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Landowner Segment Comparison Chart
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	Woodland Retreat Owners
	Working the Land
	Supplemental Income
	Uninvolved

	Orientation to Woodland 
	· Own woodland primarily for its beauty and recreational value 

· Many love nature and animals and appreciate ecological benefits of woods 
	· Tend to be pragmatic; value aesthetic and recreational benefits of woodland but also see woods as a financial asset 
	· Tend to own land primarily for timber income and investment 
	· Tend not to care about woods; assign low importance to their financial, recreational, or aesthetic benefits 

	  Prevalence 
	40% of woodland owners; own 35% of woodland 
	30% of woodland owners; own 37% of woodland 
	8% of woodland owners; own 12% of woodland 
	 22% of woodland owners; own 16% of woodland 

	These landowners are seeking information about... 
	· Land improvement (trails, ponds, streams, etc.) 

· How to attract wild life 

· Keeping the woods healthy, beautiful and good for wildlife 

· How to choose reliable loggers and other service providers 

· Financial assistance for improving or maintaining their land 
	· Timber market trends and rates 

· How to choose reliable loggers and other service providers 

· Protecting woods from natural and human threats 

· Entrepreneurial activities like cultivating NTFPs (to garner extra income from woods) 
	· Timber markets 

· Government programs, especially tax incentives and cost share programs 

· How to protect their legacy; estate transfer issues 

· How to maintain the long term health and value of the land 

· Emerging threats and invasive species 
	· Ways to minimize land maintenance and management costs 

· Estate planning and land transfer 

	Current stewardship behaviors 
	· Despite their stewardship orientation, WR owners have some of the lowest rates of good land management behaviors like having a management plan, consulting foresters, getting green certifications, or putting their land in conservation easements 
	· The second-most likely segment to: participate in a cost-share program (12%), or have a management plan (9%) 

· Very few are enrolled in a certification program or have a conservation easement 
	· Most likely of all segments to participate in cost share programs, have management plans or conservation easements (but still small proportions) 

· Most likely to have worked with a forester, typically for timber sales 
	· Along with WR owners, least likely to have a management plan or participate in a cost-share program 

· Even smaller proportions have an easement or participate in a certification program 

	Main motivators of stewardship actions 
	· Stewardship ethic 

· Natural beauty and wildlife protection 

· Enjoyment of woods with family members, e.g., walking, hiking, camping and fishing 
	· Maximizing ongoing returns from woods without damaging the land ecologically or financially 

· Ethic of respectful and judicious land use 

· Fiercely possessive of land; reject any restrictions on land use 

· Enjoy recreation on land (including hunting); also enjoy tending their woods 
	· Want to maximize financial benefit from woodland 

· Concerned with long-term health of land (mainly to ensure it stays financially productive) 

· Want to keep land intact for heirs 

· Especially concerned about fire, pests and other threats that can damage vast tracts of land 
	· Want to reduce taxes and land management hassles 

· Want to minimize problems on the land (e.g. vandalism, trespassing) 

· Many in "holding pattern" until they can figure out what to do with the land or pass it on to the next generation 

· Want to keep land intact for heirs 
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	Woodland Retreat Owners
	Working the Land
	Supplemental Income
	Uninvolved

	Main barriers to good stewardship 
	· Lack of knowledge about what actions to take 

· Perception that woods manage themselves--many believe minimal human activity and interference is best way to promote woodland health 

· Many have small parcels of land, making some land management activities less practical or more expensive 

· Financial constraints 
	· Fixed ideas about what is good for woods; feel they know best 

· Mistrust of outside authority and expertise (e.g., fearful of getting swindled by loggers and consultants) 

· Wary of any limitations imposed on them (big barrier to participation in conservation easements or even tax relief schemes or cost share programs) 
	· Skeptical of most programs that impose restrictions on land use; might try to "work around" program requirements or do the minimum necessary 

· Need to be convinced that stewardship behaviors are cost-effective, at least in the long run; altruistic or environmental reasons are a harder sell 
	· Lack interest and/or knowledge to improve/manage their woods 

· Opposed to any restriction on land use rights 


	How to reach this segment 
	· Give them specific, easy, low-cost actions to achieve their objectives (e.g. attracting wildlife) 

· Challenge their belief that woods are best left alone 

· Help them understand the ecological significance of all woods (even small parcels) 

· Appeal to their sense of responsibility and stewardship 
	· Affirm their outdoorsy lifestyle and simple, traditional values 

· Give them information but don't tell them what to do--accept their independence and cautiousness 

· They actively seek information on land management; most like getting information is through word of mouth, relevant publications and direct mail also work 
	· Emphasize ways to enhance financial gains or maintain land value for future generations 

· Ready to learn more about land management--especially if it yields immediate or long-term financial benefits 

· Most keyed to the forest industry and "forestry" community, including landowner associations, trade publications, and events 
	· Not an easy target for conservation or woodland management campaigns 

· Messages should identify direct financial benefits, preferably without too much effort on their part 

· May be more receptive to incentives and programs that benefit both farms and woods 

· Can be reached by direct mail and traditional channels to reach farming community 

	Demographic and situational factors 
	· Education and income levels similar to all private woodland owners 

· More likely to be service or white collar workers 

· Tend to be younger than SI or UN owners 
	· Education and income levels similar to all private woodland owners 

· Tend to be more farmers or blue-collar workers, people who are used to manual labor 
	· Better educated and with higher income levels than other segments 

· Oldest segment, over half are retired; most others in professional or white-collar jobs 

· Have the largest plot sizes 
	· Education and income levels are similar to all private woodland owners 

· Tend to be older than WR or WTL owners 

· Most likely to have a farm attached to their woods; 1 in 7 is a farmer 
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About the Project





Tools for Engaging Landowners Effectively (TELE) is a project of the Sustaining Family Forests Initiative (SFFI), an ad hoc collaboration of universities, government agencies, industry, conservation organizations, certification systems, and landowners.  





