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V. Defining Your Audience

VI. Selecting the Right Voice

VII. The Rule of One

VIII. Q & A



About Rubenstein Impact Group

What we do
− Increase advocacy actions with stronger 

email campaigns

− Maximize campaign participation through 
emotionally-driven narratives and storytelling

− Develop structured advocacy programs for 
highly-engaged volunteers

About Brian
− 25 years of experience developing high-impact grassroots campaigns

− Works with the nation’s leading nonprofits and Fortune 500 companies

− Regular speaker about using AI to bolster advocacy work

“Brian TRIPLED the 

number of actions our 

volunteers took compared 

to before we started 

working with him.”
- Current client



About Rubenstein Impact Group



What is the 

most important thing 

to consider when writing 

for an external audience?



Relevance
(To your audience. Not to you.)



“Street-Level Impact”



“Street-Level Impact” Content

Factual Statement

We’re asking Congress to increase federal funding for the National 
Cancer Institute, a division of the National Institutes of Health, by 3.2% 
in FY26 to $7.46 billion.
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Factual Statement

We’re asking Congress to increase federal funding for the National 
Cancer Institute, a division of the National Institutes of Health, by 3.2% 
in FY26 to $7.46 billion.

“Street-Level Impact” Statement

We’re asking Congress to increase funding for lifesaving cancer 
research to help us discover new cures and ways to detect cancer at its 
earliest, most treatable stages.
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of power to the electrical grid in the next 3 years. 
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“Street-Level Impact” Content

Factual Statement

Extending tax credits for solar energy will allow us to add 2.3 gigawatts 
of power to the electrical grid in the next 3 years. 

“Street-Level Impact” Statement

Extending solar energy tax credits will allow us to provide clean, 
reliable power to more than half a million homes and businesses.

Extending solar energy tax credits will position our community as a 
leader in the clean energy economy, creating hundreds of high-paying 
jobs while attracting innovative companies that want to operate where 
the power is clean, affordable and reliable.



“Street-Level Impact”

• Builds a stronger connection with your 
audience

•Makes your content more relatable to 
their life and business

• Typically outperforms data-driven 
content



Avoiding Jargon



Avoiding Jargon

• Eliminate jargon with most 
audiences
− Volunteers

− Members

− Action takers

Jargon includes:
• Bill numbers

• Official bill names

• Committee names

• Detailed dollar amounts

• Legislative process



Avoiding Jargon

• Eliminate jargon with most 
audiences
− Volunteers

− Members

− Action takers

• Jargon can be okay for certain 
audiences
− Lawmakers and their staff

− Highly-engaged volunteers 
or members

− Certain categories of people

o Scientists

o Doctors

o Engineers

Jargon includes:
• Bill numbers

• Official bill names

• Committee names

• Detailed dollar amounts

• Legislative process







Defining Your Audience



Defining Your Audience

• Define your audience before you start writing
− Digital activists

− Highly-engaged volunteers/members

− Customers or partners

− Influencers

− Grasstops

• Different audiences have 
different needs

• Use of tone, emotion, length and 
pacing will all vary



Selecting the Right Voice



Selecting the Right Voice

• Every email should be sent from an individual
− Articles should be written with a specific author in mind

• All emails and content don’t have to come from 
the same person
− Create a cast of characters

• Changing senders can improve email performance

• Consider the voice of the sender/author
− Staff vs. Peer-to-Peer

− Gov’t Relations Director vs. Grassroots vs. CEO



Selecting the Right Voice

• A sender’s voice should not change

• Pick the voice that is best for your audience
− Also consider what it takes to get 

content approved

• Monitor content performance to determine 
voice effectiveness or fatigue



The Rule of One



The Rule of One

• One action per email

• One issue per email

• One image (or none)

• One font size



Q & A

/brianrubenstein

brian@rubensteinimpact.com
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