website, this marketing attempt could get delivered to an audience of 1.2 

million people; that is the total number of registered users. This campaign will target to an age 

range of 21 or older, both male and female, and only zip codes in the state of Kansas. Of course, 

taking into consideration that the entire state of Kansas has a population of approximately 2.8 

million people, this marketing campaign is delivered to a very large and specific audience 

throughout the entire state of Kansas. 
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This is an effective tool in reaching our campaign objectives of targeting an audience that 

has differing demographics and relationship statuses. Furthermore, this program provides a 

unique tracking opportunity as far as generating a database of future addresses to continue 

marketing to.  This extensive Internet service helps us to reach our target audience and our 

current audience by aiding us in delivering a “Kansas CASA Calendar”.  The calendar features 

and highlights photos from the Kansas CASA website and the special events being hosted in 

honor of the 20th anniversary celebration. The theme, “Celebrating 20 years of Child Advocacy: 

The Gift that Never Stops Giving”, is incorporated throughout each page. The specific dates, 

times, and locations of each CASA event is placed within the correlating section on the calendar. 

The printable calendar pdf file is a convenient and easy way to remind recipients to set time 

aside to volunteer, donate, or join the celebration, while creating brand awareness.   

The calendar will be issued each month, along with a friendly CASA celebration email, 

beginning March 1 and continuing through November, through the KansasCity.com database. 

This unique, pre-compiled, low budget opportunity is a strong advantage point of using a web 

based media marketing campaign. Perhaps the biggest advantage is the large audience it reaches 

in a cost effective manner.  

The radio advertisements prove time and time again to be an effective communication 

tool in Kansas, especially western Kansas. This is due to the extensive reach of radio 

wavelengths because of the plains, the limited station availability, and the Kansas citizens. Many 

of the local business and services, retail stores, travelers and homebodies utilize the radio for 

background entertainment. This makes radio advertising more repetitive and thus serves as a 

more powerful persuasion tool, almost regardless of the channel being advertised on. We also 
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chose to integrate radio efforts into our campaign because the client has a strong preference 

towards this style of advertisement.  

The newspaper advertisements are another valuable marketing tool in Western Kansas. 

We chose to advertise in two newspapers, The Hays Daily News, because the Kansas CASA 

headquarters is located in Hays, and The Wichita Eagle, because this is one of the most 

prominent newspapers in Kansas with a current circulation of 800,000 unique visitors each 

month. This will allow the community, its surrounding areas, and an expansive reach of Kansans, 

because of Kansans likelihood to buy several newspapers generally consisting of the local paper 

and a larger cosmopolitan newspaper, to be informed about the current CASA event and can help 

to build brand awareness. Taking into consideration that the newspaper is a major media vehicle 

for maintaining contact with  current CASA volunteers while simultaneously reaching new 

viewers both online and in print, the expansive reach of this advertisement justifies the costs. 

In relation to the newspaper advertisements, the press release we have created is another 

helpful tool in reaching a targeted audience through printed and online media forms of 

newspapers. One advantage to our news release is the cheap cost of production, broken down in 

our budget analysis. Unfortunately, a press release is never guaranteed to get publicity. However, 

the opportunity created through the large audience capability and low production cost is an 

opportunity we are taking full advantage of.   

Another important aspect of our marketing campaign is the rack card. Upon interviewing 

the client and assessing the needs for reaching the targeted audience and meeting budget 

requirements, we created a rack card that can be hand delivered at promotional events including 

sports events, community events that the City of Hays hosts, the CASA birthday celebration 

events and many other opportunities. Our rack card focuses on the special celebration events 
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CASA is hosting. It provides basic and easily accessed information about each of the celebratory 

events, as well as how to gain additional information or volunteer to become an advocate through 

the CASA website.  

In addition to the promotional events listed above, we intend to reach a relevant college 

audience through several of the Kansas university’s by sending them these rack cards. We will 

specifically target the following universities: Kansas State University, The University of Kansas 

( specifically the school of law), Emporia State University, Pittsburgh State University, Fort 

Hays State University, and Washburn University (specifically the school of law). We chose these 

universities because of their large student populations. Washburn University, as well as the 

University of Kansas, both have reputable law programs. Community and technical colleges will 

not receive these materials due to budget restraints. Upon completion of this campaign it may be 

possible to send the community and technical colleges information regarding Kansas CASA’s 

services in the future.  

