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Exercise #1: Warmup

Warm Up Exercise

Receive "Snail Mail" 95%+
Own a cell phone 91%)
Use the Internet, at least occasionally 85%
Send or receive email regularly 76%)
Use search engines 76%)
Use a social networking site 72%
Have (and use) a landline phone 62%
Own a smartphone 56%
'Watched news on TV "yesterday" 55%
Got news on the Internet "yesterday" 39%
Read a newspaper article (print or online) "yesterday" 29%
Do not access the Internet at all 15%)

Agenda

e Warm Up Exercise

e Quick Recap

e “Ready, Aim, Fire” or “Ready, Fire, Aim”
e The Slope & The Outreach Strategy

e This Session’s Challenge & Target
Audience

e Five Ways to Research Your Target
Audience

o Q&A

Key Takeaways

Rookies usually overestimate how well their
outreach should work, and 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.

Words of Wisdom




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

...than to reach 100
people one time only
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The “Slope”

O )

Overlook, Forget, Ignore
(Only rarely refuse)

We Are Aiming at the Audience With...

Ready, Aim, Fire!

Carefully researching your target audience is the most important thing you can do to
ensure that your outreach effort is successful. Conservation professionals usually
skip this altogether!

Ready, Fire, Aim!

But if you jump into an outreach effort without researching your target audience,
your efforts are very likely to backfire

Review

Professional communicators:
e Define their target audience

e Determine how big the audience is

e Set a goal for the # of conversions they
need

e Before they decide how to deliver their
message




Outreach Strategy Brief

A planning guide for
outreach and
communications
activities.

1/21/2015

Today’s Goal

Fiction County

Imagine we all work for the Fiction County Conservation District. We are trying to
promote a variety of education programs for kids.

The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)

Today’'s Target Audience

Mary Mom, who has three children under the age of 12.
She lives within 15 miles of the nature center.

Outreach Strategy Brief P.3

Mary Mom

Open your outreach brief to page 3 and
write “Mary Mom” as your Audience
Avatar.

The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)




Outreach Strategy Brief P. 5

Mary Mom Attend event and signDatabase
in

Open your outreach brief to page 5 and write the
details of your conversion.
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The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)

Outreach Strategy Brief P. 5

Mary Mom Thank you Email News Email News
email #1 #2

Open your outreach brief to page 5 and write the
details of your cultivation.

The “Slope”

Overlook, Forget, Ignore
(Only rarely refuse)

Outreach Strategy Brief P. 5

Mary Mom Volunteer She will fill out
form and show

up!

Open your outreach brief to page 5 and write in what a
big step might be.

Outreach Strategy, Page 5

Mary Mom 7
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Five Ways To Research
(and Reach) Your Target Audience

« Tool #1: The U.S. Census
 Tool #2: Direct Marketing
» Tool #3: Search Engines

» Tool #4: Online Groups &
Forums

* Tool #5: Traditional Media

Tool #1: The Census:

Unbiased But Basic

Start with Census data when planning outreach activities
Use it to "reality check" commercial targeting options
WWW.Census.gov

Exercise #2: Census

Pick one county where your organization is
active, then:
» Guess the population of the county

* Guess the % who have a four-year
college degree (or higher)

» Guess the % of females in the county

» Guess the % people aged 18 or younger

Exercise #2: Census

Now look it up yourself.
Visit www.census.gov and open the Quick Facts.

Exercise #2: Census

Find your state and pick your county

Exercise #2: Census

Look up “Persons under 18 years” and “Female persons”
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Tool #2: Direct Marketing:

Precise, But Creepy

Tool #2: Direct Marketing:

Precise, But Creepy

Tool #2: Direct Marketing:

Tool #2: Direct Marketing:

Precise, But Creepy

Precise, But Creepy

» Market research companies compile this
information and create profiles of all of us and
then they sell this information right back to
us!

 Their exact data sources and matching
techniques are a closely guarded trade secret.
We can only deduce how they might
compile this information.

