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The Sustaining Family Forest Initiative’s Tools for Engaging Landowners Effectively (TELE) 
Mary Tyrrell, Executive Director, The Global Institute of Sustainable Forestry, Yale School of Forestry and Environmental Studies; Brett Butler, Research Forester, Family Forest Research Center, US Forest Service; Purnima Chawla, Executive Director, Center for Non-profit Strategies.
DOCUMENTS REFERENCED IN THESE NOTES ARE AVAILABLE ONLINE:
“The purpose of the workshop is to introduce the participants to techniques and resources that will help them be more targeted and effective in their landowner outreach activities. We will review the basics of social marketing (or targeted marketing) and how it applies to landowner outreach; present data on landowner characteristics, attitudes, behaviors, and values; and introduce the basics of good communication planning. We will use the approaches developed by the Sustaining Family Forests Initiative (www.sustainingfamilyforests.org) in collaboration with social marketing experts and packaged on the Tools for Engaging Landowners Effectively (TELE) learning site (www.engaginglandowners.org). The TELE web site combines a wealth of information from the National Woodland Owners Survey database and landowner focus groups, with demographic and behavior information. The site helps organizations and natural resource professionals tailor their communications and outreach efforts to the knowledge level, values and style of their target landowner audiences, allowing for more persuasive and meaningful communication and better results.” – Workshop Agenda
-In a couple months, meeting groups will participate in an intensive 2-day workshop to go over plans for reaching out to landowners
-SSF started in 2004, is run by a management team, its funding comes from a diverse set – primarily the Forest Service and evenly from corporations and foundations 

Purnima Chawla, Executive Director, Center for Non-profit Strategies 

What is marketing? 

· Change in behavior

· Salesmanship

· Branding

· Education component

· Communication

· Speaking to a particular group
· Getting people’s attention

· Addressing/creating needs & wants
· Getting buy-in, exciting early adopters who then pass the message along

· Outreach

· Relationships

· Showing relevance
· Campaign/Conveying a plan of attack
· Dispelling fears
In marketing there is an element of persuasion

The persuasion spectrum includes:
Legal ways -------------------------Gray area (marketing) ---------------------------Education

Legal ways – using law to get someone to do something
Education – you teach and they (landowners, in this case) will know what to do or how to do something
Gray area - In marketing, you must persuade them to do what you’re asking them to do.
Think about one situation in which you needed and were able to persuade someone to do something that you knew was right. What worked for you?

· The power of suggestion – allow it to happen on its own time
· Connect to what the other person cares about

· Guilt always works

· Highlight the pitfalls of inaction

· Persistence/repetition

· Logic, use examples/precedents

· Listen to and incorporate their ideas into what you’re trying to do

· Reward/Acknowledge past good work
· Be an example

· Offer an incentive

· A benefit comes from the behavior itself. An incentive is external to the behavior; you do this and I’ll give you this.
· Speak their language/use their jargon

· Get somebody else to reinforce what you’re saying

You cannot do most of these things unless you understand your audience – how do you know what incentives they’ll value? How do you know what kinds of examples will work for them? This is why “targeting” is important.
A better word for targeting is “customized”; you must understand the people you’re trying to persuade. Target marketing is a communication or interaction designed to bring about a specific change in a specific audience. Target marketing requires that the seller use specific language and content to ensure a better response. We often fail to do this in our professional lives, particularly when we’re talking to groups rather than individuals. With landowners, for example, we use materials that are impersonal and language that’s comfortable for us rather than them. If you try to speak to everybody you’re talking to nobody at all. At best, you might only reach the people who are closest to your way of thinking. 
Q: How do you target a landowner who you’ve talked to before who’s just not coming around?
A: Two options. You might decide that you’re failing to speak in that person’s language. Or, perhaps that person’s just not going to get it. If it doesn’t matter that much if he or she gets it, you should stop trying to reach him or her. There are plenty more people to target. 
As in traditional marketing, think about product, price, promotion, place[ment], and positioning

In a landowner context:
Product is the behavior –
· If a product is well made it markets itself

· You must design a product that is a doable action
· If you have a product that’s hard to sell, then streamline the product and repackage it

· Part of that repackaging is to reduce “the price,” e.g. reducing the amount of time it will take someone to do the action

Promotion is your argument/how you’re going to sell the product and disseminate the information

· Try to avoid mismatch, e.g. developing a brochure that works well for older, wealthy landowners and sending it out through the farm bureau

Place[ment] – the location where people will receive the message
· Place that has the most impact is what cues behavior, e.g. putting a trashcan where you don’t want people to litter

Positioning involves framing the issue to speak to a benefit or value the audience currently seeks
· E.g. Teenagers don’t focus so much on personal health as money and social status. Telling teenagers that smoking is bad for their health doesn’t stop them from smoking. Substantially raising the price of cigarettes and telling teens that smoking gives you bad teeth and breath has reduced teen smoking rates.
A lot of people have stewardship values, but those values are competing with others 
· Depends on time, context, and the hat that someone wears

· Create a context in which stewardship value is uppermost in their mind

· Design a context in which you can link behavior to an action

In reaching out to landowners, you must want to be successful and be willing to put in the resources and time to get the results you want. If you can’t handle a number of incoming calls, find someone who can. 
Q: Can you ever end up lowering “the price” so much it doesn’t seem as if there’s a value?