One of CASA’s strengths and opportunities is the unique court related advantage that this 

organization offers over its competition. By targeting an audience, like the above mentioned 

schools of law, which already have a strong interest in the judicial system, we increase our 

likelihood of recruiting volunteers. In addition, CASA provides incentives to these individuals 

through community service opportunities while simultaneously offering first hand experience 

within the judicial system. The judicial experience, a strength offered solely by CASA, should be 

particularly appealing to students studying law, and will help us achieve a more diverse target 

market. 

Finally, our web based campaign utilizes social media advertising on websites like 

Facebook, Twitter, YouTube, and Flicker. The use of advertising will be utilized on Facebook as 
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we market to approximately 22,780 users who meet the qualifications of living in Kansas, being 

at least 21 years of age, like community service, and have varying relationship statuses. The age 

and relationship variance within this audience will help us to achieve our communication 

objective. Not only will advertisements be displayed on Facebook, but CASA accounts will be 

created on Twitter, YouTube, and Flicker (a popular photo sharing website) so viewers may 

follow or obtain additional information, status updates, tweets, and photographs of the Kansas 

CASA celebration events and awareness efforts. A few of the best features of using a web based 

campaign is the sense of uniformity and connectivity that is offered to users from within 

different areas of the state. Social media websites like the ones listed above are an important 

element in interacting and connecting with the target market as opposed to simply broadcasting 

to an audience.  
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Budget Analysis 

Budgeting for Kansas CASA’s 20th Anniversary came with some difficulty. Because of 

the low budget provided, $20,000, low budget advertising strategies had to be utilized. 

Therefore, an Internet campaign has been produced utilizing email marketing, online 

newspapers, and Facebook “pay per click” advertisements. Additionally, hard-copy newspapers, 

radio sound bites, and rack cards (as requested by the client) are employed. It is also important 

that this campaign utilizes our public relations material, the news release; this is a free tool, and 

while it is not guaranteed that an article will be published, the media will still be aware of 

CASA’s events.  

First, news releases that will be distributed to both newspapers, radio, and television; all 

are low cost to produce. We have chosen to send a news release to main newspaper publications 

in each judicial district of Kansas CASA, which means 31 news releases will be issued. 

Additionally, primary television news stations have been chosen to distribute the news release--

KWCH, KBSH, KAKE, KCTV. Three more releases will be sent to Kansas radio stations 

including, Eagle Communications Radio in western Kansas, KcKc Radio in the Kansas City 

area, and KMYR Radio in Wichita.  The cost for printing a news release is very low if the 

Kansas CASA office is equipped with a computer and printer. By printing this material 

themselves, Kasnas CASA can save an abundance in printing costs. For this budget’s purpose, 

we have allowed $40 for printing and postage costs. However, regardless of the low cost, it is to 

the discretion of the media to decide whether or not to publish or air the information presented.  

In addition to the news releases, we have created a radio advertisement. The radio sound 

bite has been created to be played once a day, three times a week, for the eight-month period of 

the campaign; this totals to 96 ads. A visual timeline has been constructed on page 22 for 
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viewing ease. Costs for printing sound bites are very low, similar to a news release. However, a 

radio sound bite must also contain an audio version of what is written in the script. To develop 

this, an audio CD must be purchased and the sound bite recorded to it. Audio CDs cost around 

$0.10 to $1.00. The cost to record onto the CD is very price conscious as access to a computer 

with a microphone is all that is required. The cost per 60-second commercial is between $10.00 

and $15.00 depending on the radio station. The total cost of radio commercials total just below 

$10,000. 

The rack card was a request of the state director for Kansas CASA. It has been a popular 

form of printed materials in the past and we felt it was important to continue the use of it. By 

printing three rack cards per letter sheet of paper an abundance of money is saved. Printing 

30,000 rack cards only costs a little over $2,000 with the cost of paper included; paper costs 

about $4.50 per ream. About 750 rack cards will be distributed to each of the 31 CASA district 

office in the state as well as seven universities in the state: Fort Hays State, Kansas State, 

University of Kansas, Pittsburgh State, Wichita State, Emporia State, and Washburn University.  

Newspaper advertisements generally come at a higher cost, but are very effective. The 

following publications have been chosen: Hays Daily News and Wichita Eagle. According to the 

Hays Daily News’ advertising rate card a 4 x 4 inch advertisements would cost $440 for a three-

month contract. We have decided to run three, three-month contracts for $1,320; these will begin 

in March and end in November, consistent with Kansas CASA’s 20th Anniversary celebration. 