America’s family lands present our biggest conservation challenge.  Nearly one million acres of our forests are being converted to development each year.  Forty-one percent of the forest in the contiguous United States is owned by families, and it is the forest most at risk of being fragmented and converted for development. Decisions made by 10 million family forest owners collectively enhance or degrade the landscape.  How they manage their forests and whether or not they convert them to other uses is of significant public interest. Reasonable estimates are that only 20-30% of them are being served by current programs aimed at conservation and sustainable forest management.





The goal of this multiyear project is to provide a practical set of tools to help conservation and forestry professionals reach more landowners with effective stewardship messages and develop programs that serve the needs and values of the landowners.  





Most natural resource professionals know that one-on-one conversations with landowners are the best way to influence them. This is because we intuitively tailor our conversations to the knowledge level, values and style of our conversation partners. We mirror their language, reflect their values, and try to build on the common ground we share with them. 





This material will help you do the same thing on a larger scale. It offers data and techniques to help you target your outreach activities to specific types of landowners. This will allow you to speak more meaningfully and persuasively to landowners, thus improving the outcomes of your outreach and yielding results like these:   





•Of 20 people at your presentation, 15 follow up to get more information.


•You have to close outreach for the forest stewardship program three weeks early because you've already enrolled as many landowners as you can serve.


•Your latest ad campaign elicits requests for material from 1,000 landowners, most of whom have never contacted your organization before.





This resource has been developed by the Sustaining Family Forests Initiative (SFFI) using data from the National Woodland Owner Survey. SFFI is a collaborative of federal and state forestry and conservation agencies, businesses, and nonprofit organizations that realize private landowners play a crucial role in sustaining and nurturing our natural resources. It is coordinated by the Yale School of Forestry and Environmental Studies and the U.S. Forest Service's Family Forest Research Center. 





This material is set up in four sections:





•A New Outreach Approach: to learn more about targeted marketing


•New Landowner Research: to understand landowner types and attitudes


•Make Your New Plan: to create a plan or to guide your team to create a plan


•Sample Plan: to understand how “Call Before You Cut” utilized this planning tool





Now, let’s get started!














A NEW OUTREACH APPROACH














A New Outreach Approach





In its broadest sense, marketing means designing programs to persuade people to take a desired action, whether it is enrolling in a cost share program, planting more trees, or getting a management plan.  Much of the outreach you do on a daily basis is, in fact, marketing. 





Targeted marketing means designing communications to bring about a specific behavior change in a selected group of people. Otherwise put, targeted marketing differs from a broad-brush approach in that it seeks to reach small groups of people with messages that are most likely to appeal to the people in each group based on an understanding of that group’s values, preferences, and other characteristics.  





The basic principles of this approach are:





Be clear about what you want people to do after they hear or read your message. We emphasize do because it is always more effective to design materials with clear action outcomes in mind. Yes, you want to educate or inform your audiences, but you also need them to take action if your program is to be a success.





Design your materials to appeal to a specific type of landowner. Different types of landowners are persuaded by different arguments and incentives. It therefore makes sense to design materials for specific groups that share similar values and will be persuaded by the same messages.





Make sure that your audience is exposed to your message several times and in the right contexts. Do you remember all the advertisements you saw on TV last night or all the billboards that lined your route to work? Neither do the people you want to reach! You have to work hard to get people’s attention. And most people need to see or hear (preferably both!) a message several times before they decide to act on it.





Listen to your target audience. Good communication, like good conversation, is a two-way exchange. Get audience input before designing your program, then seek feedback both during and after you implement the program.








Why Targeted Marketing?





Targeted marketing works because people are different and respond to different products and messages. 





That's why every carmaker offers so many different models of cars in so many different colors. Carmakers realized long ago that the best way to get more people to buy cars was to build cars that catered to different tastes and needs. As far back as 1930, Fortune magazine summarized General Motors' lineup as: "Chevrolet [is] for the hoi polloi, Pontiac for the poor but proud, Oldsmobile for the comfortable but discreet, Buick for the striving and Cadillac for the rich."





Today, it may seem odd to take marketing lessons from Detroit, but carmakers' historic ability to segment the market and cater to different values and tastes is one big reason for America's love affair with cars. Cars would not have come to dominate our economy, culture, and national imagination if all carmakers only made black sedans.





Targeted marketing is effective because it is specific and personal. It creates specific programs and materials that directly tap the imagination and values of different types of people. Targeted marketing has been successfully applied to many social issues, such as smoking, recycling, and seat belt use. These successes show that marketing campaigns change people's behavior as well as their perceptions about acceptable behavior. They often pave the way for tighter regulations that further reinforce behavior change. 





Just like black sedans, generic, undifferentiated efforts are unlikely to appeal to the majority of landowners and spur them to take action. It is better to create specific programs and materials that speak to the needs and values of different types of landowners.








Tips to Rev Up Your Outreach





Targeted marketing works because it pushes you to understand the people you're trying to reach and find ways to connect with them. Here are some ideas to try out:





Solve their problems. The easiest way to get landowners to pay attention to your materials is to lead with their questions and concerns. Once you have their attention, you can give them new information and ideas.





Avoid jargon. Don't use technical terms that might be familiar to you but not to your audience. Instead, use language that landowners use themselves. See the next page for terms to avoid.





Connect through shared values. Highlight the values you share with your audience and let them know you understand their perspective on the issue (even if it is different from yours). This makes your message more believable and relevant to your audience. 





Lead strongly. Communicators often list all the reasons to take a particular action, hoping that people will focus on the ones that make most sense to them. That's asking people to do too much work—if they don't see a good reason up front, they won't pay attention to your message. Lead strongly with one or two points that are likely to resonate with most, or many, members of your audience.





Get real. Make sure people have the resources to do what you're asking them to do. And if your "ask" doesn't fit with their world view at all, back up a little—perhaps you can ask them to do something else that fits with their resources, is less intimidating, and/or more acceptable.





