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“Community engagement is basically really  

effective meaningful conversation” 

      -CEE Frontline Worker   

 

“Being able to meet new people, and network with 

them allows me to stay closed to the community 

and its members.”  

       -CEE Frontline worker  

 

“Outreach can really strengthen your community 

reach and engagement. Being able to connect  

is a big win”  

       -CEE Frontline worker  
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This toolkit was created by CEE Centre for 

Young Black Professionals in partnership 

with the City of Toronto through the Toron-

to Youth Equity Strategy (TYES) and Youth 

Employment Partnerships (YEP). 

The Toronto Youth Equity Strategy (TYES) 

aims to build resiliency and access to sup-

portive systems for youth most vulnerable 

to involvement in serious violence and 

crime (MVP youth). TYES includes 28 rec-

ommendations and 110 actions the City of 

Toronto will take to provide better services 

and outcomes for vulnerable youth.  TYES 

was adopted unanimously by City Council 

in February, 2014. 

The TYES Creative Report can be found 

online at:  toronto.ca  

TYES is on Twitter, Facebook and Insta-

gram at: TorontoTYES           

Youth Employment Partnerships is a  

neighbourhood-based youth employment 

network that offers job placement and 

staffing services to organizations throughout 

Toronto.  Supporting hundreds of employers 

and thousands of Toronto youth annually, 

YEP connects employers with local or city 

wide employment services. Striving to  

improve employment retention,  

YEP has the flexibility to offer subsidized or 

unsubsidized job placements to all eligible 

Toronto employers with many additional 

benefits and supports to job seekers and 

employers for each new hire during the first 

few months of employment. 

The CEE Centre for Young Black Profes-

sionals is dedicated to addressing eco-

nomic issues affecting Black youth. By en-

suring the development of relevant and 

meaningful services and supports, we are 

working alongside the youth we serve to 

achieve emotional and financial freedom 

through Careers, Education and Empow-

erment (CEE). 

CEE advances the economic and social 

development of Black youth facing multi-

ple barriers to employment. We achieve 

career development and job readiness 

using holistic, person-centered and cultur-

ally relevant programs and services. 

For More information about CEE Centre for 

Young Black Professionals, Visit:    

ceetoronto.com 

This Toolkit is designed to assist frontline work-

ers with current best practices, resources 

and tools essential to effectivity outreach 

with MVP youth (youth most vulnerable to 

involvement in serious violence and crime). 

https://www.toronto.ca/wp-content/uploads/2017/08/9062-Attachment-1-TYES-Creative-Report.pdf
https://www.toronto.ca/wp-content/uploads/2017/08/9062-Attachment-1-TYES-Creative-Report.pdf
http://ceetoronto.com/
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  TYES Frontline Workers Toolkit Series 

“Being able to create and design outreach strategies and materials really empow-

ered me as a frontline worker to get out in community and outreach. By knowing the 

offerings and the flow of the program, it made it easier to engage youth. When it 

comes to outreach the way you dress has a huge role to play in connecting with youth. 

I like to keep in the now when it comes to youth, even using relevant slang when en-

gaging youth. For example, I was in the west end of Toronto outreaching for an up-

coming program when I was approached by a youth who said, and I quote ‘What are 

the man dem dealing with?’  My response was ‘I’m out here putting in work’. That 

response alone turns the conversation into outreach engagement. Long story short, 

the young man ended up joining the program and graduating with employment and a 

lifetime mentor.”   

  -CEE Frontline worker  

 

 

Location Location Location is key! Not having a strong knowledge about neighborhood 

conflicts and the relationships within them can cause your outreach efforts to be 

pointless or a waste of time and resources. In my experience, the youth know 

what’s going on in their communities. If you’re outreaching to them about a pro-

gram in another community that they don’t get along with, they will stop engaging with 

you and come as far as saying and I quote “we don’t want you and your organization in 

our communities”  

  -CEE Frontline worker  
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What is Outreach? 

Outreach is a proactive way of connecting people with programs or services that are of 

interest or meet their needs.  Outreach raises awareness about an issue and/or service 

and can be done in-person or online. 

 

Outreach with MVP Youth 

Who Are MVP Youth (Youth Most Vulnerable to Involvement in Seri-

ous Violence and Crime)? 