A: Sometimes. You should think about price in terms of the effort needed to do it. What small action could someone take to get started towards a bigger action? 
· E.g. You might send out an email with a “click here if you agree with what we’re saying” link, so the next time an individual hears from you he or she will have a memory of having acted. 
· But when you push someone towards a small action, you must have the next step(s) planned out.
Brett Butler, Research Forester, Family Forest Research Center, US Forest Service 

We did a hierarchical analysis using data from the National Woodland Owner Survey. Looking through a big statistical black box we identified four naturally occurring groups of landowners. We know the data is useful from identifying these categories while working with focus groups.
Woodland retreat owners value home, aesthetics, and privacy.
Example: Wendy and Ralph have owned 10 acres of land for about 15 years. This is their retirement home, and they love walking with their three schnauzers around their property. They’ve never harvested trees. They’re not sure what to do with their land, so they don’t do anything.
Working the land owners have lots of objectives for their land. They have strong stewardship ethics but don’t know how to mix uses and conserve land.
Example: Walter Landis owns 40 acres of land. One of his favorite activities is to mow all 40 acres, and he thinks he’s doing good, making the land beautiful. Every tree that falls over he harvests. He values being able to have grandkids come out and ride ATVs and enjoy his land. He’s also interested in making money off the land and has no problem with harvesting trees. 
Supplemental income owners value the dollar signs and legacies. These people tend to have larger amounts of land and are also more commonly absentee landowners.
Example: Samuel Ingus IV has over 400 acres of land that came through his family. 200 acres came from the King and down through generations, and he wants to keep that land in the family but doesn’t know what to do. He’s just waiting for people to give him a good price to harvest or buy the other 200 acres that he didn’t inherit. This land is a crop. 
Uninvolved owners aren’t attached to the land and aren’t sure what to do with it.
Example: Uncle Owen. Though he owns 80 acres, forestland never comes up in his conversation. He has 40 acres in woodland - land that he can’t utilize and to which he isn’t attached. 
	
	AMENITY VALUES

	
	High
	Low

	FINANCIAL VALUES
	High
	Working the land
	Supplemental income

	
	Low
	Woodland retreat
	Uninvolved owners


Reviewed “Comparisons of Attitudinal Groupings of Family Forest Owners” sheet
Q: How does NE compare to other regions?
A: Website shows the comparison to other regions.
Q: Do you have a Briggs Meyers-type test to find out what kind of category landowners fall under?


A: Yes. We have a sheet of questions that tries to find a category for people and then also have supplemental questions for you to ask a landowner when you’re talking to them one-to-one.

Q: What was the response rate for data collecting?

A: The data was collected between 2002 and 2006, and overall cooperation was 50%. We do have an issue with sample sizes per state. RI had few responses, for instance. One thing we know is that once landowners fall into the categories, they tend to be very similar across the US. 

Mary Tyrrell, Executive Director, the Global Institute of Sustainable Forestry, Yale School of Forestry and Environmental Studies
**Reviewed workbook given to participants. The materials (tools for engaging landowners effectively) are all on the website – www.engaginglandowners.org. Mary encourages anyone with questions to call or email; she and others would be happy to meet or hold teleconferences with anyone who needs them.
Some points made during session using the data presented:
· 52% of landowners in the Northeastern US are woodland retreat owners 

· 2/3 of landowners are receptive to ideas for their land
	
	ENGAGEMENT

	
	High
	Low

	INTEREST
	High
	Model landowners
	Prime prospects (2/3 of owners)

	
	Low
	Opportunists (2-3% of owners)
	Write-offs (5% of owners)


Q: This data was collected from 2002 to 2006, and the national economic situation has changed significantly since then. Is the data outlook different?
A: You’re right; you have to look at how the situation has changed. But new data was collected in 2011 and is currently being analyzed. 
Purnima Chawla
Reviewed “A New Outreach Approach” (pg. 1 in binder)
Selected points: 
- Focus on and clarify the doable action. Don’t give information just for the sake of giving information. 
- Identify clearly the kind of person to whom you want to talk. Look at numbers a little bit for a broad idea of types, and then use real people and stories to capture your audience’s attention.
- LISTEN especially to what they’re telling you in their behavior. How many people took the brochure? How many people called you back? Have more antennas up than just ears.
Reviewed the 6-step, “Engaging Landowners: Planning Your Communications” in detail
Selected points:

1) Set your objective (pg. 9 in binder)
- If the communication objective is just to get someone interested enough to call you and ask a question about what you’re promoting, you might just give a teaser. Suggest that “this” will be interesting to them, and then give them contact information. That’s it.