Recognize differences. Landowners love their land for different reasons and express it in different ways. Don't ally yourself with the timber or any other industry, or with any group of service providers. State agencies should also avoid taking an environmentalist perspective; landowners will respond best if they see you as an unbiased resource that is not wedded to any ideology or industry.











From Forestry-Speak to Landowner-Speak





Words to use �
Words to avoid �
Notes and explanation �
�
Woods, woodland, woodlot �
Forest �
Woodland owners refer to their forested land as woods, and it evokes a warm feeling. Forests bring to mind larger tracts of land, usually owned by governments or corporations.�
�
Woodland owner or landowner �
Family forest owner �
See above. Landowner works because many woodland owners see their woods as part of an overall land-holding that includes a home, a farm, or pasture land. �
�
Respecting the land, looking after the land �
Technical terms like sustainable land management, stewardship, conservation, preservation �
Be careful not to assume an environmentalist mindset. Many landowners, even those who want to take care of their land, don't identify with environmentalism. �
�
Wildlife, critters �
Animal population, specific animals (like deer) �
Animal population is too sterile. Since landowners differ in what animals they regard as attractive or "pests," talking about attracting specific animals could backfire. �
�
Recreation, enjoy the land �
Hunting (which some people love but others hate) �
Hunting is an issue on which landowners are sharply divided; it elicits strong emotions. �
�
Harvesting trees �
Logging, timbering �
Harvesting implies a more thoughtful removal of trees with the health of the woods in mind. �
�
Keeping woods healthy �
Silviculture, forestry �
Landowners don't want to learn technical terms. �
�
Common names of flora and fauna �
Technical names of flora and fauna �
Landowners will be more likely to read the material and remember it. �
�
�














NEW LANDOWNER RESEARCH








New Landowner Research








America's 11 million landowners are a diverse mix of people who have many and varied reasons for owning land—they include rugged timbermen, country folk, urbanites, farmers, conscientious environmentalists, avid hunters, overworked professionals, and a host of other groups. To help make sense of these differences, the National Woodland Owner Survey (NWOS) has identified key variables that help to predict landowners' decisions and actions. 





These variables are:





Size of land holding


People with larger plots tend to see woodlands as a financial asset and often have a family tradition of land ownership. Larger plots are associated with regular timber harvests, employment of foresters, participation in government programs, and greater concern for restrictions on land use.





Tenure or tradition of land holding


Owners who have inherited their land are often most concerned about keeping it intact and passing it on to their heirs. New owners tend to be less knowledgeable but also more open to advice and information. 





Residence on the land


People who live on their woodland are usually more emotionally attached to it than people who don't. They spend more time in their woods, and may know their woods better. 





Farming background


Farmers tend to have a deep understanding of land management and a pragmatic approach to tending and managing woodland. However, they value farm land more than woods, and prefer to attend to their agricultural holdings. 





Reasons for owning land


This is the single most significant factor that defines landowners' orientation and behavior. Using NWOS data, SFFI has identified four "types" of landowners based on this variable.  These four landowner types are profiled in the Landowner Segment Comparison Chart.





Many of these factors are interrelated and work together to affect landowners' decisions.


�












The Prime Prospect Analysis





The Prime Prospect Analysis is an additional tool to help you identify woodland owners who are most likely to adopt stewardship behaviors.





Prime Prospects are landowners who have a stewardship mindset but are not engaged in managing their woods (e.g., they don't have management plans, they don't consult foresters, and they don't participate in programs such as cost-shares and easements). Understanding what proportion of landowners in your region falls into this category will help you see how many people you can expect to influence. Then you can look at what SFFI segments they fall into to develop ideas about how to influence them. 





According to NWOS data, 66% of landowners nationwide are Prime Prospects. The rest are Model Owners (7%), Opportunists (12%) and Write-Offs (14%). 





Model Owners have a stewardship mindset and are already taking many of the actions that natural resource professionals recommend. 





Opportunists are doing some management activities but not really out of a stewardship orientation--they may find these actions to be financially beneficial or otherwise convenient. 





Write-Offs are people who are not managing their land sustainably and don't demonstrate a stewardship mindset toward their land.





In most cases, your outreach is likely to have the greatest impact on Prime Prospects. However, you might want to target the other groups for specific actions. For example, you might want to persuade Model Owners to become more active in their communities and help you reach other landowners. You might want to work with Opportunists to "lock in" some of the good decisions they have made and highlight the financial benefits of additional practices. Write-Offs generally don't seek information on stewardship and forest management but they may be receptive to information on specific topics such as land transfer. 





State landowner profiles (available online at http://engaginglandowners.org/new-landowner-research/landowners-your-area) have information about what proportion of landowners in your state are Prime Prospects, Model Owners, Opportunists, and Write-Offs. These profiles also tell you how your Prime Prospects break out in terms of the SFFI segments: are they most likely to be Woodland Retreat, Working the Land, Supplemental Income or Uninvolved landowners? 





You can use both of these lenses to take a closer look at landowners in your state or region and choose a viable target audience for your communication.














MAKE YOUR NEW PLAN








This tool will systematically walk you through six steps for developing a targeted and focused communication plan. At each step, it will guide you through key decisions and point you to the information you need. You can share this document with your colleagues and consultants so that everyone is on the same page regarding the purpose, target audiences, messages and style of your communication.





Every step of this tool has three components. The Overview page describes what you need to decide at this planning stage and why that decision is important. The Tips and Ideas page offers some helpful strategies to clarify your thinking and directs you to relevant information about landowners. The last page--Instructions and Example--poses specific questions that you should address when writing your answers.  Also included is an overview of how one program--Call Before You Cut (CBYC)--addressed these questions in its communication plan. We have used the CBYC campaign as an example for all the stages so you can see how the decisions made at each stage fit with each other.





The next pages of material will walk you through the following six steps:


�
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Step 1: Objective (Overview)





All marketing communication is about influencing your target audience's thoughts and actions. 