Receive "Snail Mail" 95%-+
Own a cell phone 91%|
Use the Internet, at least occasionally 85%)
Send or receive email regularly 76%)
Use search engines 76%)|
Use a social networking site 72%
Have (and use) a landline phone 62%)
Own a smartphone 56%
Watched news on TV "yesterday” 55%
Got news on the Internet "yesterday" 39%
Read a newspaper (print or online) "yesterday" 29%
Do not access the Internet at all 15%) ]

Tool #2: Direct Marketing

Precise But Creepy

Pros Cons

Able to deliver messages to highly targeted | Message delivery is mostly “old
individuals school” - mail, phone, door-to-door

Can use databases to research populations | You cannot independently verify data

even if you don't buy lists quality
There are many database vendors to choose | It's hard to know which one is the best
from choice for you

Mailing addresses and phone numbers are | Bulk mail and telemarketing is
cheap expensive.

Getting staff and volunteers to “cold
call” strangers is hard

Exercise #3: Direct Marketing

Mary Mom is our target audience. So let's

find her.

In your county, guess how many people
are tagged as “Female with children at

home”

Guess a humber, not a %




Exercise #3: Direct Marketing

http://www.infousa.com
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Exercise #3: Direct Marketing

Now look it up yourself.
Visit www.infousa.com and click “Find Consumers”

Exercise #3: Direct Marketing

Exercise #3: Direct Marketing

For the exercise, select “All leads”

Exercise #3: Direct Marketing

)

[ ]

Open Geography and select your county

Exercise #3: Direct Marketing

)

)

Open Demographics and select “Adult Gender”




Exercise #3: Direct Marketing

]

Open Optional and select “Households with Children”
Then update the count.
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Exercise #3: Direct Marketing

InfoUSA has dozens of data selections that might be relevant to you --
and there are dozens of companies like InfoUSA out there!

Outreach Strategy Brief P. 3

Mary Mom [ ]

Open your outreach brief to page 3 and
write the # and the source as
“InfoUSA”

Tool #2: Direct Marketing:

Precise, But Creepy

]

Facebook advertising is fundamentally similar to direct marketing.

You can play with the targeting right off your own personal profile page.

Tool #3: Google Optimization

Free But Not Easy

Will they find you here?

From the Warm Up Exercise

Criteria % of Americans

Receive "Snail Mail" 95%-|
Own a cell phone 91%
Use the Internet, at least occasionally 85%)
Send or receive email regularly 76%)
Use search engines 76%)
Use a social networking site 2%
Have (and use) a landline phone 62%)
Own a smartphone 56%
\Watched news on TV "yesterday" 55%
Got news on the Internet "yesterday" 39%
Read a newspaper (print or online) "yesterday" 29%
Do not access the Internet at all 15%




Tool #3: Google Optimization

Free But Not Easy
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Tool #3: Google Optimization

Free But Not Easy

“Optimization” means
designing a website or
web page to turn up in the
target audiences’
searches.

Tool #3: Google Optimization

Free But Not Easy

Which term do you think Mary Mom is most likely to use?

Tool #3: Google Optimization

Free But Not Easy

There are many tools that can tell you how many
monthly searches there are for various terms. This one
is free and about the easiest to use.

Tool #3: Google Optimization

Free But Not Easy
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Tool #3: Google Optimization

Free But Not Easy

Family Activities at the Fictional County
Nature Center

Blah blah blah blah blah blah blah. Blah
blah family activities blah blah. Blah blah
blah blah blah blah blah. Blah blah blah
blah blah blah blah. Blah family activities
blah blah blah blah blah blah. Blah blah
blah blah blah blah blah.

Things to do with Kids at the Fictional
County Nature Center

Blah blah blah blah blah blah blah. Blah
blah things to do with kids blah blah. Blah
blah blah blah blah blah blah. Blah blah
blah blah blah blah blah. things to do with
kids Blah blah blah blah blah blah blah.
Blah blah blah blah blah blah blah.

The content on the right is “optimized” for
Mary Mom, the page on the left is not.

