
	

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Contact us today  We can help you map and execute your Engagement Comms! 07793 401477 claire@fundraisingcomms.com 
 

Engagement Comms 

Know what your audience cares about 
 

Your audience won't care about what you say 
until you’ve demonstrated that you know and 
care about their issues.  
 

Ask yourself, what are the challenges and 
needs of your expected audience? What are 
the three to four main questions or issues on 
their minds about your topic?   
 

Key to talking to your audience about their 
problems and needs is the ability to listen.  
They may have needs / fears that you didn’t 
know about. 
 

What are you Key Messages? 
 

Many forms of communication written by the 
originator feel like an information dump, not a 
clear story with a set of main points.   
 

Originators tend to forget they much more 
than other people want or need to know 
about their product or service.  
 

The communicators who stand out, the ones 
who are heard and who have influence, start 
out by acknowledging the problem that they 
are helping to solve and how that potentially 
impacts on the given audience.  
	

Use relatable stories and examples 
 

Besides trying to present too many things at 
once, all too often engagement comms can 
sound abstract and unrelated to the daily life 
and needs of the specific audience. What 
happens then is that people tune out, assume 
it’s not about them, and take no action. This 
makes the communication a waste of their 
time and yours. And does not positively 
impact the end goal 
 

To relate to them, to help them take action, 
people need the ideas grounded in stories and 
examples. Human brains are wired to relate 
to stories and to remember them.  
 

Cover fewer points, better, and with 
examples that resonate and demonstrate 
impact and change. 
 

Don't just tell them, Show them! 
 

If ‘a picture says a thousand words’, then a 
video must tell two thousand!. Don't just 
write about change and impact, let the 
audience actually see it.  
 

Testimonials are great.  Videos are better!  
 

You need to make the information and its 
relevance to the given audience, as relatable 
as possible.   
 

Seeing a video of someone who has tried it, or 
someone who wants to try it but can’t 
access/afford it (whatever your ‘it’ may be) 
brings the problem and your solution to life. 
 

So What? 
 

Your communication needs to leave the 
intended audience in no doubt about what 
your product or service is, why they should be 
interested in it, and what the consequence 
would be if the product  / service were not 
available. 
 

And, it needs to give a clear call to action - 
how do you want them to be involved and 
what do they need to do to be so? 
 

What do you want from them? 
 

Do you want this person / group to use your 
product or service? 
Do you want them to purchase your product / 
service to use within their organisation? 
Do you want them to refer patients / users to 
you? 
Do want them to invest in the creation / 
scaling of your product or service? 
Do you want them to show their support or 
campaign for the introduction of your 
product / service? 
Do you want to secure them as a donor 
supporter? 
Tell them how you want to engage with them 
 