The first step toward creating effective communication is to be clear about what change you want in your audience. This is your communication objective. It should be a simple sentence that says what you want your audience to do after they receive the communication.





A communication objective is not the same thing as the mission of your organization. It is also narrower than your overall program goal(s). It simply refers to a particular action by the target audience, which will help achieve your program goals and further the mission of your organization.





For example, if you are a state forestry division, your organizational goal may be to improve the health of the forests in your state. You might then launch a program whose goal is to get more families who own woodland acres to manage their woodlands more sustainably. To further that program, you might design materials with one or more of the following communication objectives: 





•To get more landowners to seek information about sustainable forest management


•To get more landowners to develop written stewardship/management plans


•To get more landowners to follow their stewardship plans





Step 1: Objective (Tips & Ideas)





Focus on behavior. Behavioral objectives are better than attitudinal objectives. Try to think of what you want your audience to do after they get your message. Is it to: seek more information about conservation easements? join a cost-share program? contact a forester? plant more trees? Try to express your objective with action words. Avoid phrases like "be more educated."


Even when designing an educational piece, think about what you want target audience members to be able to do after receiving your communication. For example, a precise and action-oriented objective for an educational presentation may be: Woodland owners will be able to recognize common pests and invasive species and take steps to protect their woods." 





Be realistic. Match the scope of your objective to the scale and medium of the communication effort (e.g. print, TV, internet or in-person). If you're planning an entire campaign, with many different materials, you can set a broad communication objective with more specific objectives for each communication product. But if you're designing a single piece, try to have one clear target behavior for your audience. 


For example, if you're designing an advertisement poster, "More landowners will manage their woods more sustainably" is an unrealistically ambitious objective. Can one poster actually accomplish that? It is better to focus your poster on specific target behaviors, such as: 


Landowners will seek more information for managing their woods sustainably


More landowners will consult a forester before cutting trees 


More landowners will request information about conservation easement.





Be specific. Specific and clear objectives provide better guidance for the content and style of the material. If the objective is too vague (like "raising public awareness"), it will be hard to design a campaign that has a real and measurable impact.





Here are some sample objectives for a presentation to a group of landowners:


Landowners will come away with a good understanding of our state's cost-share program (OK)


Landowners will understand how our state's cost-share program can help them (better, because it clarifies that you want to focus on the benefits to landowners)


Eligible landowners will contact us for more information about the cost-share program (also better, because it focuses on a specific action)





Link to program goals: When considering several possible communication objectives, choose the one that is most logically and directly linked to your program objectives.


 


Make sure it's doable: Make sure that your audience has the means to take the actions you are recommending. If not, you can either promote a different behavior that furthers the same program objective or direct audience members to relevant services or resources.





To arrive at your communication objective, answer the question: What would you like your audience to do as a result of this communication effort?





Also consider these questions:





•How does this communication objective advance your program goal? 





•Is your communication objective matched to the scope of the effort?














Step 1: Objective





Write your communication objective here and say how it relates to your program/conservation goals:





�


�


�


�


�


�
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Step 2: Define Your Audience (Overview)





If you design your materials to appeal to everybody, you may end up convincing no one at all. 





As we've seen in the segment descriptions, landowners are not a homogeneous group--their decisions about their land are grounded in different motives and considerations, and they are swayed by different arguments and incentives. That's why knowing your audience--which is really several different types of people who share the characteristic of woodland ownership--is critical to success. 





By segmenting your audience, you can tailor your communication to address what is most meaningful to them. The concept is simple--if you identify various small segments of landowners that have a similar orientation to their woodland, you can design communications that reflect their values, address their concerns, acknowledge their perspective, and speak their language. You can also make your outreach more efficient by disseminating materials via channels that are most likely to reach a given audience segment (for example, Working the Land owners or Woodland Retreat Owners). When done right, the "return" on this communication, i.e., the proportion of people persuaded, is much greater.





So, think about what primary audience segment you want to reach through this communication. Remember, these are not the only people who will respond to your communication--just those whom you want to persuade most strongly. Even if you define your target audience quite narrowly, your materials will reach and influence others too. 





If you are considering a comprehensive suite of materials, you can also define influencer or intermediary audiences. These are groups of people who can carry your message to your primary audience and/or help influence their decisions. If their influence is important enough, you might want to consider designing specific materials for these groups.





For a campaign promoting conservation easements, for example, tax professionals or estate planners may be important influencer audiences. For a program to quell the spread of invasive plant species, hunting and wildlife groups may be important intermediaries to help reach landowners.





Step 2: Define Your Audience (Tips & Ideas)





The easiest way to identify your primary target audience is to choose a segment that is most likely to respond favorably to your communication objective. SFFI has identified four basic types of landowners. Each type has a somewhat different orientation to their land and to their role as landowners. As a result, they see their land-management roles differently and respond to different kinds of messages that fit with their idea of their role. 





You can also target a specific segment based on the composition of landowners in your area. That way, your materials will speak most directly to the most prevalent type of landowner. To further refine this geographic analysis, SFFI has identified "Prime Prospects"--i.e. landowners who have a stewardship mindset but are not yet engaged in active management of their woodland. You can pick an audience based on which landowner segment is most prevalent in your state or, more specifically, which segment is most prevalent among the Prime Prospects in your state. 





Here are some other ways to define meaningful audience segments for your communication:





•People who can have the maximum impact on a particular environmental problem.





For example, people who: own land in a particularly sensitive geographic region; have larger tracts of land; can influence other landowners, etc. 





•People who have already done a specific behavior and are ready to take the next step.





For example, if you want to encourage people to follow up on their management plans, the target audience for this communication should be people who already have written management plans. 





•A particular demographic or interest group that you have the opportunity to reach via a particular channel or event.





For example, a brochure or article prepared for members of Ducks Unlimited is likely to be read by landowners who hunt. For this brochure, you may specifically want to target landowners who hunt. 


�•People who are in a similar demographic category or life situation that determines their interest in a particular conservation topic or activity.