According to the Wichita Eagle’s prices it will cost $140 for four weekends worth of 

advertisements. We will be contracting for 16 weekends making the price $560. Each of these 

publications has two consumer bases--hard-copy an online. Our ads will be published in both 

forms to maximum exposure.  
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Facebook.com has become the most widely-used social networking site to date. Because 

of its advanced consumer targeting, the advertising tool on the website is a prime tool in a web 

campaign. We have budgeted $2,000 for the Facebook campaign, which is approximately $1.12 

per click. By paying per click we are able to keep track of how many people clicked on the ad.  

 The media that will reach the most consumers is the email marketing campaign being 

utilized through the Kansas City Star and Kansascity.com. The messaging campaign will be 

targeted to those living in the greater Kansas City area, of all genders, and those 21 years of age 

or older. This tool comes at a relatively low price at $60 per message. During the campaign, nine 

messages will be sent; one per month, for nine months (March through November); this totals 

only $540.  

With the web tools and and broadcast tools combined it leaves Kansas CASA with over 

$400 to cover additional printing or other items not included in this campaign. Table 1.1 depicts 

the discussed budget.  
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Breakdown of Budget 

Type of Media Actual Cost  Total Number  Total  

Actual Cost  

  Starting Balance $20,000 

Rack Card  

(3 per letter sheet) 

$0.20 (per page/3 cards) 

$90.00 (20 reams of paper) 

 

10,000 letter pages 

(30,000 rack cards) 

-$2,090 

Newspaper Ad 

(Paper & Online) 

(Wichita Eagle) 

$140.00 (four weekends) 16 weekends -$560.00 

Newspaper Ad 

(Paper & Online) 

(Hays Daily 

News) 

$440.00 per three-month 

contract 

 

3 contracts (March-

November) 

-$1,320.00 

Email Marketing 

Ad (Online Only) 

(Kansascity.com) 

$60 per email message  9 messages - 1/mth 

(March-November) 

-$540.00 

Facebook 

Advertisement 

Lifetime Contract (Flat Rate) -- -$5,000.00 

News Release $0.05 (per page) 

$0.90 (per postage if fax N/A) 

38  

(printed & mailed) 

-$40.00 

Radio Airtime 

(Eagle Comm.) 

$10.00 (60-seconds) 

 

224 ads  

(7 per week) 

-$2,240.00 

Radio Airtime 

(KcKc Radio) 

$15.00 (60-seconds) 

*estimated 

320 ads 

(10 per week) 

-$4,800.00 

Radio Airtime 

(KMYR Radio) 

$13.00 (60-seconds) 

*estimated 

224  

(7 per week) 

-$2,912.00 

  Ending Balance $498.00 

Table 1.1 
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Integrated Marketing Communications Program 

As briefly mentioned in the Analysis of Communication Process, we are utilizing various forms 

of media, specifically: a newspaper advertisement, a radio sound bite script, a news release, a rack card, 

targeted email marketing, and Facebook advertisements. Each media form has been broken down to 

establish its unique characteristics and the medium to which it will be distributed, as well as the creative 

and communicative strategies employed. The Budget Analysis depicts the expenses for the following 

marketing methods. A schedule of distribution is also located in Table 1.2.  

The Newspaper Advertisements 

The newspaper advertisements will be placed in the Hays Daily News and Wichita Eagle. Both of 

these publications have hard-copy newspapers and online versions. Therefore, the advertisements will be 

see by a wider range of audiences. The good thing about these newspaper ads being in two different 

places is the fact that the older generations of potential volunteers will more likely receive the hard-copies 

and the younger generations are more apt to receive the online versions. The advertisements for the Hays 

Daily news will be running continuously for nine months (three, three-month contracts) beginning in 

March (one month before the celebration starts) and concluding in November (the end of the campaign). 

The ad for the Wichita Eagle to run two weekends per month beginning in April and concluding in 

November.  

The advertisements are four-by-four column inches. The design is very simple and denotes that 

2011 is the 20th Anniversary year for Kansas CASA. It includes a photo of a 20th Anniversary logo that 

emanates a birthday theme. It also includes a portion of the campaign’s implemented slogan. We chose to 

design the ad in this manner because newspaper advertisements are very costly and the simpler the better, 

especially because hard-copy newspapers do not allow for “fancy” designing. The design for this 

advertisement is located at the end of this campaign. 