- Design a communication objective with program goals in mind, but also with knowledge of the audience. Woodland retreat owners, for example, might be approached by saying “why” they need to harvest trees, not how they should do it. 
2) Define your audience (pg. 13 in binder)
- An audience might be selected by geography (e.g. landowners in a watershed), demographics (women, legacies, etc.), by landowner type (woodland retreat, working the land, etc.). 
-Find the target audience, and tailor your message to them. It’s better to talk to 5 people and convince all 5, than to talk to 100 and convince 2.

3) Profile Your Audience (pg. 15 in binder) 

- Be bold in pictures and language; indicate the identity of your target audience in your message and materials. People will take a brochure if they see themselves reflected in it. 
- Don’t worry about offending those who aren’t in your target audience.
4) Clarify the Message (pg. 19 in binder)

- The message is not DO THIS; it’s the argument you make to convince people to do it.
- Give fewer, rather than more, reasons for action. Give enough choices but not too many.
5) Channels and Materials (pg. 22 in binder)

- Disseminate the message using multimedia and multiple messenger sources (a forester and a landowner). 8 times out of 10, the reasons campaigns don’t reach targets is because most people haven’t seen the message.
- People have messages coming at them all the time. To compete you must target people; make a cognitively simple and emotionally poignant message. Catch attention, and give details later. 
- Using resources gradually is less effective than landing a few intensive punches in a shorter period of time. Do 2-3 weeks of intense campaigning, and then let the campaign go for a while. 
6) Evaluate (pg. 25 in binder)
Tweak as you go using built-in feedback channels. With practice, you can get the same response as quickly using fewer resources.
On messengers: You must pick the right messenger to gain creditability and to introduce a different source of information. Anything coming from an expert is seen as having some “motive,” while anything coming from a landowner seems to be the truth. Churches can be an important messenger resource.
Good framing practices are explained under messaging. Find the common, shared value.

Ex. Soil erosion is a conservation issue, so most people aren’t interested. Floods damaging crops is a financial issue, and that’s a point for connection.

Block 1 (1:00 pm – 1:45 pm)
Call Before you Cut Campaign – Mary Tyrrell, Brett Butler, Purnima Chawla, Sharon Smith
Call Before You Cut began in Ohio and spread to 5 other states in the Midwest.

For your target audience, focus on the people who say they want to do the right thing but aren't doing it. In this example, that was mostly Woodland Retreat and Working The Land types of landowners (80% together). 

Working the land owners, state foresters say, are more valuable than woodland retreat owners. It's easier to focus on people who already do some cutting.

Working the land owners want to enjoy the woods and make money… keep it pristine and cut it down… their interests may seem conflicting. They are sensitive about their land and don't like being told what's best. Many have a farmer mentality: they feel that good stewardship means working the land. Woodland retreat owners prefer nature's full control and call for no active management. 

Be aware that working the land owners don't know what benefit a forester has in additional to a logger. What can a forester do when a logger is all you need?

How do you ensure people get the information when they need it (when they're planning to cut, which could be once or twice in a lifetime)?

Call Before You Cut began by sending landowners to the DNR for info on logging. 

In addition, they suggested landowners contact foresters to learn about what they should do (once landowner decided they need more information). 

Key messages were: you owe yourself the call to the forester. You maximize the long-term value of the land by only cutting once--so make it worthwhile (value was understood to mean recreational, financial, etc). These people are looking for information, so don't tell them you're better or an expert.

Adapt to slang that different areas use --that will help you customize your message. 

A forester could end up providing bad advice, but the idea is to just listen to and consider what the forester has to say. They also provide landowners with a list of other recommendations that everyone can follow when they consider/plan cutting trees.  

On the SSFI website (http://sustainingfamilyforests.org/projects.html), you will find an extensive campaign strategy document you can use. These are based on federal research. 

Different tactics that states are using:

Ohio - 
print stories from a landowner’s perspective (newspaper, journals). This is less instructive than from a forester or organization.


Plays at events


Cards and cardholders for businesses to share

Missouri - ads in local newspaper, etc. 

Made a goal to reach 10% of people planning a harvest (1200 people) each year. Setting a specific goal is more successful that just reaching out to as many people as you can, and they increase success each year.

IL - 
set up posters in offices and places where they think farmers are congregating (McDonalds, grain elevators)


Radio advertising

WV - 
reached out to WTL folks and that didn't work. They found the most success (based on evaluation, which many states do not do but is important) by following up with people who requested a packet, and also focused on new landowners who weren't set in their ways about how they managed it (37% success).

Also:


Track hits to your website (with Google analytics).

Billboards (sometimes helpful, sometimes not). 

Budget depends on the tactics and how much money is available. Be sure to keep a long-term perspective.

Ohio did basic materials design, one time (in house, thus low cost).

Personal, small, localized, targeted works better than broad--that is what you focus on.  

Regionwide, they're using the same materials, which cuts down cost. 

Keystone and Coverts Landowner and Municipal Training Programs

Holly Drinkuth, UConn Extension 
“Understanding the Natural World” program example:
The emphasis is on recruiting new volunteers, the folks who are interested by not currently engaged. Trains them from the ground up so they know what they can do, and then provides continuing training programs for those volunteering for more than one year.
Co-occurring Resources Inventory – takes GIS data from a variety of readily available inputs such as UConn Clear, puts them into a model, and then shows hotspots of where multiple resources occur. This practice can work at different scales and help identify which landowners to target

Greenways and Green Infrastructure Planning – is a nice opportunity to get multiple partners to using maps of resources in large areas (> 10 towns). They look for connections in the landscape.