For example, aging landowners are a good target audience for communications about planning for the future of their land; young families may be most receptive to communications promoting children's educational programs; and recent retirees may be a good audience for information about tax-relief programs for landowners.
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First determine your primary target audience--i.e., the people you most want to reach and influence through this effort.





Then answer the following:





•Why have you chosen this audience as your primary target?





•What other groups will also be influenced by your message, even though they are not your primary target?





•Will you design materials for intermediary or influencer audiences?








Step 2: Define Your Audience





Identify your primary target audience.  Be as specific as possible:
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List other audiences that will also be reached.  Identify important intermediary or influencer audiences (if any):
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Step 3: Profile Your Audience (Overview)








An audience profile is a summary of those attributes of your target audience segment that are relevant to the attitudes and behaviors you want to influence. The richer and more specific the information about your target audience, the more valuable it will be. 





Your audience profile should include information about:





•Broad values and attitudes that frame your audience's thinking and decisions about their woods and woodland management. 





•Specific information about how audience members view the target behavior--its perceived benefits or disadvantages relative to alternative courses of action, perceived ability to do the behavior successfully, etc.





•When audience members will decide to take (or reject) the recommended action and who or what will influence their decision. 





•Demographic and other information about audience members' life situation, media habits (e.g., are they TV watchers? Newspaper readers? People who scan bulletin boards in grocery stores?), lifestyle, and available resources. This tells you what's possible for your audience and how best to reach them.





This information will help you create a mental image of your "typical" target audience member. Let this image guide your decisions about your message strategy, outreach materials, and dissemination channels.





Step 3: Profile Your Audience (Tips & Ideas)





1. Start with the SFFI segment descriptions. A lot of rich information about landowners' broad attitudes and values is contained in the SFFI audience segment descriptions, which are a good starting place for your audience profile. Even if you have not defined your target audience based on these segments, you may find that one or another segment is more relevant to understanding your target audience, either because they are already doing similar behaviors or because their attitudes and beliefs predispose them take the recommended actions. Use SFFI's research-based descriptions of landowners as a starting point for profiling your target audience.





For example: If you have defined your audience geographically, find the prevalence of different segments in that area. SFFI offers information at the state level for many states, and at the regional level when state samples are not large enough. 





If you want to target people who might be predisposed toward a particular behavior, it will help to look at what types of people have already done the behavior in question. SFFI has statistical profiles of people who have taken the following actions: have a management plan; have a conservation easement; have sought advice about their woodland; and have cut trees for timber.





SFFI has also developed profiles of two important landowner segments based on situational factors--new owners and absentee landowners. 





2. Refine SFFI segment descriptions based on your state or region. If you have selected a particular SFFI segment--let's say, Woodland Retreat owners--look at the statistical profile of WR owners in your state. 





If you find, for example, that most of the Woodland Retreat Owners (WROs) in your state are absentee landowners, you should refine the basic description of this segment with what we know about absentee landowners: they are less connected with their woods; many own land for recreational or investment purposes; and they are more likely to plan to sell their land.





3. Look for other research on landowners. Do a quick online search to see whether you can find additional state or local information on landowners in your area. Or contact your colleagues to see if they have conducted any landowner research that can inform your communication.





4. Conduct audience research if needed. After you have compiled and digested all this information, think about what else you need to find out about your target audience. Most likely, you now know a lot about their general orientation and can formulate more specific questions about potential motivators, barriers. If you've worked closely with landowners, you and/or your colleagues may already have some good ideas about how landowners will react to different ideas. In addition, you can also find out this information by conducting some research (e.g. focus groups, interviews or surveys) with your target audience. 





The idea behind developing an audience profile is to understand your target audience's perspective on the topic about which you are communicating--their core concerns, what benefits of the target behavior they value, what might pose barriers to their adopting the behavior, how ready they are to understand and believe what you say, and what additional help and support they need to implement your recommendation.





Describe primary audience members’ general orientation towards woods and woodland management:
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Describe their beliefs about the target behavior and capacity to take action:
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Describe their reasons for taking action and the main barriers to acting:
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Describe their demographic make-up, cultural values, lifestyle, and media preferences:
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Develop your audience profile here, drawing upon SFFI segment descriptions, profiles of landowner segments in your state, and your own knowledge of landowners in your area. 





Try to find information in these categories: 





•General orientation toward woodland





•General orientation toward land management and use





•Beliefs and attitudes about the target behavior and its consequences





•Knowledge and capacity to implement the target behavior





•Main motivations and incentives for performing the behavior





•Main barriers to performing the behavior (including competing behaviors and beliefs, resource constraints, etc.) 





•Demographic attributes and other useful information about their lifestyle and media use
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Step 3: Profile Your Audience





Step 4: Clarify the Message (Overview)








Good messaging means giving audience members a compelling reason to take the action you're recommending and/or overcoming the primary barriers to taking that action. This is different from telling people what to do--it's telling them why (and/or how) they should do it.





Your message strategy lays out the argument that you will make to convince your primary target audience. It should consist of a few (no more than three) strong ideas that you want people to remember and believe. These ideas should be logically linked to the action you want audience members to take--i.e., if members of your primary target audience believe these key ideas, they are likely to take the recommended action.





Remember, this is about how your primary target audience makes decisions. You cannot assume that if your audience members simply know what you know, they will do as you would. They will filter your arguments and ideas through their value system and current concerns. Your job is to develop an argument that will pass that filter.





Step 4: Clarify the Message (Tips & Ideas)





1. Start with a Problem. People pay attention to information when it is relevant to a problem that they wish to solve or a concern they need to address. Framing your message as a solution to something your audience is already concerned about is often effective. Ask yourself: 





•Does my audience see a problem or have a concern?


•Is it important to them?


•Do they see the action I'm proposing as a way to address that problem or concern?


•Do they have the knowledge and resources to do what I'm asking?





The key to a successful message strategy is to start with a problem or concern that audience members regard as important. This gets their attention right away and primes them to follow the action you're offering. 