TYES focuses on youth aged 13-29 who are most vulnerable to involvement in serious vio-

lence and crime. The City defines vulnerability as “a service gap, context or situation, not 

a characteristic or feature of a person. People become vulnerable when there are barri-

ers or gaps in overall service delivery” (definition adopted by City Council in December, 

2013). Vulnerability exists within the circumstances in which youth find themselves, not 

with individual youth themselves. 

TYES views vulnerability as an intersection of conditions. The deep roots of youth violence 

as identified in the Review of the Roots of Youth Violence create an important base. 

These deep roots include: poverty, racism, community design, issues in the education 

system, family issues, health, lack of a youth voice, lack of economic opportunity for 

youth, and issues in the justice system.  TYES builds on the understanding that vulnerability 

to involvement in serious violence and crime comes from a mix of not only these deep 

roots, but also the complex interactions between the individual resilience and supportive 

systems in a young person’s life, and other vulnerabilities they may experience, such as 

sexism and homophobia. 

 

 

What is outreach? 
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  TYES Frontline Workers Toolkit Series 

The Youth Service Experience  

TYES considers the "Youth Service Experience" as 4 important phases of connecting with 

vulnerable youth.  The tool considers: how youth connect to a program (outreach), the 

welcome that youth experience when they arrive at a program, how programs engage 

youth in the delivery of their services, and how the program’s impact is sustained into 

the future. 

 

What is the Importance of Outreach with MVP 

Youth?  

Outreach involves moving outside the walls of your organization to engage MVP youth 

in community who are disconnected and alienated not only from mainstream services 

and supports, but from the services targeting youth as well. This important work is de-

signed to connect frontline workers with youth most disengaged and disconnected 

from community services and programs.  The goals of outreach with MVP youth are to: 

 establish supportive relationships with youth and their communities  

 connect youth with opportunities and services that will enhance their ability to ac-

cess necessary services and supports. 

 

1) Planning & Development  

 Who is your audience? 
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 What are the most effective methods to reach your audience? 

 What are your key messages? 

 What promotional materials (flyers, brochures, swag, videos, memes, tweets, press-

releases, etc.) do you need to effectively communicate your key messages to 

your audience? 

 How will you create those materials? (in-house, contract)? 

 How will you ensure the outreach materials are engaging? 

 Have you used an anti-oppression lens? 

 

2) Connect – Outreach Strategy Implementation 

 Who will be responsible for each element of your outreach plan? 

 What are your benchmarks (number of: of posts per day; locations to drop of fly-

ers/posters; community events; tables, etc.) 

 

3) Welcome & Engage 

 How can you engage and welcome people once they have connected to your 

program or service?  

 What is your intake process? 

 Do you conduct interviews with new clients? 

 

4) Evaluation 

 How effective was the process? 

 How effective were the outcomes? 

Stages of outreach checklist 
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Photo by Tyler Nix on Unsplash 
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Stages of outreach  
        1.  Planning & Development 

In order to develop an effective outreach strategy, time and resources should be invested in 

planning and research.  Activities related to planning and development include:   

 

Needs assessment survey  

Depending on your resources (time, money, and people) a needs assessment survey may 

take many different forms. It can be as informal as asking around with people you know in 

your community: your colleagues or, it could take the form of a professionally-written survey 

that is distributed to hundreds of people.  A needs assessment survey will help you determine 

what types of programs, services or events are most relevant to the youth you are trying to 

reach. 

 

Get to Know Your Audience - Empathy Map 

Once you have determined the needs for your programming, spend some time thinking 

about who your program will serve.  An empathy map is a collaborative visualization used to 

articulate what you know about the people you are trying to reach. It externalizes knowledge 

about youth in order to 1) create a shared understanding of young people's needs, and 2) 

aid in decision making.   

When and how to use Empathy maps: This is done before front line workers conduct outreach.  

This is done by asking the difficult question about the clients you serve. The empathy map al-

lows the front line worker to put themselves in their client’s shoes.    



11 

M
V

P
 Y

o
u

th
 O

u
tre

a
c

h
 

  TYES Frontline Workers Toolkit Series 

Stages of outreach  
     

Empathy maps are split into 4 quadrants (Says, Thinks, Does, and Feels), with the clients or per-

sona in the middle. Empathy maps provide a glance into who a client is as a whole—they 

are not chronological or sequential. 