Tool #3: Google Optimization

Free But Not Easy

Pros Cons

Researching Google Keywords and
optimizing websites is a low cost
activity

Researching Google Keywords
and optimizing websites is a
high skill and time
consuming activity

“Optimized” websites pay off with
more site visitors over long periods

“Optimizing” a website does
not produce short-term traffic
bursts

You can “optimize” a website for
any type of target audience

“Optimizing” is usually only
worth it if the target audience is
quite large

Tool #3: Google Optimization

Free But Not Easy

Tool #3: Google Optimization

Free But Not Easy

Which term do you think Mary Mom is most likely to use?

Tool #3: Google Optimization

Free But Not Easy

Tool #3: Google Optimization

Free But Not Easy

Which term do you think Mary Mom is most likely to use?

10



Tool #3: Google Optimization

Free But Not Easy
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Tool #3: Google Optimization

Free But Not Easy

Which term do you think Mary Mom is most likely to use?

Tool #3: Google Optimization

Free But Not Easy

Tool #3: Google Optimization

Free But Not Easy

Which term do you think Mary Mom is most likely to use?

Tool #3: Google Optimization

Free But Not Easy

Tool #3: Google Optimization

Free But Not Easy

In early 2015, Water Words
That Work LLC released
the results of a “National

Waterways Literacy
Baseline Assessment.”
One thousand American

adults weighed in on
various topics that are
relevant to this workshop.

11



Tool #3: Google Optimization

Free But Not Easy
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Tool #3: Google Optimization

Free But Not Easy

Here are just a few of the searches they recalled
conducting:

“Problems with waterways today”

“water pollution control at home”

“local water ratings”

“Where to dispose of motor oil”

“state beach pollution”

e “Tips to clean or reuse water”

Is this the kind of language that appears on your
website?

Exercise #4: Google Optimization
Free But Not Easy

Thinking about Mary Mom, put these terms in order from most
likely to least likely that she would use these terms in a search:

» Stormwater Management
* Freshwater

* Drinking water

« Pollution control

e Family

* Nature

* Water bug

« Benthic Macroinvertebrate
¢ Health

* Riparian Buffer Zone

Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

Criteria % of Americans

Receive "Snail Mail"

95%¢+

Own a cell phone 91%)
Use the Internet, at least occasionally 85%)|
Send or receive email regularly 76%

Use search engines

76%

Use a social networking site

72%

Have (and use) a landline phone

62%)

Own a smartphone

56%)

'Watched news on TV "yesterday"

55%

Got news on the Internet "yesterday"

39%)

Read a newspaper (print or online) "yesterday"

29%

Do not access the Internet at all

15%

Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

12
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Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

Pros Cons

Researching groups doesn't cost
anything and doesn’t require
specialized skill

No guarantee that appropriate
groups exist

Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

You can reach hundreds or
thousands of people at no cost

Many group members are not
currently active

Group members can easily forward
your message to others if you get
their attention

Some groups are dead or full
of spam

Groups are almost always free to
join

Every group has a different
moderator, rules, and
etiquette.

Facebook

e You find groups by
using the search box
and clicking “see more
results”

e Some groups are open,
some are closed

e “Seen by” feature
allows you to see how
much attention you
actually got

Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

Craigslist

e Mostly used for
classified ads, but...

o The Community section
is a place to announce
events, volunteer
opportunities,
discussion, etc

e Most postings are free

e Craigslist sites are
available for hundreds
of U.S. Cities.

Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

Meetup.com

e A popular site for
organizing in-person
gatherings of all kinds

e Online discussion is
modest. The focus is on
getting together in the
real world

e Some groups are open,
some are closed

Tool #4: Online Groups & Forums

Birds of A Feathe

r Flock Together

LinkedIn

e Groups available for
every conceivable
professional and
geographic niche

e Some groups are open,
some are closed

e Can announce events,
post jobs, etc

Tool #4: Online Groups & Forums
Birds of A Feather Flock Together

Yahoo! Groups

e Old school email group
system, but it has been
around for a long time and
many groups are still very
active

Requires a Yahoo! account
to participate

Some groups are open,
some are closed, some are
moderated, some are
nothing but spam

13



Tool #4: Online Groups & Forums
Birds of A Feather Flock Together
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Google Groups

e Old school email group
system, but it has been
around for a long time and
many groups are still very
active