The Radio Advertisement Script 

The radio sound bite will be featured on three major radio networks located in Hays, (covering a 

large portion of western Kansas), Wichita (covering southern Kansas), and Kansas City (covering the 
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greater Kansas City area and suburbs). Our choice of radio stations is to target a younger audience, 

because according to the client, volunteers tend to be middle aged. Each of the broadcasting companies 

chosen contains a “Mix” station that is generally listened to by a younger audience. It costs $10 to $15 

each time the ad is aired for 60 seconds and our budget allows the ad to run seven to ten times per week 

depending on the station. For the Hays and Wichita area the ad will run seven days a week and for the 

Kansas City area the ad will run 10 times a week throughout the entire campaign from April through 

November. This campaign aims to have the advertisement aired during at least one of the three key 

listening times of the day—the morning (between 7 and 8 a.m. with drivers on their way to work), lunch 

hour (between 12 and 1 p.m.), and the afternoon (between 4 and 6 p.m. with drivers leaving their 

workplace). 

 The writing for the radio sound bite script includes statistics as a shock factor for listeners as well 

as an attention-getter. It also mentions the 20th Anniversary celebration and the finale at the Governor’s 

Conference for the Prevention of Child Abuse and Neglect. This particular sound bite script is an 

introduction to a series of sound bites that will be produced throughout the entire campaign. It is located 

at the end of this campaign.  

The News Release 

The news release will be sent to 38 various media organizations on January 1st. The media 

organizations will be chosen on location and the size of audience that can be reached. First, 31 of the 

news releases will be distributed to a local newspaper in each of the 31 judicial districts in Kansas; if a 

district does not have a local newspaper, the nearest newspaper will receive it. Four releases will be 

distributed to four television stations in different areas of the state: KWCH and KAKE (covering southern 

and western Kansas areas), KBSH (covering western Kansas), and KCTV (covering Kansas City and 

surrounding suburbs). News releases are being sent to television stations for the primary purpose of 

notification; any follow-up stories will be at the discretion of the news station. However, we feel that a 

story of this magnitude will be covered upon receiving the news release. Additionally, it will be sent to 

the three radio broadcasting companies: Eagle Communications Radio (western Kansas), KcKc radio 
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(Kansas City and surrounding suburbs), and KMYR radio (Wichita). This will be an introductory news 

release about Kansas CASA as a whole and introducing various events held throughout the eight-month 

anniversary celebration. It will be embargoed until March 1st, when we hope several of the organizations 

will choose to release and promote the article.   

The press release contains information on Kansas CASA’s general services and emphasizes on 

the coloring contest and birthday boxes. We felt it was important to emphasize these two events because 

they are prolonged throughout a large portion of the campaign. A copy of the news release is located at 

the end of this campaign.  

The Rack Card 

The rack card is an important free standing component of our marketing campaign. It will be 

distributed to each of the 24 Kansas CASA organizations in the state as well as seven universities 

including: Fort Hays State, Kansas State, University of Kansas, Emporia State, Pittsburgh State, and 

Washburn University. Each location can decide to distribute the rack card by mail or leave in a location 

for passerby pick-up.  

The rack card was designed as an “Events at a Glance” calendar. It contains events held in 

multiple districts as well as state-wide events such as the Birthday Box Bash (if by CASA chosen to 

implement) held at every Kansas CASA location. The bold colors and arrangement of the information on 

the card make an eye-pleasing resource for people who are interested in attending any Kansas CASA 

events near them. It is an important strategic marketing tool created to get various community members 

involved with the organization in any way possible.  A mock-up of the rack card is located at the end of 

this campaign. 

Targeted Email Marketing Tool 

 Kansascity.com’s targeted email marketing tool will contain the most wide-spread information in 

the state about 20th anniversary events. This campaign has created a Kansas CASA Calendar for the 

eight-month celebration. Each month, beginning in March, Kansascity.com will email its registered users 

the monthly calendar from Kansas CASA for the 20th anniversary events.  



22 

 

 The design of the calendar is simple and easy to read. It also contains photos from the CASA 

organization to emanate the happiness Kansas CASA has given to so many children over 20 years. One 

month of the Kansas CASA Calendar is located at the end of this campaign. 

Facebook Advertisement 

 The Facebook Advertisement is a very effective tool to use on the social networking website. 

Because Facebook limits the amount of information on the advertisement only a portion of the slogan was 

chosen to be featured. The ad also features a 20th Anniversary logo that emanates the birthday theme of 

the celebration. It is connected to Kansas CASA’s main website, kansascasa.org, so if a consumer were to 

click on the ad they would be directed to the main source of Kansas CASA information.  A snapshot of 

the Facbook advertisement is located at the end of this campaign.  