Greenways is defined as linear connections between natural areas – stream corridors, or land 

connecting blocks of forestland, for instance

Green infrastructure – does the same thing as built infrastructure (roads, sewers, etc.) but using

natural systems (intact areas of forest filtering water, riparian corridors, etc.)

With The Last Green Valley (TLGV), Holly worked on a short outreach program which identified forested, privately owned lands with the greatest impact on water quality. It was a four-week, one-night-a-week program helping landowners explore their goals for their land. Owners move from general discussions on why they own land to specific discussions on forest management plans for their own property.
This program is not explained on TLGV website, but Holly has the application and agenda for the most recent training, and she did upload some presentations. The classroom training sessions (vs. outdoor training sessions) were most popular with the landowners for this program.
To find a target, we analyzed the watershed, looking at streams and forest fragmentation and parcel size (> 10 acres). We identified 450 individual landowners with land most affecting the watershed and mailed all of them. From the 450 about 15 from that region attended the training, which is good. 
The charge for participants was $25. We had funding from another source. 25 total people attended, 15 from the target area. Woodland retreat and working the land owners were the two categories represented.
Example from an attendee:

We recently held meetings focusing on the SCORP plan. We used email lists with about 8,000 people or so and got 2 or 3 people at the meetings. That’s a good example of why target marketing’s a good idea.
Paul Catanzaro, Forestry Specialist, UMass Extension
- You can go out and do a lot of things and be incredibly busy, but how effective are you?

- [Workshop attendees] are good at making maps, collecting data, using numbers (“trusting the science”), but we struggle in the social realm. Social science research can help you be most effective.

This information is based on social science:

“Diffusion of Innovation” – both a theory and book popularized by Everett Rodgers
- When new information arrives, it is disseminated in a cascading effect. Adventurous people adopt and use it, and others see the former’s success and adopt it, and more people see the second group’s success, etc. Our decisions are generally based on what our friends are doing and what they say.
- The Influentials: How 1 in 10 Americans Tell the Other 9 What to Do, R.J. Roper and Associates
From decades of documentation they identified 10% of the population, the community leaders/innovators, as those who pass information along and push people to the tipping point
Keystone holds training workshops for a select group of innovators. The organization has multiple criteria for selecting participants, the most important being, “What is their potential to influence the decision of others?” Keystone wants to see evidence of past success. 
The training includes information sessions on basic ecology, conservation practices, etc., and participants are given a canvas bag full of resources. Participants often find they learn more from their peers rather than the trainers.
The initial cost of training each person is around $700, but the results of their training make the investment closer to $70/person. Every $1000 Keystone spends produces volunteer hours at the equivalent of 1 full-time staff member. And the volunteer is a local opinion leader with the power to influence others.
For more information, visit www.masskeystone.net.
Helping Municipalities Adopt Zoning Bylaws that Promote Forestry and Forest Conservation – Jeff Lacy 
Existing model for zoning allows for the development of prime farmland soils, drumlins, other larger natural resources – low to moderate zoning –or estates.

Sometimes you can marshal forces and protect the land from development.

Most of the time this doesn’t happen: the land gets developed.

Zoning that is larger lot (3-acre and 5-acre) has failed.

Constructing a new road results in a subdivision.

Frontage lots is another way of development.  It limits the number of lots that can be built in a subdivision.

Most common response by towns is to use “cluster zoning,” but these result in relatively small areas of open space – concentrating the houses on the best lands.

Cluster can create nice looking open spaces, but not very good habitat, forestry, just a nice amenity to the subdivision.

Natural Resource Protection Zoning (cluster, large-lot zoning, and fixed-area ratio zoning (area based formula) (from PA and MD))

Common Elements

· By right

· Deviations including conventional development by special permit only

· Very low density – 5 acres

· Development rights calculated by formula

· Substantial open space preserved (65% -90%)

· Conservation Analysis/Findings Process

· Greater  Design Flexibility in developed areas

· Diversity of Housing types

· Shared Driveways

· Earned Density Bonus

· TDR options

Who owns the fee – it’s up to the owner. Could be homeowner’s association, the owner, someone else.

Who owns the easement? Land trust, town, state.

Going from say 35 lots to 14-20 lots is not a taking.

Can’t require public access – that would constitute a taking.

Put a limit on the number of building permits given per year for 

Benefits

· Lower development costs

· More predictable permitting

Basic elements - basic formulas for each of these

· Dwelling units 

· Preserved Land

· Developed land

Conservation Analysis 

Why would landowners like it?

· By-right, prompt and predictable permitting

· Greater design flexibility

· Housing diversity 

· Attractive features (shared driveway, density bonuses, TDR, etc.)