MVP Youth 

(Clients) 

Says Thinks 

Does Feels 
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Get to Know Your Community  

Build on your knowledge of the community you are outreaching in, including its resources 

and assets. Talking to residents, youth and service providers in the community will help you 

gain an understanding of the needs of the community and where members of the communi-

ty frequent. Compile a list of community resources related to the youth you are reaching out 

to, which could include: 

 City of Toronto Youth Outreach Workers (https://www.toronto.ca/311/knowledgebase/

kb/docs/articles/parks,-forestry-and-recreation/community-recreation/contacting-a-

youth-outreach-worker.html)  

 Provincial Youth Outreach Workers  

 High-Schools, Colleges and Universities 

 Youth Programs (www.toronto.ca/youth)  

 Community Centres 

 Malls 

 

Develop Your Outreach Communication Style 

Creating an outreach commination style is an important part of spreading the message you 

want to share within the community.  Tips for developing your communications style include: 

 

Determine your "brand personality"  

Take some time to think about characteristics your program or organization exemplifies and 

how you want to be perceived by prospective participants.   

Stages of outreach  
        1.  Planning & Development 

https://www.toronto.ca/311/knowledgebase/kb/docs/articles/parks,-forestry-and-recreation/community-recreation/contacting-a-youth-outreach-worker.html
https://www.toronto.ca/311/knowledgebase/kb/docs/articles/parks,-forestry-and-recreation/community-recreation/contacting-a-youth-outreach-worker.html
https://www.toronto.ca/311/knowledgebase/kb/docs/articles/parks,-forestry-and-recreation/community-recreation/contacting-a-youth-outreach-worker.html
http://www.toronto.ca/youth
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  TYES Frontline Workers Toolkit Series 

Determine your desired overall communications style  

With input from youth who represent the group you are trying to reach, determine an effec-

tive communications style – formal, informal, humorous, professional, trendy, traditional, pop-

culture influenced, neutral, etc. 

 

Consider creating a slogan 

Non-profit organizations don't usually focus on slogans, but it may be beneficial.  People have 

a short attention span and there is a lot competing for young people's attention.  Slogans are 

a way to get your message across.  

  

Develop/Create Outreach Material 

Developing outreach material is the most crucial part of your outreach strategy. To be effec-

tive, the outreach material needs to be relevant, youthful and eye catching. This material 

needs to be able to clearly articulate the services offered and benefits received.   The out-

reach material should be designed by a professional who is dynamic and in the know about 

new trends in marketing, and preferably by young people with lived experience related to 

your program or service.  

 

Stages of outreach  
    1.  Planning & Development 
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Building an Outreach Strategy  

What is an outreach strategy? 

Outreach strategies require an understanding of the individual circumstances and 

needs of MVP youth, as well as cultural and systemic barriers that may prevent MVP 

youth from accessing services.  When planning, ensure to set aside a budget that is 

only for outreach and community engagement.  An effective outreach strategy is a 

way in which your key messages are delivered to the community and audience you 

are trying to reach. Your organization's outreach strategy should focus on advancing 

your mission, advancing support for your work, increasing awareness in the communi-

ty and creating interest in accessing your programs or services. 

Stages of outreach  
        1.  Planning & Development 

Project Title:     

Target Audience:

Project Goals: 

Key Messages: 

Activities  |   Timeline   | Expected Outcomes |      Lead      |     Measures         |    Status 

List 1 to 3 main goals for your outreach strategy  

Include a description of who you are trying to reach and the number of     

people you are trying to reach 

List 1to 5 key messages for the outreach campaign  

List tasks 
you will per-
form. Include 
outreach 
methods and 
tools you will 
use. Add 
where and 
how you will 
conduct 
each activity.  

Specify 
the 
timeline 
for com-
pleting 
each 
activity.  

List what you hope 
to achieve with 
your outreach ac-
tivities.  

List who will 
implement 
each out-
reach activi-
ty  

List the indica-
tors that will help 
you measure and 
evaluate your 
process and out-
comes. For ex-
ample, the num-
ber of events 
held (process) 
and the number 
of calls received 
(outcome).  