For example, if you are a conservation group, you may see runoff as a massive environmental problem, but your target audience--let's say Supplemental Income landowners--may not share your perspective. However, these landowners do care about damage to crops and farms. Linking last year's floods and subsequent farm losses to deforestation may be a necessary first step in your communication. Once you have their attention and they "see" the problem, they will be more open to the solutions you're proposing. So, instead of saying: "Plant trees because deforestation leads to many environmental problems such as runoff," you might say: "Last year's floods demonstrated how much harm we do ourselves and our farms and community by cutting away tress; if we plant some trees back, we can prevent or reduce this damage."





2.  Start with a Value. Another message strategy is to link a behavior to a core value or identity of the target audience. If people believe that this action is a way to live that core value or express an identity, then those who cherish that value or identity will "sign on" to your action. 





For example, Woodland Retreat landowners see themselves as stewards of natural beauty and wildlife. Therefore, linking management actions to biodiversity, protection of native species, and/or restoration of the natural landscape appeals to them. Working the Land owners, on the other hand, see themselves as knowledgeable and respectful users of natural resources and appreciate that land use patterns change over time. Appeals to enhancing the ongoing and long-term productivity of the land work especially well with them. 





Again, the key to success is tapping into the target audience's values and concerns. It also helps to start with affirming or reinforcing the value and then presenting recommended actions in that context. 





For example, Supplemental Income owners are most interested in ongoing income and investment value of their land. Conservation-oriented messages to this group should start with acknowledging their wish to maximize their income and earn money from harvests. Once common ground has been established, they will be more open to advice about managing their woods sustainably.











Step 4: Clarify the Message (Tips & Ideas)





3. Choosing among potential messages. As you start composing messages, you'll find that there are many ways to persuade a particular target audience to take a particular action. Base your message on the most urgent or significant value or problem that can be clearly and unequivocally linked to the target behavior.  Both the strength and emotional draw of the value/problem as well as the logical fit of the behavior with that value or problem make a difference. Your goal is to convince your audience that taking (or not taking) a particular action is an expression of their values and says something about them. 





What a behavior says about you can change over time. For example, recycling started out as a way for environmentalists to express a "greenie" identity. Over the years, it has become a normative expression of a responsible lifestyle. Today, not recycling makes a louder statement than does recycling. 





4.  Learn from other campaigns. Take some time to study others' outreach on similar topics. Review their materials, ask about their audience research, and ask them what's working for them. You will find that there are a few broad themes that underlie communications on any particular topic, although different campaigns may express or execute the same theme in different ways. Based on this survey of ideas and your knowledge of your target audience, you can choose a theme that is likely to work for your audience.





In this section, first write 2-3 sentences that summarize the argument that you will make to persuade your target audience to take the actions that you're recommending.





Also explain: What audience needs, values, or perceived problems you're addressing through your argument.
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Step 4: Clarify the Message





Write your basic message argument here:
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Say what audience needs, values or concerns your message speaks to: 
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Step 5: Channels & Materials (Overview)





Once you have finalized your message strategy, think about how you will get these ideas out to your target audiences. What dissemination activities will you undertake and what materials will you create to support those activities?





It is important to think about communication activities and materials together and budget adequately for both. Even the best-designed messages and materials cannot have an impact if they do not reach their target audiences. Therefore, first think about how you'll reach your target audiences and then decide what materials are needed for those outreach activities. 





If you're designing several types of materials, you can organize your activities into a campaign. A campaign is a coordinated set of outreach activities pulling toward a common goal. Different activities and materials within the campaign might be directed toward different audience segments or behavioral objectives to accomplish the overall program objective.





Reach and frequency are two important considerations when determining how much money you'll need for your campaign. Reach refers to how many target audience members get to hear your message. Frequency means how many times an individual is exposed to your message. One common rule of thumb is that people need to hear or see a message about six times before it begins to have an impact on their thinking and behavior. It also helps if they hear the message in different channels and from different sources.





The style and tone of your materials plays an important part in signaling who the materials are for and how you want to relate to your audience. While some general presentation rules apply to all landowners, you can also tailor your materials more precisely to reflect the tastes and values of your target audience segment and the landowners in your state. This helps get their attention. It also signals that you understand and share their perspective, making them more receptive to what you have to say.





Step 5: Channels & Materials (Tips & Ideas)





Primary and secondary materials. Primary materials bear the main burden of persuading the target audience. They are more "meaty" and carry the main message as well as supporting arguments and information. Supporting materials are designed to direct traffic and attention to the primary materials. 





For example: To increase participation in a cost-share program, your primary communication channel may be direct mail, with a detailed letter sent to all eligible landowners. However, you might use community presentations and/or local news stories to raise awareness of the program, tell landowners to expect the letter, and publicize a number to call if they have any questions.





Our research with landowners shows that direct, local, and targeted channels work better than broad-scale advertising or Public Service Announcement (PSA) campaigns. When landowners see your message in local newspapers or hear it on local radio shows and community events, they know your outreach is for and about them. In our research for the Call Before You Cut campaign, most landowners said that direct mail is the best way to get information to them.





Our research also shows that intensive outreach, even if short-lived, can be very effective. People are more likely to remember something if they hear it twice in the space of a week than if they hear it twice over a six-month period. So think about what makes more sense for your campaign--a slow, steady trickle or periodic spurts of activity?





Pay attention to the tone, style and visuals. The style and tone of your materials should match the tastes of your target audience and how they relate to their woods. Adopt a language and visual style that will appeal to your target audience, even if your own preferences are different from that.





For example, Supplemental Income landowners might prefer a more pragmatic and practical writing style, whereas Woodland Retreat landowners might be inspired by more evocative and emotional language. 





The style and tone of your materials can also reflect your organization's values. It can subtly convey how you are oriented toward this issue and how you want to relate to your audience (as an expert, a peer, a guide, a watchdog, etc.)
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List the primary channels and materials:
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List secondary channels and materials:
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Describe the style of the text and visuals:
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To develop this section of your plan, answer the following questions:





•What are your primary channels and materials?