· Owner may retain resource land

Steps to take to get it passed in a town

· Involve a planning board that has experience with the limits of the existing zoning

· Graphic representations – build-out analysis showing real properties in the town

· Consent of large landowners in the town

· Run scenarios with that town

· Works well by showing how it works better for ugly and hard developments.

Any unintended consequences?

Not yet. Still too early to tell.

Block 2 (2:00 pm – 2:45 pm)
Regional Forest Stewardship and Conservation Networks

Forest stewardship activities aggregated — Nathan Rutenbeck, The Quiet Corner Initiative, Yale School Forests
The QCI Partnership is located in Northeast CT and is part of The Last Green Valley. It is in a rural area and was arranged for smaller private landowners to collaborate with a group. Large scale integrated conservation management is the goal, and we need the small landowners in addition to big parcels.

People with a small piece may not see themselves as part of the bigger picture and thus may not be aware of landscape-scale conservation goals and ecosystems. 

In an attempt to bring small landowners in, we increase capacity with integrated planning. 

The partnership began in summer 2010 with a survey to landowners of 25+ acres. A workshop got the landowners involved. The priority parcels in this forest are spread out, so we selected a parcel and are working with a supportive, well-connected landowner (who helps promote the message) and other nearby landowners to go through the process of stewardship planning. 

Future project: A neighborhood plan may address things like the riparian corridor and access roads. So far we haven't told people what they should do; we just say we're interested in collaborating for conservation in the area and in doing a management plan on their land. 

Despite grad students cycling in and out, faculty and staff at Yale School of Forestry ensure continuity in this project. 

Forest conservation activities aggregated — Keith Ross, LandVest
Working with Harvard Forest aggregating land conservation projects to get lower transaction costs for each project and speed up conservation. This came out of Wildlands and Woodlands: the goal is to meet the W&W vision. 

We use the New England infrastructure of land trusts - they have the connection with local stewards.  We started a pilot project with 7 land trusts - these land trusts do a lot of protection one property at a time, which gets tiring over time. 

We looked at the land trusts' clients and used a model program where they pay 25% for appraisal for an easement, we pay 75%. %s vary from place to place (for example, some do 50/50). Some land trusts received gifts to do the appraisals. 

We developed an MOA with the 7 land trusts (which determined how they're going to collaborate), but it took a long time because land trusts aren't accustomed to working together, they're competing for funds. However, it's in their best interest to use their time more efficiently by collaborating to seek out different grants rather than to all apply to the same few. 

By next summer, 50 of the 72 properties' appraisals should be completed. 

Private foundations should be collaborating as well, as they are less organized than land trusts are. 

Private philanthropy is the best source of funding.

We found similar groups across New England: 7 of these groups/aggregations are working together now. Many have an MOA and have staff devoted/designated to this collaborative interest. 

Can we create a new funding level to protect private forest owners' land?

We received a grant for $80,000 to help 80 landowners. 47 of them collaborated to get appraisals.

We partnered with a computer company to develop a program which MA landowners use to apply for easements. This puts the application in a format ready to be approved by the state. 

Pre-Harvest Tours and Woods Walks – Si Balch, New England Forestry Foundation
- One thing that sets us apart is that we actively manage our land and try to show other people that it’s a good thing to do.
Organization and Tasks (PowerPoint slide title) – 
-For most people, 24,000 acres is a mindboggling number to manage. But the foundation owns what basically amounts to one township scattered over the landscape.
The PowerPoint pictures show typical numbers of people who attend the walks.
Why we do it? – 
- Concept of NO SURPRISES – we want them to know what’s going to happen, and we want to learn from them what we don’t know, such as where this person’s dog is buried.

- To encourage others to manage their own forests. People will see a job that was done and ask for the same logger to come work on their land.
The PowerPoint pictures of machinery are used to show what excites people. When they see heavy equipment, they usually think that houses are going to be built.
In reaction to some questions:
We don’t use chemicals because FSC certification isn’t friendly to chemicals. Invasive species are a conundrum. We’ve tried invasive species control on one walk but haven’t had a real need yet to pursue the issue aggressively. And there’s a rule that though landowners can do whatever they want on their property, we can’t. We’d have to become commercial operators to apply chemicals. I’d like to see herbicide laws in states addressed from an invasives standpoint. 
Q: Aren’t there two levels of certification? We have an employee who can apply herbicide on one property but no others. This is in Vermont. 
A: There’s no reciprocity between states. 
Back to PowerPoint:
We do most of our walks on weekdays and realize that we don’t get some people because it’s on a weekday. When we walk the lot, we discuss and answer questions. Some people want to talk about money. Some don’t. In regions where logging is more common, people are more comfortable talking about financials. 
What happens (slide) – 
-Normally less than 8 people attend. Si sees where the concerns of those who do attend really dissipate. 
-Sometimes the requests people make are so easy to accept. One guy asked if we could leave a red maple that he really liked, and NEFF said sure.

One thing Si recommends is to avoid showing people a forester’s map with patches to cut laid out. People focus too much on the holes. 
Q: Do you get folks attending the walks who misunderstand the purpose of the invitation? Like they think they can help make management decisions? How do you bring it back around to what’s really going on?
A: You listen politely to them and then explain what you’re doing. You can’t make them love you, but you can at least say that you’ve listened to them.