Note if the  
activity is  
complete, in-
complete, or in 
progress. It’s 
also helpful to 
specify if this is 
a onetime  
activity or  
ongoing  

Add a title for Your Outreach Strategy Project 
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  TYES Frontline Workers Toolkit Series 

There are many outreach methods you can include as part of your outreach strategy: 

 

Word of Mouth marketing (WoMM) 

Online "Word of Mouth Marketing" is a new trend of advertisement and done by online social 

media influencers who have a large following typically on Instagram, Twitter and Facebook.    

 

Print 

Flyer, posters, banners, cards, stickers and postcards are some of the basic and most accessible 

outreach methods. Though the cost may be greater than the return, frontline workers can be 

very creative in how they advertise using print. Print materials could be posted on community 

engagement boards in malls, libraries, community centres, or apartment buildings, and be 

handed out to youth and youth workers.   

  

PSA/press releases  

Creating a compelling press release for the program or the service your organization is offering 

can create relationships within media outlets and generate interest in the work of your organiza-

tion. Media coverage can reach a wide range of people who wouldn’t otherwise be aware of 

the program or service offered.  If successful in generating interest in a story, the media may re-

quest interviews with frontline workers and past program participants.  Press releases should be 

written like a short news story, include: the 5 Ws (who, what, when, where, why), quotes from 

key people (program organizers, youth, well-known advocates), and current contact infor-

mation (including a cell phone number).  

 

Stages of outreach  
   2.  Outreach Strategy Implementation 
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Advertising: 

Depending on the width of your outreach campaign, you may want to consider purchasing 

print or online advertising.  Consider what media is consumed by the audience you are trying to 

reach so that you can determine the most appropriate places to advertise.  Several options ex-

ist for purchasing advertising, including: online (websites, Google, social media outlets, blogs, 

newspapers, etc.), print (magazines, newspapers, bus stops, transit, washrooms, billboards, etc.), 

and radio (community and commercial stations).     

 

Swag 

Who doesn't like free stuff?  A great way to get attention from young people is through "swag" – 

T-shirts, hats, reusable shopping bags, USB drives, water-bottles, etc. Several companies print 

customized swag items.  Typically the cost is lower when you buy in bulk.      

 

Social Media 

An effective social media strategy is a way of creating relationships with your stakeholders and 

participants.  Social media allows your organization to stay current and maintain relevance in 

an interactive format.  More tips on social media engagement are on page 22.  

 

Tabling 

Opportunities exist to conduct in person outreach through setting up tables at events or in pub-

lic spaces.  Tables should have relevant information for people to take away (brochures, flyers, 

business cards), intake forms or mailing lists and could also offer swag.  Tables should be staffed 

by staff or volunteers who are outgoing and will take initiative to engage people who are walk-

ing by.    

Door-to-door  

Stages of outreach  
   2.  Outreach Strategy Implementation 
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  TYES Frontline Workers Toolkit Series 

For localized programs, door-to-door may be one of the most effective forms of outreach, but 

can be time-consuming to complete. In door-to-door outreach, having an engaging elevator 

pitch is key.  Always have youthful promotional materials out in the open. The last thing you 

want to do is take up people's time with irrelevant information – try to get right to the point.     

 

Flyer hand-outs 

Handing out flyers can be time-consuming, so it is important to identify strategic locations that 

are frequented by the audience you would like to reach. Make sure your elevator pitch is short 

and sweet, hand out a flyer as you start your pitch and encourage the audience to read along. 

This buys more time for promoting your program and will have the individual or group more 

open to receiving the information.     

 

Community meetings  

Attending community meetings is a great way to network and promote your services. Connect-

ing with other groups and organization is also a great way to get referrals.  City of Toronto Com-

munity Development Officers (CDOs) often have lists of local community networks: https://

www.toronto.ca/community-people/get-involved/community/community-development-

officers/  

 

 

Stages of outreach  
   2.  Outreach Strategy Implementation 

https://www.toronto.ca/community-people/get-involved/community/community-development-officers/
https://www.toronto.ca/community-people/get-involved/community/community-development-officers/
https://www.toronto.ca/community-people/get-involved/community/community-development-officers/
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Creating an Online Outreach Strategy 

The world around us has changed and the communications landscape has become more dy-

namic. How do you begin to create and develop an online presence?   