 

     Marketing Timeline 

( * indicates execution of the marketing tool) 

         

 New 

Release 
Radio Rack 

Card 
Wichita 

Eagle 
Hays 

Daily 

News 

Social 

Media 

Ad. 

Social 

Media 

Acct. 

Kansas 
City.com 

Jan    *   * *  

Feb   *   * *  

Mar * * * Week 1&3 * * * * 

April  * * Week 1 & 3 * * * * 

May  * * Week 1 &3 * * * * 

June  * * Week 1&3 * * * * 

July  * * Week 1 &3 * * * * 

Aug  * * Week 1 &3 * * * * 

Sept  * * Week 1 &3 * * * * 
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Oct  * * Week 1 & 3 * * * * 

Nov  * * Week 1 &3 * * * * 

Dec   *   * *  

Table 1.2 
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Evaluation and Control 

 This advertising campaign dramatically differs from campaigns that Kansas CASA has 

done in the past because we utilized an aggressive online approach. While they currently have a 

monthly newsletter highlighting monthly events it is only given to those that register for the 

publication. With the email marketing campaign implemented through Kansascity.com, a larger 

population can get monthly updates about events. Kansascity.com’s pricing is also very cost 

effective as it costs only $60.00 per message and a database of names is readily available in the 

Northeastern area of the state--the area with the largest population. We feel this is the most 

effective part of this campaign and will raise awareness of the program dramatically. This 

program can also be used after the 20th Anniversary celebration campaign concludes.  

In the past, Kansas CASA has used forms of traditional public relations to market their 

events to the community. Because of this success, the news release developed for this campaign 

is sure to be successful. Further news releases will need to be developed throughout the 

campaign as well to keep media interest. In all, the news release will notify many media about 

the organization’s purpose and services and will always be available for further publication after 

the campaign concludes.  

According to State Director, Janette Meis, radio has been a success for marketing other 

programs in the past. From the successful experiences Kansas CASA has had with Kansas radio 

stations, the radio sound bite script created will notify the community of the upcoming 20th 

anniversary events. The sound bite script given in this campaign is the basis for a series of 60-

second commercials and can be built off of for future use as well.  

 The newspaper ads are sure to be a success as they are located in two completely 

different areas of the state and are continuously printed throughout the eight-month period of the 
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campaign. Additionally, all advertisements are also located on the Internet versions of the 

publications and are seen by those that do not subscribe to hard-copy newspapers. This gives 

Kansas CASA an advantage as they will reach a larger number of audiences simply due to the 

Internet. 

 Social media networking has already been utilized by Kansas CASA in the past. This 

campaign merely excels the use of Facebook and other social media. The organization currently 

owns a “Like” page that includes information about the organization and regular updates about 

events. However, this information is only seen if a visitor travels to the page. Facebook 

advertising is located on the left-side bar of all pages on the site and is seen at all times. The 

advertisements on Facebook are unique in that they target consumers based on their account and 

profile information. This cuts out “wasted” advertising and will lead those that click on the 

advertisement directly to the Kansas CASA website for any further information regarding 20th 

anniversary events. We can see how many consumers have clicked on the advertisement through 

Facebook’s unique tools and “pay-per-click” program; this will give an accurate number on who 

received the information and went looking for more.  

 The rack card created is available for all CASA districts to use. It contains events at a 

glance for the entire state’s main 20th Anniversary events. Once distributed to all Kansas CASA 

organizations it is to their discretion how to distribute them, whether it be direct mail or a simple 

pick-up located in banks or other area businesses.  

 When evaluating the effectiveness of all advertising methods combined, we have decided 

to simply monitor the attendance numbers at each 20th Anniversary event that each Kansas 

CASA organization hosts. If there has been a significant improvement compared to years past, 

then we know the advertising materials were successful. Surveys can be conducted at the events 
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for further inquiry. Additionally, if donations are made extensively throughout this eight-month 

period we feel it will be due to the excessive advertising. Additionally, the amount of new 

volunteers will determine if the campaign was effective. New volunteers will be asked to fill out 

a demographic sheet allowing us to track the number of new recruits and the success of our 

campaign in targeting a younger audience with varying relationship status’. In all, the amount of 

participation from the community during the eight-month period of the celebration will 

determine the effectiveness of this advertising campaign.  

 

 