Signs – 

- We generally don’t get any response to our signage, but they let people know who to contact. 
- Answer to question: We get very little vandalism of signs, just the occasional buckshot. Plastic corrugated signs are great because you can shoot through them and they’re still readable.
Q: My most recent experience with more controversial work is that people against the work sidestep my educational sessions and create their own.
A: We had one guy who was lawyer-trained, a 60s marcher. He tried that, and we just held more public meetings. People eventually decided he was more obnoxious than we were. 
Q: Do you hold post-harvest tours?

A: Not very often. It’s another round of time, and our primary purpose is to address people’s questions in the first place. I’ve had people call me individually, and I offer to meet them out there.

Q: I was at the CT Forest Forum. There was a lot of enthusiasm on setting up these kinds of walks across the state. Have you done a walk that’s not localized to a particular cut? Is there a different approach?

A: I’ve done a little of that. It’s not really a different approach, just Forestry 101.

Q: Have you ever brought in wildlife or recreation consultants for talks?

A: For these, no. But that’s just not relevant to the purpose of our walks. 
Q: How do you show a landowner that you didn’t make a million dollars off the sale?
A: We do talk about economics. We talk about job creation. And we’re not bashful about saying that we do make money, but harvesting is only about 20% of our annual budget.
Answer from an attendee: You have to remember that a non-profit can still make a profit.
ACORN – A Cooperative Resources Network

Paul Catanzaro – Using the Internet to Increase our Impact; Extension Assistant Professor

It’s important to be strategic in outreach – best to be strategic, but is it effective?

ACORN is our project. We’re not trying to sell it. Hopefully this will help your web presence be more effective

Family Forest Owner Decision Cycle

· Landowners like the amenity values every day

· Management and timber harvesting is long down the line

· But every landowner at some point a decision is going to be made

· Landowners don’t often plan – their harvests, management, or development

· Trees and forests provide a lot of value all along the way 

· There are only a few times in their ownership when people can have an impact on the future status of the land

· The Internet can be an excellent way to address this

· 71%  of landowners were on-line

· 74% of MA, VT, and NH landowners are on-line

· Daily use? 49%

· Obtain tree forest info on-line? 19%

· ACORN – a local, watershed-specific, internet resource for the Deerfield and Westfield watersheds of Western Massachusetts.

· Research shows people don’t want generic, they want local

· Goals of ACORN

· Encourage informed landowner decisions

· Connect people to local people and info and organizations

· Encourage people to see land as a bigger whole

· Attract new landowners

· Share information

· ACORN began with VT and 10-15% of the site is updatable, and if it isn’t recent then people may not use it.

· ACORN is a website resource for landowners in the Westfield and Deerfield Watersheds in MA

· Includes info about the land

· Maps

· On-line networking – ask a professional; wildlife sightings, your neighbor –your resources (very few landowners use it, few ask questions, but it’s most visited. Need to seed the conversations. Professionals can act as landowners. 

· Regularly update the information

· Tell stories in different ways – on Youtube – different stories of protecting land as a neighborhood. 

· Connects to local people – local contact information –checked every other year through surveys.

· Photos of the region

· Poetry from the region

· Some Aldo Leopold text every month

· It’s a local resource

· Surveys and Highlight Survey Winners - $50 gift certificate for a LL Bean

· Success

· 46% use the internet as an important source of info for making decisions about their woodland

· 28% in targeted area of the Westfield and Deerfield had visited MassAcorn

· Of the 28%, 66% said they were not engaged in land management

· Keys to Success

· Maintenance – 

· Regular, fresh, local content is a MUST (new content every month); we’re alerting people of new content every month using Constant Contact – email account –for e-newsletter 

· Possible on your organization’s site?

· Website uses Joomla which offers quick and easy content development for multiple contributors

· Marketing is needed to pull people to the website

· Local newspaper ads

· Diner menus

· Direct post card mailings

· Post-it notes

· Calendars

· Letters to town boards, conservation organizations

· NPR spot

· Monitoring

· Google Analytics

· SiteMeter Plus

· Opportunities to use ACORN

· Single website for a local area

· Software allows hierarchical permission, allowing multiple people/organizations to contribute content….shared maintenance.

· Multiple ACORNS for service forest districts

· What it takes

· On the ground local organization or person

· 0.25-0.33 FTE to make it effective

· Should complement existing work 

· Develop new ACORN - $25,000 (includes map server (which may be old now  - is Google Map better, cheaper) –but is the highest cost) less per site for multiple sites

· Marketing $5,000 to $10,0000 per year

· http://mass.acorn.net 

· People, partners can drive landowners to the website.

· Local blogging?  It’s been done with mixed results.  It’s tough to manage and moderate open conversations. But you can moderate it.

Block 3 (3:00 pm – 3:45 pm)
Landowner assistance in enrolling in current use, and in EQIP and WHIP 
Jennifer Fish, DCR
(Follow with PowerPoint presentation)
We received funding for all our stewardship plans through the MA Bond Bill. 