You can begin with these steps: 

 Compile a list of relevant social media sites, email lists, and blogs so that you can tailor 

your outreach campaign to the demographic you would like to reach 

 Identify other relevant social media accounts that have established connections to the 

group you are trying to reach and follow/retweet/follow their followers, etc. 

 Identify "influencers" – community leaders, artists, media personalities, etc. who endorse 

your organization and could promote your accounts through re-posts/tweets, likes and 

mentions 

 Develop an online campaign that aligns with the brand and key messages your organi-

zation wants to relay 

 Identify your budget – if resources allow, consider creating professional original content 

including short videos, mobile apps, ads, etc. 

 Build interest in your accounts through regular updates that include relevant information 

and engage in current events/context 

 Engage in online conversations – retweet/repost, like posts, make comments, @ other fol-

lowers, etc. 

 Make use of hashtags and identify specific hashtags for your organization, program or 

campaign 

 Make use social media campaigns to drive people to your organization's website.  In-

clude the link in your profile. 

Stages of outreach  
         2.  Outreach Strategy Implementation 
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  TYES Frontline Workers Toolkit Series 

 

On-line outreach methods: 

 

Social media – Twitter, Facebook, Instagram, SnapChat, LinkedIn 

 Creating a social media site is fast, easy and effective. All that is needed for an engaging 

profile is relevant information posted daily.  

 

Email lists 

 Developing and maintaining an email list is one of the most effective ways to stay con-

nected with who you meet within the community.  When you are ready to announce an 

event or new program, information can be emailed to your organization's email list.  You 

may also send posts to other people who maintain large email lists that target frontline 

workers and/or youth.   

 

Websites 

 Make sure your website is up to date and easy to navigate. Sign up for Google Analytics to 

keep track of your audience.  

 

Blogs/Podcasts  

 Promoting on blogs (articles written in regular online posts that share perspectives or infor-

mation and engage in dialogue with readers) and podcasts (typically talk-show style au-

dio broadcasts that are online and available for download) is a way to reach a niche au-

dience.  There is a vast array of blogs and podcasts out there, so take some time to ask 

around and research blogs and podcasts that engage your target audience. 

 

(See more under Outreach Top Tips, page 22) 

Stages of outreach  
         2.  Outreach Strategy Implementation 
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Getting Support with Outreach 

Volunteers and placement students are great sources of support to assist you with your out-

reach strategy implementation.   

 

Volunteers 

Volunteers can be recruited with specific postings through Volunteer Toronto: 

www.volunteertoronto.ca/ 

 

Placement Students 

In order to obtain a placement student, contact the College’s community partnership office 

and asked to be directed towards their social worker/community worker programs placement 

coordinator.  

 George Brown College   

  www.georgebrown.ca/communitypartnershipoffice/contact 

 Centennial College  

  www.communitystudies@centennialcollege.ca 

 Sheridan College 

  www.michaelann.george@sheridancollege.ca 

 Humber College 

  www.communityservices.humber.ca/placement  

 Ryerson 

  www.ryerson.ca/socialwork/contact 

 University of Toronto 

  www.socialwork.utoronto.ca/practicum/13194-2/  

 York University 

  www.practicum.sowk.laps.yorku.ca/contact/  

Getting support with outreach 

http://www.georgebrown.ca/communitypartnershipoffice/contact
http://www.communitystudies@centennialcollege.ca
http://www.michaelann.george@sheridancollege.ca
http://www.communityservices.humber.ca/placement
http://www.ryerson.ca/socialwork/contact
http://www.socialwork.utoronto.ca/practicum/13194-2/
http://www.practicum.sowk.laps.yorku.ca/contact/
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  TYES Frontline Workers Toolkit Series 

 

Outreach 101: top 10 tips 
1.  Know Your Audience 

 Who is your program/event for? (geography, gender-identity, ethno-cultural identity, age 

range, interest groups, etc.) 

 How can you best reach this specific group?  Who already has trusted relationships with 

who you are trying to reach? 

 What is this group's preferred communication style? 

 Why would this group want to participate (what's in it for them?) 

 

2.  Engage the Community You are Trying to Reach in Outreach 

For example, if your program is for youth or MVP youth specifically, how can you engage 

youth and MVP youth in outreach?   

