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For This Workshop,
You Will Need:

Warm Up Exercise

How many articles in today’s newspaper?
And how many of them can you remember?

Warm Up Exercise

How many pieces of mail did you receive this week?
And how many can you remember?

Warm Up Exercise

How many times did you use Facebook last week?
How many ads can you remember?

Warm Up Exercise

The last time you put gas in your car, what was the
“pump topper” advertisement for?




Warm Up Exercise

I know that half
my advertising is
wasted, T just
don't know which
half.

-- John Wannamaker
1838-1922
Father of Modern Marketing

*
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Key Takeaway

Most people:
eOverlook your message
eForget your message
elgnore your message
... ho matter how good that message is!
Rookies get their feelings hurt when this happens
Veterans expect this to happen and plan accordingly

Agenda

Orientation Exercise

Terms of Art

“What Went Wrong?” Exercise
Terms of Art

o Target Audience
Impressions

o

Conversions
o Cultivation
Final Exercise

o

The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)

Terms of Art

The Term What Does It Mean?

Who you will spend time and money

Target Audience to try to reach

How you will deliver your message to

Impression the Target Audience

How the Target Audience will
Conversion respond to your message -- and how
you will know

How you will stay in touch and

Cultivation nurture the relationship

Exercise #2: What Went Wrong?

On the following slides, imagine we have tried to reach the
individuals in the picture to engage them in your work. But
something went wrong. Was it...

e Target Audience Mismatch: We made the wrong
choice for delivering our message to the target audience

e Impression: The target audience overlooked, forgot, or
ignored our message

e Conversion: The target audience didn’t know how to
respond, or they gave up after trying

e Cultivation: We failed to contact the target audience
again after they first responded




Exercise #2: What Went Wrong?

Did I see your video on
YouTube?? I've never
seen anything on
YouTubel!
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Exercise #2: What Went Wrong?

Exercise #2: What Went Wrong?

You say those ads ran on my
favorite station? I don't
remember hearing them.

Exercise #2: What Went Wrong?

You say those ads ran on my
favorite station? I don't
remember hearing them.

Exercise #2: What Went Wrong?

How the & %$#@! am I
supposed to RSVP for
this event?

Exercise #2: What Went Wrong?

Conversion: They didn't
know how to respaoRd, or they
gave up tryin

How the & %$#@! am I
supposed to RSVP for
this event?




Exercise #2: What Went Wrong?

T enjoyed volunteering
for you that day, but I
never heard from you
again.

Exercise #2: What Went Wrong?

You say the
newspaper wrote

about you. That's
great. (Eyes rolling)

Exercise #2: What Went Wrong?

The local
environmentalists
gave my lake a D+?/?!

I don't know what to
do about that.
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Exercise #2: What Went Wrong?

Cultivatiom\\We failed to
stay in\tsuch

T enjoyed volunteering
for you that day, but I
never heard from you
again.

Exercise #2: What Went Wrong?

Target Audience
Mismatch:

tosthe target audience

newspaper wrote
about you. That's
great. (Eyes rolling)

Exercise #2: What Went Wrong?

Conversion: They didn’t
know how to respond, or they

p trying

The local
environmentalists
gave my lake a D+1?1?!

I don't what to do

about that.




Exercise #2: What Went Wrong?

I don't remember
getting an email from
you about that...
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Exercise #2: What Went Wrong?

Impression: They
overlooked, forgot, or ignored

I don't remember
getting an email from
you about that...

Exercise #2: What Went Wrong?

T called the number
to report an oil slick
on the water. I lefta
message. Nobody

ever called me back

Exercise #2: What Went Wrong?

Cultivation: We failed to
in touch

I called the number
to report an oil slick
on the water. I left a
message. Nobody

ever called me back

Exercise #2: What Went Wrong?

This membership
invitation just isn't
100% convincing

Exercise #2: What Went Wrong?

Impression: They
overlooked, forgot, or ignored
our mgssage

This membership
invitation just isn't
100% convincing




Exercise #2: What Went Wrong?

T sighed your petition.
You never told me how
it turned out!

Exercise #2: What Went Wrong?

I don't read any
environmental blogs
or newsletters.

Exercise #2: What Went Wrong?

I read some article about
native plants? It sounded
cool but I have no idea
how to get started.
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Exercise #2: What Went Wrong?