The Working Forest Initiative is a great way to leverage money for other programs.

With the way the Farm Bill and NRCS funding work, they can no longer fund municipalities, so the Community Forest Stewardship Grant Program helps fill that gap. 

Current use programs: golf courses and hunt clubs are included on ch61B - Recreation. 

Stewardship program enrollment figures include municipal lands. 

Current use program enrollment has been increasing. 

Mailings to landowners include reminders that their program is going to expire. Contact by mail is a way to keep the landowner engaged and active in the program.

Woods walks: maybe half of the towns in MA have town forests, so they can do woods walks. 

We attended the MA Land Trust Coalition event in order to be a local face so people know who to call when they want to get involved in stewardship.

We arranged town open space committees and neighbor forums where people can get together and discuss stewardship.

Private consulting foresters are the best way to reach out, but it's a bottleneck if the consulting community doesn't have capacity for many calls at once. 

Community Forest Stewardship Grant: include an outreach plan for citizens’ land in the stewardship plan for municipalities.

Lessons learned: language that works and doesn't. 

We tried to hit the Woodland Retreaters because that was the biggest group--now we know it's not the best strategy. 

The National Association of Wood Foresters (www.stateforesters.org) survey showed language that is effective. For example, people think "forests" are limited to industrial spaces or big parks, but the "woods" describes the space they live in. 

We will be redesigning our management plan.

Next steps: we hired an NRCS liaison that will help people who are enrolled to move toward a management plan. 

Tom Worthley 
Steps from the first page in the binder (Engaging Landowners: Planning Your Communications) are underlined.
· Situation 

· Inputs

· Outputs

· Impacts

Above is the objective: what we want to accomplish.

EQIP and WHIP are available to private landowners and it's in the public interest to get them done. 

In the past few years, NRCS has been involved with the rural community to keep farmers in business. 

For EQIP spending dollars in 2008, CT ranked 49th out of 50 states. Landowners didn't even know the program was available. We needed to get the word out: Raise landowner awareness > get them to sign up > conserve land.

Define the audience: NRCS needed to find this out, and how to get ahold of them. So they gathered a list of private landowners with 10+ acres in CT (30,000 people). 

Profile the audience, clarify the message: They did this geographically: when there was a workshop in the area, local landowners were invited. (channels and materials were these venues and handouts). The workshops focused on what forest management means, provided examples of what you can accomplish, and said that taking an active interest will help you gain satisfaction and additional benefit from your forest. They also said we can help you accomplish things on your land (want more turkeys? less invasive species? etc). 

Outcomes: People attended the meeting. Some of those people later showed up at the USDA office and signed up!

Impacts: Increase in knowledge and change of behavior. Once they sign up, they're engaged, which leads to more knowledge gain. 

The next year, NRCS funding in CT went from 49th to 4th in the country. 

CR Stewardship Monitoring Training – Pieter van Loon, Vermont Land Trust (VLT)
The Stew Crew includes 7 people soon-to-be-called regional stewardship managers who will monitor and handle problems in their regions.
Landowner (LO) relations and monitoring (follows PowerPoint slides) – 
- We prefer to call the monitoring “annual visits.” We want to help them get to know their land, and we ask for feedback.
Q: Could you give us an example of what people would or wouldn’t like about your process?
A: Some farmers don’t want us coming during their planting. 
Q: Do the landowners walk around with you? 
A: Some want to walk with us, others don’t. We prefer to meet with landowner. We always call first unless they’re out-of-state landowners who won’t be around the property any time soon.

- We compare orthophotos from FSA.  [In the PowerPoint example photos] the easement allowed changes, so the landowner’s changes weren’t an issue. On large properties, photos allow us to figure out where to go or even whether to go.
We really emphasize that landowners call us with any questions. We try to be a general information resource for them.

Violations:
- We visit every single property every year to prevent violations and to do enforcement.
- Third party violations include a timber trespass, landowners cutting trees where they shouldn’t, people building sheds or riding ATVs where they shouldn’t, etc.
- Landowners get nervous that we’ll hold violations against them, but we won’t.
Successor Landowners:

To track changeover, we have a woman who checks the statewide database for land sales that involve conserved lands. The regional LT person has to contact the new landowners.
Q: How many successive LOs are within family? Is there a difference in how their educated?

A: There is a difference. We don’t worry much about the families, as we’ve worked with them for years and know what’s coming our way.

With successor LOs, we set up a meeting with them, bring along the easement and the Baseline Documentation Report (BDR), and we bring along a gift map showing their land. People are really impressed by that, and people find the BDR interesting since they can see how things have changed. 
Q: How specific does the easement language get with silviculture?

A: We try not to be prescriptive unless absolutely necessary. We tell nervous landowners that if they have silviculture prescription that they can convince us is sound, we’ll approve it.