 Street-teams 

 Social media shares 

 Development of flyers and promotional videos 

 Influencers, etc. 

 Champions (past program participants) – assist through word-of-mouth, and providing 

testimonials through sharing their stories in text or video  

 

3. Set Appropriate Timelines 

 Ensure there is a staggered strategy for outreach beginning at least 1 month prior to the 

start date of your event/program 

 Set milestones for each week of outreach: 

Pre-Outreach – identify your audience, confirm your budget, create a  communications 

plan and promotional materials 

Week 1 - blast initial promo materials - online and IRL ("in real life") 

Week 2 – engage partners in outreach (email lists, blogs, influencers, Youth Outreach 

Workers, Community Development Officers, program staff and partners, etc.) 

Week 3 – engage blogs, create new tweets, supplementary videos, etc. 

Week 4 – create excitement (only 1 week away – register now, space limited, etc.) 
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Outreach 101: top 10 tips 
4.  Leverage Social Media & Online Presence 

 Invest in building a social media presence through regular and relevant posts 

 If you do not have a social media presence, try to find accounts with a large following 

and relevant mandate to share materials for you 

 Make use of multiple platforms (Facebook, Twitter, Instagram, Snapchat) 

 Include visuals in tweets and text in IG posts  

 Tag partners/influencers in your posts (https://influencermarketinghub.com/15-free-

influencer-marketing-tools-to-find-influencers)  

 Make use of social media management platforms such as Hootsuite 

(www.hootsuite.com) 

 Be mindful of social media etiquette – don't spam people, don’t tag people without an 

interest or connection to the project, etc. 

 Make use of GIFs, memes, etc. where relevant and appropriate 

 Consider inexpensive Instagram and Facebook ads, such as sponsored posts or stories 

(https://www.facebook.com/business/)  

 Make use of the interactivity of social media through hashtags, comments, surveys, con-

tests, live stories, etc. 

 Review past content to learn what posts got people's attention, and what did not. To 

access your analytics for any social media site.  https://blog-assets.hootsuite.com/wp-

content/uploads/2016/08/Social-Media-Audience-Research-guide.pdf  

 Create an easy to update and edit website, with clear and easy to access information.  

Free website design: www.wix.com  

 Make use of online tools designed for non-profits: https://www.google.com/nonprofits/  

 

https://influencermarketinghub.com/15-free-influencer-marketing-tools-to-find-influencers
https://influencermarketinghub.com/15-free-influencer-marketing-tools-to-find-influencers
http://www.hootsuite.com
https://www.facebook.com/business/
https://blog-assets.hootsuite.com/wp-content/uploads/2016/08/Social-Media-Audience-Research-guide.pdf
https://blog-assets.hootsuite.com/wp-content/uploads/2016/08/Social-Media-Audience-Research-guide.pdf
http://www.wix.com
https://www.google.com/nonprofits/
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Outreach 101: top 10 tips 
5.  FaceTime 

Identify effective opportunities to conduct in-person outreach, such as: 

 School – announcements, tables at lunch hours, etc. 

 Malls – some malls allow community organizations to set-up info tables 

 Youth drop-in programs and community centres 

 Major events 

Do: 

 Be approachable and make sure your demeanor is welcoming. This is done by 

making eye contact, making sure you smile, and communicate with confidence. 

Remember that outreach is not about you - get youth engaged by having genuine 

conversations about the service you're offering.  

Don't: 

 Be too closed-off or insecure. Be conscious of the context, for example don't try to 

talk to someone who is trying to catch the bus or take care of their children.  Don't 

outreach with bias (e.g. outreaching to a person you prefer to talk to rather than to 

who you serve).   

Photo by Rawpixel on Unsplash 
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Outreach 101: top 10 tips 
 

6.  Create Engaging Outreach Materials 

 Consider how best to catch the interest of the youth you are trying to reach through 

graphics and videos that are high-quality, engaging, clear in the message and repre-

sentative/relevant  

 Ensure you have permission to use images 

 Where possible, pay youth photographers and graphic designers to provide you with 

original high-quality content 

 If your budget doesn't allow you to pay photographers and designers for original con-

tent, make-use of free online resources for photographs (ie. www.unsplash.com) and 

graphic design (ie. www.canva.com, www.fiverr.com ) 

 Ensure you consider an anti-oppression lens when creating promotional materials. When 

an anti-oppression lens in not used, you may unintentionally create materials that could 

offend and oppress others. We have seen examples of this with major corporations in-

cluding when H&M created their coolest monkey in the jungle ad, or when Dove creat-

ed their black to white transformation beauty ad.  An anti-oppression lens was not used 

and as a result both ads were deemed racist and both corporation were boycotted.    

