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practical ideas 
• Truthful and authentic--no exaggeration, 

hype or fear-mongering  
• Use of 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 
 
 
Evaluation 
 

Pr imary Outcome: 
 

The primary outcome indicator for the campaign is the number of landowners who donate or sell 
easements to the representative land trust. Secondary outcome indicators landowners that contact 
foresters to help plan and/or manage their timber harvests, calls to campaign partners inquiring more 
information regarding the project and number of hits on the website. 

 
Process Intermediate Indicators: 

 
Each partner will assess the cumulative impact of the outreach by monitoring the number of 
people who call to request additional information about the project. Additionally, they will also 
monitor:  

• How the number of calls compares with similar requests before the campaign?  
• What proportion of these calls is from people who are actually thinking about conservation 

easements in the near future?  
• The number of packets of information about timber harvesting was mailed out to callers.  
• Monitor process indicators that are tailored to their specific outreach activities, e.g., attendance 

at meetings, media impressions, etc. 
 

Impact Indicators: 
Long-term indicators would include total acreage placed in conservation easements as a result of the 
campaign. A secondary indicator would be an increased number of acres listed as tree growth. 

 
 
 
Source URL:  http://www.engaginglandowners.org/make-a-new-plan/plans/1283 

 

 