•What are your supporting channels and materials?





•What style and tone do you want these materials to have?





Step 5: Channels & Materials





Step 6: Evaluate Your Work (Overview)





Evaluation is an integral part of audience-focused communication. Audience responses to your outreach provide valuable insights for improving current and future efforts. 





Generally speaking, evaluation activities fall into three categories-- 





Process measures tell you how well your outreach was conducted


Outcome measures tell you how your target audiences responded to your outreach (i.e., whether they took the actions you suggested)


Impact measures that assess whether the communication helped accomplish your overall program objectives





Because behavior change takes time, and it takes even longer for human actions to translate into measurable environmental impacts, the complete impact of your program may not be apparent for several years. That is why it is important to measure how well your program was implemented and how audiences received your message. These process measures are early signals that the program is working as planned. They also give you the ability to refine and adjust your program based on what's working. 





For example, if you find that most people who call your hotline say they heard about you on the radio, you might want to increase your radio advertising budget. Conversely, if some channels are not attracting a good response, you should consider altering those activities or stopping them in favor of those that are working well.   





Evaluation does not have to be expensive. It can be qualitative or quantitative, formal or informal. Often, a lot of useful data can be collected while you are implementing the program, e.g., by having sign-in sheets at presentations, asking landowners where they heard about your program, or monitoring how people are getting to your Web site. As a general rule, communication campaigns set aside 5% of their total budget to conduct process and/or impact evaluation. Think of this money as a way to maximize success for this campaign and an investment in learning for the future.





Step 6: Evaluate Your Work (Tips & Ideas)





1. Outcome indicators. To develop appropriate outcome indicators, work backwards from your communication and program objectives. Ask yourself:





•Is there any indication that people are doing as we asked? Can we measure their behavior or get them to report it to us?





For example, if the objective of your communication is to get more people to request management plans, monitor the number of plans requested during the campaign. You can also compare this to a similar time frame in previous years.


•Is there any indication that our audiences' actions are advancing our conservation objective?





For example, depending upon your program objectives, you might want to monitor the number of sustainably managed forest acres, the number of forested acres, or the number of acres in easements in your state.





2. Process indicators. To develop good process indicators, focus on who you want to reach, how you're doing that, and what you want them to think/believe about the target behavior. Ask yourself: 





•Are we reaching enough members of our target audience?





For example, you can assess your reach by counting meeting attendees or getting them to sign in; asking media outlets for readership and viewership numbers, etc. 





•Are our messages and materials being received well? Do people like our messages and materials and think they are relevant and important?





For example, ask meeting attendees to fill out a short survey; include a feedback card with your collateral material; or simply count the number of people who request additional information.





3. Proxy measures. When you cannot get direct answers to your questions, use proxy measures. For example, you may not have an exact idea of how many people saw your billboard advertisement, but you can estimate that number based on traffic volume figures compiled by the Department of Transportation. 





4. Time frame for results. Consider the time frame over which you expect to see changes in specific indicators. For actions like calling for additional information, you can expect immediate results. For others, like consulting a forester before harvesting timber, audience members may not have the opportunity to act on your recommendations for several years. In such situations, changes in audience members' beliefs and intentions are often good proxy measures.





Step 6: Evaluation
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To clarify how you will evaluate this effort, answer the following questions:





•What are your primary outcome indicators and how will you track them? (In other words, how will you know whether your target audience is taking the actions you intended?)





•What process or intermediate indicators will you monitor to get early feedback on how well the campaign is working?





•How will you measure the long-term impact of this communication on your overall program objectives?





Also consider: The time frame over which you expect change to occur.








As you develop evaluation activities, consider the time frame over which you expect change to occur and set up processes to measure those changes. 





List primary outcome indicators:
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List process indicators and intermediate outcomes:
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List indicators of long-term (program) impact:
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SAMPLE PLAN





CALL BEFORE YOU CUT








Sample Plan: Call Before You Cut





To arrive at your communication objective, answer the question: What would you like your audience to do as a result of this communication effort?





Also consider these questions:





•How does this communication objective advance your program goal? 





•Is your communication objective matched to the scope of the effort?














Step 1: Objective 








Write your communication objective here and say how it relates to your program/conservation goals:





The Call Before You Cut (CYBC) team developed this communication objective for the campaign: More landowners will consult a professional forester before cutting trees. 





CBYC's broad program goal is to improve the quality of logging so that forests can be sustained and environmental problems can be prevented. CBYC believes that if more landowners consult professional foresters before harvesting, the quality of logging will improve. This assumption ties the program objective (i.e., improve quality of logging) to the CBYC's communication objective (i.e., get landowners to consult professional foresters before logging).
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Sample Plan: Call Before You Cut
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First determine your primary target audience--i.e., the people you most want to reach and influence through this effort.





Then answer the following:





•Why have you chosen this audience as your primary target?





•What other groups will also be influenced by your message, even though they are not your primary target?





•Will you design materials for intermediary or influencer audiences?








Step 2: Define Your Audience





Identify your primary target audience.  Be as specific as possible:





The primary target audience for the CBYC campaign is Working the Land (WTL) woodland owners in six states--Illinois, Indiana, Iowa, Missouri, Ohio, and West Virginia. The selection of Working the Land Owners was based on: 





•The prevalence of different SFFI segments in the campaign states; and


•The relevance of the communication objective.





Most Prime Prospect landowners in the six campaign states fell into two groups--Working the Land (WTL) owners and Woodland Retreat (WR) owners. Of these two, WTL owners were more likely to harvest trees for timber and to believe in active management and productive use of their woodland. Therefore, they were the better prospects for this campaign.








List other audiences that will also be reached.  Identify important intermediary or influencer audiences (if any):





Campaign materials are relevant to all landowners who are planning harvests and are willing to invest time and effort into harvesting trees in the best possible way. This includes many Supplemental Income (SI) landowners and a few Woodland Retreat Owners (WROs). 