Do's       

 Use high-quality images 

 Have a simple and clear key message that communicates why the viewer should 

care 

 Appeal to your audience's aesthetic, while being authentic and consistent with your 

organization's identity (don't try too hard to appear youthful if you're not) 

 Include the 5 W's (Who, What, When, Where, Why) 

 Include contact information and social media links  

 Apply an anti-oppression lens (review language and images to ensure they are in-

clusive and do not perpetuate racism, sexism, heterosexism, classism, ableism, etc.) 

http://www.unsplash.com
http://www.canva.com
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Outreach 101: top 10 tips 
Don'ts 

 Use your word processor's clip art 

 Use images sourced without permission from Google 

 Use images of people without their knowledge and permission 

 Use pixilated or low quality images 

 Use too many fonts 

 Have too much information that is hard to decipher 

 

7.  Leverage Your Networks 

 Email lists – what email lists are you on that engage youth or frontline workers?  Who do 

you know with extensive and relevant email lists? 

 Other relevant programs – what other youth programs do you know that could champi-

on your program or event and assist in getting the word out? 

 Past alumni/clients – are there youth who have successfully participated in your pro-

grams or events in the past that are influential among their peers?  Seek support from 

past participants with spreading the word through their social media and personal refer-

rals. 

 

8.  Tailor Your Outreach Campaign based on What you are Promoting 

 

Your outreach strategy may employ different tactics depending on what you are outreaching 

for. Is it a one-time event or an ongoing program? Is it open to any interested member of the 

public or is there eligibility criteria?    

 

 Events – outreach should generate excitement and give a preview of what to expect.  

Leverage support in outreach from guest speakers, facilitators, performers, etc.   

 

 Programs – outreach should be informational and include clear messaging on what the 

program offers and why potential participants should want to sign-up. 
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Outreach 101: top 10 tips 
9.  Engage the Media 

 Build a media list that includes newspapers, magazines, radio shows, blogs and podcasts 

– including mainstream and community-based media outlets. 

 Build and maintain relationships with members of the media 

 Take time to write a compelling press release that tells a story with a catchy headline 

and printable quotes 

 Consider the human element – include quotes from people who are impacted  

 Include the most relevant information at the beginning of the press release 

 Several resources are available online to assist you with creating a press release, includ-

ing: 

https://www.wikihow.com/Write-a-Press-Release 

https://charityvillage.com/cms/content/topic/

spread-

ing_the_word_8_ways_to_get_media_attention_for_your_nonprofit_s_positive_news#.W83

wUGhKiM8  

https://www.newswire.ca/blog/Three-Press-Release-Templates-to-Power-PR--Content-

Marketing.html  

 Send out a press release one week in advance of your event or program launch date 

and again the day before 

 Consider timing of engaging the media – Mondays and Tuesdays tend to be busy news 

days 

 Leverage current events through "news-jacking" – tying in your story to what is making 

headlines 

https://www.wikihow.com/Write-a-Press-Release
https://charityvillage.com/cms/content/topic/spreading_the_word_8_ways_to_get_media_attention_for_your_nonprofit_s_positive_news#.W83wUGhKiM8
https://charityvillage.com/cms/content/topic/spreading_the_word_8_ways_to_get_media_attention_for_your_nonprofit_s_positive_news#.W83wUGhKiM8
https://charityvillage.com/cms/content/topic/spreading_the_word_8_ways_to_get_media_attention_for_your_nonprofit_s_positive_news#.W83wUGhKiM8
https://charityvillage.com/cms/content/topic/spreading_the_word_8_ways_to_get_media_attention_for_your_nonprofit_s_positive_news#.W83wUGhKiM8
https://www.newswire.ca/blog/Three-Press-Release-Templates-to-Power-PR--Content-Marketing.html
https://www.newswire.ca/blog/Three-Press-Release-Templates-to-Power-PR--Content-Marketing.html
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Outreach 101: top 10 tips 
 