I sighed your petition.
You never told me how
it turned out!

Exercise #2: What Went Wrong?

I don't read any
environmental blogs

Mismaraieh: We made the

wrong—ho Qr delivering
the message to the target
audience

Exercise #2: What Went Wrong?

T read some article about
native plants? It sounded

Conversion: eyt
know how toxgspond, or the

gav




The “Slope”

O )

Overlook, Forget, Ignore
(Only rarely refuse)
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“Target Audience”

If you deliver your message to the right
people:

eThey are more likely to notice
eThey are more likely to remember

eThey are more likely to respond

“Target Audience”

Define your Target Audience as the group you
will spend time and money trying to reach. The
Target Audience meets your criteria for:

e Location
e Behavior and/or Attitudes
e Demographics

Estimate the number of people in your target
audience!

Newspapers & Magazines

AARP Magazine Readers Off Road Magazine Readers

You have time to call one magazine editor this afternoon
and propose a story about your drug take back program...

In Person Presentation

Garden Club Elks Lodge

You have one free evening this week to make a
presentation about how to install a rain barrel.

Social Media

PA. Facebook Users
Interested in “Wildlife”

PA. Facebook Users
Interested in “Environment”

Which type of Facebook user would be more likely to sign
a petition to the Pennsylvania governor about the
environmental budget?




Mail

Households with a history
of donating to charity

Households interested in
“Green Living”

You have a budget to mail 3,000 acquisition (membership invitation letters) to
prospects around Corpus Christi Bay. Which category would give you a better
response? *
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Phone

People who keep their boat People who shop at the
at alocal marina local West Marine store

Two local businesses have provided you with customer
lists so you can call and promote your boat “pump out”
program. Which list would you call first?

What Conservation Professionals
Focus On

e Stormwater runoff

o Watershed management
e Climate adaption

e Biodiversity

e Sustainable development
o Interbasin transfers

e Agricultural best practices
e Biodiversity Conservation
e FEtc...

Conservation professionals’ instincts are to organize
outreach and communication around topics

What Outreach Professionals
Focus On

e Farmers along the creek
e Potential major donors
e Activists around the state

e Boaters & anglers who use
the lake

e Residents near the toxic
waste site

e Concerned citizens in the
county

e Businesses that have to

o ) comply with this regulation
Communication professionals learn to organize outreach

and communication around audiences




The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)

Words of Wisdom

It's almost always
better to reach 25
people 4 times each...

...Than to reach 100
people one time only

Impressions to Conversions

The most common math that
professional communicators use is to
determine the conversion rate, a.k.a the
response rate:

Number of conversions (or responses)
divided by the number of impressions
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Exercise #3: Impressions

Using a calculator, figure out the conversion rate you GOT
(in the past)

Impressions: Rules of Thumb

High Bang, High Buck

Impressions: Rules of Thumb

Let me tell you
about this great
thing I tried...

Hey guys, I need
a favor

Rules of Thumb for
High Bang, High Buck Impressions

e Response rates 10%,
20%, 30% or maybe
even higher

e Maximum results
achieved after just 2
or 3impressions

Impressions: Rules of Thumb

Middle Bang, Middle Buck

Impressions: Rules of Thumb
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Impressions: Rules of Thumb

Impressions: Rules of Thumb

Rules of Thumb for
Mid Bang, Mid Buck Impressions

e Responserates in
single digits -- .5% to
5%

e Maximum results
achieved after 3to 7
impressions

Impressions: Rules of Thumb

Low Bang, Low Buck

Impressions: Rules of Thumb

Your Message Here

Impressions: Rules of Thumb
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Impressions: Rules of Thumb
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Impressions: Rules of Thumb

Impressions: Rules of Thumb

Advertiser $ Spent Per Year
~$5 Voter 2014
~$3 Voter 2014
Licensed
$4.50 Driver 2013

Rules of Thumb for
Low Bang Low Buck Impressions

e Response rates are a
tiny fraction of 1%

e Need to make
dozens of
impressions before
maximizing results

Impressions: Rules of Thumb

Imagine there are 100 farmers within a 20
mile radius of this workshop

Impressions: Rules of Thumb

You call 100 farmers on the phone. You get a 32% response rate.
How many show up?