No materials will be designed for intermediary or influencer audiences.





Sample Plan: Call Before You Cut





Describe primary audience members’ general orientation towards woods and woodland management:





• Working the Land (WTL) owners see their woods as among their main assets and want to get the best from their land. They use the land intensively—for timber, firewood, nontimber


forest products, hunting and fishing, and other recreation—and value both recreational and commercial uses of woodland equally.  They tend to be farmers.





Describe their beliefs about the target behavior and capacity to take action:





WTL owners are comfortable with their local state foresters and aware of consulting foresters and other service providers (such as timber sales consultants). Not many landowners have used their services, but these consultants are generally thought to be better informed about the timber market than service foresters.





Describe their reasons for taking action and the main barriers to acting:





WTL owners are somewhat intimidated by the timber market. Because timber prices vary so much and pricing mechanisms are not transparent, it is hard for them to know what their trees are worth and whether they are getting fair market value for their timber. They believe that having insider knowledge and/or access is important for negotiating this market. They do see that consulting foresters could help them get a better price for their trees, but they balk at paying for this assistance. Cost is a major concern for them.





Describe their demographic make-up, cultural values, lifestyle, and media preferences:





Like other landowner segments, WTL owners are overwhelmingly Caucasian and tend to skew older than the general population. More than half are retired. WTL owners have a very local outlook. They value information from local sources


because they feel it is better tailored to their needs. They also trust it more.








Develop your audience profile here, drawing upon SFFI segment descriptions, profiles of landowner segments in your state, and your own knowledge of landowners in your area. 





Try to find information in these categories: 





•General orientation toward woodland





•General orientation toward land management and use





•Beliefs and attitudes about the target behavior and its consequences





•Knowledge and capacity to implement the target behavior





•Main motivations and incentives for performing the behavior





•Main barriers to performing the behavior (including competing behaviors and beliefs, resource constraints, etc.) 





•Demographic attributes and other useful information about their lifestyle and media use
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Step 3: Profile Your Audience





Sample Plan: Call Before You Cut





In this section, first write 2-3 sentences that summarize the argument that you will make to persuade your target audience to take the actions that you're recommending.





Also explain: What audience needs, values, or perceived problems you're addressing through your argument.
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Step 4: Clarify the Message





Write your basic message argument here:





This is what the CBYC campaign "said" to its target audience:





Your woods are a valuable asset. If you take care of them, they will serve you and your family well for many years to come. Good decisions at harvest time are crucial for getting the best from your woods now and preserving their value for the future. Call the CBYC campaign for information on how to plan your harvest to get the best value from your woods.








Say what audience needs, values or concerns your message speaks to: 





This argument taps into Working the Land owners' desire to maximize the long-term value of their woodland, where the term "value" is used broadly to include financial, recreational, and emotional benefits of owning woods.











Sample Plan: Call Before You Cut
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List the primary channels and materials:





The primary materials for the CBYC campaign are a Web site and information packet that give landowners information about the elements of a good harvest and how they can ensure that their cut is good for their pockets and their land.





Each participating CBYC state will develop customized supporting materials and outreach activities to promote the availability of these sources of information. These materials will direct qualified landowners (i.e., people who are looking to harvest their timber in the near future) to a phone line or to the campaign's Web site to request additional information. 





They include: 


•A poster for use at community sites and events


•A brochure for people to read more about the campaign, what it provides, and whom it is designed to help


•A contact card for people to keep (so they can call the campaign whenever they need information on timber harvests)


•A presentation for use in community setting





List secondary channels and materials:





n/a





Describe the style of the text and visuals:





CBYC materials will be designed with the following attributes: 





•Peer-to-peer, non-preachy, respectful tone


•Simple and direct style; common-sense, practical ideas 


•Truthful and authentic--no exaggeration, hype or fear-mongering


•Use of folklore, idioms, examples, and testimonials to persuade or make a point (preferred to arguments based on expertise, scientific explanations, and statistics)


•Project caution and thoughtfulness


•Visuals reflect audience members' love of the land and the various ways in which they enjoy their woods with their families





To develop this section of your plan, answer the following questions:





•What are your primary channels and materials?





•What are your supporting channels and materials?





•What style and tone do you want these materials to have?





Step 5: Channels & Materials





Step 6: Evaluation





Sample Plan: Call Before You Cut
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To clarify how you will evaluate this effort, answer the following questions:





•What are your primary outcome indicators and how will you track them? (In other words, how will you know whether your target audience is taking the actions you intended?)





•What process or intermediate indicators will you monitor to get early feedback on how well the campaign is working?





•How will you measure the long-term impact of this communication on your overall program objectives?





Also consider: The time frame over which you expect change to occur.








As you develop evaluation activities, consider the time frame over which you expect change to occur and set up processes to measure those changes. 





List primary outcome indicators:





The primary outcome indicator for the campaign is the number of landowners who are using foresters to help plan and/or manage their timber harvests. Depending upon availability of funds, the campaign plans to conduct a one-year follow-up survey with a random sample of the people who requested the informational packet to see whether they used a forester or did anything differently as a result.








List process indicators and intermediate outcomes:





Each state will assess the cumulative impact of its outreach by monitoring the number of people who call the campaign hot-line to request additional information about timber harvesting. Additionally, they will also monitor: 





•How the number of calls compares with similar requests before the campaign?


•What proportion of these calls are from people who are actually thinking about harvesting their trees in the near future?


•How many packets of information about timber harvesting were mailed out to callers?





In addition, each of the CBYC implementing states will monitor process indicators that are tailored to their specific outreach activities, e.g., attendance at meetings, media impressions, etc.








List indicators of long-term (program) impact:





The CBYC currently has no defined plans to monitor this, but good indicators that are being considered include: a reduction in the number of "bad" cuts; increase in use of consulting forester services; and a reduction in the number of people who call state foresters to complain about poor harvesting practices.