10.  Build Relationships with those who Have Trusted Relationships 

Identify who has trusted and established relationships with the people you are trying to con-

nect with.  This is especially important when working with MVP youth.  Those allies or 

"ambassadors" may be the bridge between MVP youth and your program or event.  Ambas-

sadors may include: 

 Youth Outreach Workers 

 Teachers/Guidance Councillors 

 Community Leaders 

 Social Media personalities 

 Artists 

 Media personalities 

 Family members 

 Faith leaders 

Photo by Clem Onojeghuo on Unsplash 
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Network is Your Networth 

 Your “net worth” will be based not on the size of your portfolio or the size of your network, 

but on your ability to define and stay true to your passions and values. Working with other 

people who share those values will allow you to build a strong and enduring interperson-

al safety net, that will carry you through any financial calamity to greater output and 

personal fulfillment. 

 

Referrals, Youth connected to youth in school and programming, have a referral system 

 Youth are already around other youth whether in school, sports team, or just neighbour-

hood friends. There are 3 reasons why they join your vision. They like you, know you , and 

trust you. Use this to your advantage. Have a friendly attitude and be approachable. Be 

fun and lively. Talk about yourself. Let them know who you are and what you do. Show 

them some of your past work, connect with them on social media. It doesn't hurt to take 

an extra 2 seconds out of your to day to talk. Afterwards, offer your product/service or 

idea to say “hey if you know a friend who would be interested or benefit from this pro-

gram please invite them”. Then you hand them your flyer. You can also have a referral 

system in place (e.g. for every person that they bring they will get a prize). 

 

Stages of outreach checklist: Where is your audience? What do they like to do? Why 

should they participate in what you have to offer? How do you register them and close 

the deal? 

 The goal is to figure out where your audience also known as your target market is. For ex-

ample if your target market is youth, most youth are at: schools, community centers, 

malls, youth events, employment agencies, gyms. The next thing is to figure out what 

they like to do. Do they like hip hop music, shop for clothes, go to the movies, play sports. 

In order to have them participate, offer what they need, not what you think they want. 

The best way to find out is by conducting a survey with your target group. There are mul-

tiple ways you can register them. Through online application or in person with a sign up 

sheet. They key is to follow up, follow up, and follow up after receiving their information. 

Outreach tools 
Tips from the Frontlines 
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How do you measure success? 

 Your organization measures success by how you execute your predetermined goal. Eve-

ryone's goal is different. For example your goal could be to register 20 youth in your pro-

gram. It could be to outreach to 20 centers. It could be getting 5 youth jobs. It could be 

informing 100 youth in program. You get to choose how you measure success, which is 

different for everybody. 

 

Use Mailchimp to do online surveys 

 Mailchimp offers a few ways to include a survey in your email campaigns, like merge 

tags and integrations. Most email programs can't handle the code necessary to submit a 

form directly from a contact's inbox, so you'll want to try one of these other methods to 

send a survey to your contacts. 

 

Eventbrite to do registration 

 Eventbrite makes creating, promoting, and managing all your events simple. Create a 

free Eventbrite account to leverage its promotional tools, reporting functions, and mobile 

features.  

 

Developing a community partner list 

 A community partner list is a list of professional contacts that offer products/services that 

can benefit or add value to your project. It is a great way to collaborate and share new 

ideas, information, and resources. Every organization/company/project should have a 

community list they can refer to. Why do all the work when you can get help from com-

munity partners. This includes organization name, number, email, and location. 

 

Outreach tools 
Tips from the Frontlines 
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Outreach tools 
Tips from the Frontlines 

Email marketing 

 Email marketing is one of the most direct and effective ways of connecting with leads, 

nurturing them, and turning them into clients, consistently winning out over all other mar-

keting channels. 

 

Network marketing 

 Friends Family 

 Social Media 

 Phone List 

 Emails 

Photo by Ian Schneider on Unsplash 



The TYES Frontline Workers Toolkit 

Series is designed to provide  

resources to City & community-

based staff working with MVP youth 

(youth most vulnerable to involve-

ment in serious  violence & crime).   