12
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Impressions: Rules of Thumb Impressions: Rules of Thumb
You email 100 farmers. You get a 5.7% response rate. You post a notice in the newspaper that 100 farmers read. You get a|
How many show up? .09% response rate.
How many farmers show up?

Impressions Exercise #4: Impressions

Professional communicators choose
how to make their impressions after
they:

e Define their target audience

e Determine how big the audience is

e Set a goal for the # of responses they

need
Using a calculator, figure out the conversion rate you
NEED (in the future).
Exercise #4: Impressions Impressions: A Key Takeaway

Rookies usually overestimate how well their
outreach should work, and therefore
underestimate how much of it they need to
actually do.

In most cases, you will need to reach your
audience several times in 2 or 3 different ways to

achieve any reasonably ambitious goal.
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The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)
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Conversion

If your message provides an opportunity
to respond:

e They are more likely to respond

e They are likely to remember that they
responded

e They are more likely to remember the
message that prompted their
response in the first place

Conversion

The "conversion" is where you have the
opportunity to ask five magic questions:

e\What is your name?

e\What is your email address?
e\What is your phone number?
eHow did you hear about us?

e\Would you like to stay in touch?

Conversion

Conversion

Conversion
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Conversion
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Conversion: Term of Art

e Whenever you use print, broadcast,
or open air messages to try to send
people to a website or social media
account, that is called the offline >
online conversion.

e Offline > online conversion rates
are even lower than our usual rules of
thumb.

Conversion: Offline > Online

Method of Cost Per Visit to
Promoting Website
Website
Radio Ad $118
Facebook Ad $.96

From a Water Words That Work LLC client project. You mileage may vary.
Facebook ads and radio ads are both “low bang, low buck” impressions

Conversion

The "conversion" is where you have the
opportunity to ask five magic questions:

e\What is your name?

e\What is your email address?
e\What is your phone number?
eHow did you hear about us?

e\Would you like to stay in touch?

Conversion

I know that half
my advertising is
wasted, T just
don't know which
half.

-- John Wannamaker
1838-1922
Father of Modern Marketing
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Cultivation

Typical tools to stay in touch: Sign in sheets,
spreadsheets, email blast tools, and contact databases

The “Slope”
Overlook, Forget, Ignore
(Only rarely refuse)
Cultivation

Once you have their contact information, you
use it to:

e Send "thank you" emails and notes

e Urge them to take another conservation
action

Send updates on your accomplishments

Solicit their opinion on your next move
e Etc.

And you record how they respond!

Cultivation: Exercise #5

My name is ... I'm a
converter

Cultivation: Exercise #5

Tell us:

e What conversion are you
“confessing?”

e Why were you the target audience?

e What type of impression prompted
you to convert?

e How have they tried to cultivate you
since then? :

The “Slope” -- a.k.a. The Basics

Overlook, Forget, Ignore
(Only rarely refuse)

|
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Big Steps: Exercise #6

You run a hypothetical nonprofit conservation organization.
Along the way, you have made an impression and converted
these five individuals. You have carefully tracked your
cultivation efforts in your database.

Big Steps: Exercise #6

What cultivation
Major Action Best Candidate responses suggest they
are the best candidate?

Organize a fundraising dinner at
home

Meet with a state senator about
the environmental budget

Organize a workshop about “eco-
friendly” lawn care

Join the board of directors

The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)

Also known as “The Basics,” most conservation
organizations make excuses for ignoring them.

Famous Last Words

These conservation professionals are ignoring the basics.
What excuses might they be making?

We can't be

bothered with brochure and a
the basics website. Isn't
because our work that the basics?
is SO

IMPORTANT!

If we have a cool logo
and a catchy slogan,
we can skip the
basics

Isn't it somebody
else’s job to take

care of the
basics?

Key Takeaways

Most people:

eOverlook your message

eForget your message

elgnore your message

... o matter how good that message is!

Rookies get their feelings hurt
Veterans expect and plan for this

1/21/2015
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Words of Wisdom
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It's almost always
better to reach 25
people 4 times each...

...than to reach 100
people one time only

Key Takeaways

Rookies usually overestimate how well their
outreach should work, and therefore
underestimate how much of it they need to
actually do.

In most cases, you will need to reach your
audience in 2 or 3 different ways to achieve any

reasonably ambitious goal.

Wrap Up: To Learn More

Q&A
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