Requires a Google account
to participate

Some groups are open,
some are closed, some are
moderated, some are
nothing but spam

Exercise #4: Online Groups & Forums
Birds of A Feather Flock Together

e The moderator of a thriving social media group
(whose members fit your target audience profile)
is a VIP. Treat them that way

e The moderator’s job is to prevent their group
from being overrun with spammers

e The moderator thinks you are a spammer until
you demonstrate otherwise

e So itis good etiquette to politely “pitch” the
moderator (share your message) before posting
to their group

Exercise #4: Online Groups & Forums
Birds of A Feather Flock Together

Exercise #4: Online Groups & Forums
Birds of A Feather Flock Together

Exercise #4: Online Groups & Forums
Birds of A Feather Flock Together

L

Exercise #5: Online Groups & Forums
Birds of A Feather Flock Together

You have the descriptions of five social media groups that Mary Mom

might belong to.

14
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Exercise #5: Online Groups & Forums . " ;
Birds of A Feather FIockToE;)ether TOOI #5 Trad|t|0na| Medla

Big & Sloppy

You have five short “pitches,” each one tailored to appeal to the interests
of one of those groups. Which pitch best matches which group? *

p Big & Sloppy
ReCEive "snail Ma”” 95%+
Own a cell phone 91%)
Use the Intemet, at least occasionally 85% Traditional media audiences are Traditional media audiences
: large may be outside your area
Send or receive email regularly 76%)
Use search engines 76% We get excited when we are in the | Most people are suspicious of
news and on the air! journalists and journalism
Use a social networking site 72%
Have (and use) a landline phone 62% . People on t.he go seldom write
Radio reaches people on the go down websites or phone
Own a smartphone 56%) numbers
Watched TV "yesterday" 55% -
atched news on TV 'yesterday ° Newspaper readers are an elite Newspaper readers are an
Got news on the Internet "yesterday" 39%)| slice of the community elite slice of the community
Read a newspaper (print or online) "yesterday" 29%
Do not access the Internet at all 15%

Tool #5: Traditional Media Tool #5: Traditional Media

Big & Sloppy Big & Sloppy

15



Tool #5: Traditional Media

Big & Sloppy

You can research a media outlet’s audience by reviewing
their “rate card.” This is a tool the media outlet
(newspaper, magazine, radio, tv, etc.) uses to sell
advertising

« Contains summary information about estimated size,
demographics, and interests of the audience

 Estimates are provided by the outlet itself, and tend be
self-serving

* You can usually find the media kit/rate card right on the
outlet's website. Just click the link labeled “advertising.”
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Tool #5: Traditional Media

Big & Sloppy

Tool #5: Traditional Media

Big & Sloppy

Exercise #6: Traditional Media

Big & Sloppy

Audience Criteria

Description:

Fiction County Tattler Metro Parenting

Weekly Suburban
Newspaper

Magazine

Monthly magazine
aimed at parents

Metro Popular
Morning Radio Show

Morning “Shock
Jock” DJ

Circulation Area:

Fiction County Only

Fiction County + 6
other counties in the
metro region

Fiction County + 10
other counties in the
metro region

Circulation #: 35,000 25,000 150,000
Readership Gender: [55% M 45% F 35% M 65% F 61% M 39% F
Readership BA. or Higher 60% BA. or Higher 45% BA. or Higher 22%
Education:

Readership Parental
Status:

Kids at home 44%

Kids at home 90%

Unknown

Let’s imagine you have enough money to place one advertisement
and enough time to pitch one story to reach Mary Mom. How would
you allocate your effort among these three outlets?

Ready, Aim, Fire!

Carefully researching your target audience is the most important thing you can do to
ensure that your outreach effort is successful. Conservation professionals usually
skip this step altogether!

Ready, Fire, Aim!

If you jump into an outreach effort without researching your target audience,
your efforts are very likely to backfire

16



Wrap up
Outreach Strategy Brief P. 5

Mary MR} Mmom

Now that we've reviewed some options, what do you
think is the best way to reach Mary Mom to promote
activities at the nature center?
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Wrap Up: To Learn More

Q&A
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