A lot of LOs don’t know their property well. We ask them what they like (birds, big trees), and then we can show them things on their property. We help them make connections to the region. We try to have regional forest managers living in the region they conserve, and they help landowners get connections to all services needed.
Vermont Green Wood Collaborative – 
The goal was to develop a way for owners of small parcels to be able to obtain FSC green certification at a low cost. We developed some silviculture standards, then Vermont Sustainable Jobs Fund took over, and now we hope to get some of our landowners certified through that program. 
Foresters for the Birds – 
It’s silviculture with birds in mind; we try to get foresters to be conscious of the effects of timber harvesting on bird habitat. This program is another resource we use to get LOs interested in their land.
Invasive Plant Best Management Practices (BMPs) –

Used a Wisconsin BMP as a precedent for Vermont’s.  We distribute the report to our staff, who disseminate the information further. We try to help landowners identify problem areas on their property, and we connect them with groups that do control work.
Publications – 

- We have a website that was just updated and has lots of resources.
- “Stewards of the Land” is a 4-page mailing that we send 3 or 4 times a year, where we write about an important topic.

Staff Training – 
We have 1 or 2 training periods a year, where everyone learns about natural community mapping and identification, large scale timber harvesting, invasives control, etc.
Q: It sounds like you perform functions similar to that of the state forester. Is Vermont staffed heavily with public foresters doing what you’re doing?

A: Yeah, we have state and county foresters. Some counties have more than one. All foresters are doing outreach with LOs. 
Q: I’m not sure if there’s a land trust in MA that has the same amount of resources. Is there another group in Vermont doing what you do?

A: We’re pretty much it. 
Q: Is a management plan a prerequisite?
A: Yes.

Q: Is there the equivalent of a forest cutting plan that we have in MA?
A: No. Cutting is guided by what’s in the management plan. We make sure there’s enough detail in [conserved land] harvest plans if the management plan isn’t detailed enough.

A: A harvest plan is required by county foresters. If you have a 3,000 acre property, you have to have specific stand-based prescriptions approved, but not necessarily individual project approval. If there’s one stand that doesn’t have enough information, we ask for more.

Q: Seems like you have economies of scale that we don’t have in MA. Do you have the same amount of small LTs versus MA? MA has hundreds of local LTs.

A: We do, VLT is the only statewide LT. 
All seem to agree that MA doesn’t have an organization handling the acreage that VLT handles.

Q: What are you doing if anything to engage landowners in easements?

A: We have a few regional projects where we’re working with local towns to get LOs interested. We don’t make cold calls. People come to us.

Woods Forums – Paul Catanzaro, and Jay Rasku (North Quabbin Regional Landscape Partnership)
Programs developed over the past few years.

A Keystone Cooperator who moved to Chester, Massachusetts – in theatre – wanted to do a program about forestry and he was into historical resources – he asked DBK and Paul to come give a talk about forest resources. Hot day. Paul and Dave gave their talk. Too many questions led Paul and David just to have a conversation with the participants instead of a dog a pony show.

Common Outreach Assumptions

· Pros know what landowners need to learn to be good stewards

· Pros are the most credible source of information

Landowner Decisions

· Most simply enjoy their land

· Don’t plan ahead

· Infrequent

· Reactive

· Often hurried and without all the benefit of all their options

When landowner decisions do arise, landowners turn to friends and neighbors. Not management plans.

“I need the information AND a friend to talk about it” – focus group participant

People need time to digest information.

Why friends and neighbors?

· Trust

· Not trying to sell you something

· They know more about you and your situation

· Unbiased

· Has a similar experience

· Knows the local information

· Share our values

· Available for time-sensitive decisions

· Speak a landowner’s language

Landowners have a lot to learn from each other!

Connecting Landowners can take place

· Informally such as neighbors

· Through internet based tools

· Formal programs

What is a woods forum –“Create the Space”

· Facilitated program where landowners can share their knowledge and experience with each other

· Self-directed

· Opportunity to meet local foresters and land trusts who can help then with their decisions

· Typically do it in a 3-5 town region

· Locally sponsored

Woods Forums is NOT

· A workshop where landowners are taught

Who is there?

· Landowners

· Service forester

· Consulting forester

· Land trust

Format

· 15-20 min. presentation with case studies

· Timber harvesting

· Land conservation

· ~ 60 min. – Q & A – What’s on your mind?

· Casual, free-flowing information and Q&A

· 10 min. of closing slides, primary resources

· Need some content, but focus on discussion

· Example presentation on Masswoods.net

Collective Wisdom – We all have part of the answer.

· Pros know facts

· Each landowner has a unique set of circumstances values financial family

· …has a unique set of knowledge, experience, and relationships

Facilitating a Forum

· Critical to manage the conversation

· Provide facts

· Correct misinformation

· Encourage landowners to talk….share information….experiences…..contacts….lessons learned

· Manage professionals

· Manage talkative landowners

· If you don’t know, direct to information

Research to Evaluate Success

· One year after the program, 68 participants from 4 WP programs were mailed a survey. 58 responded.

· 72% id a service forests

· 81% id a land trust

· All but one passed on info or would to another landowner

Low-key, unpressured, tone was inviting, encouraging audience participation was key

Need to get people in the room. Jay Rasku

· See Sheet that Jay gave us.

